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FCC Move Seen 
Putting All TV Option 


10% Tax on All Time in Jeopardy 


TV Advertising 


Conservative Government 
to Take Cut Off Top; 
Admen, Others Protest 


Lonpon, April 19—Britain’s Con- 


WASHINGTON, April 20—The 
/handwriting is on the wall for 
|option time as the newly reorgan- 
jized Federal Communications 
|Commission today moved to nul- 
\lify the compromise option time 
|rule which had been adopted by 
\the commission last September. 
| Under the compromise which 
‘became effective Jan. 1, the 


THE NATIONAL NEWSPAPER OF MARKETING 


Timken Sues U.S. for 
Disallowed Ad Costs 


servative government slapped a|®™mount of time which networks 
10% tax on television advertising |™@Y OPtion on individual stations 
this week, in a move considered by | W@S sliced from three hours to two 
many advertising men as the thin|#%4 One-half hours in each time 
end of wedge of taxation on all ad- | Period. The compromise had been 


Ads Not for Lobbying 
Purposes, Company Says 
in $1,282,960 Lawsuit 


CLEVELAND, April 20—-A head-on 
fight over the right of advertisers 
to deduct the cost of ads which dis- 
cuss public issues involving the | 
welfare of the business shaped up | 
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today as Timken Roller Bearing 
Co. filed suit to recover $1,282,960 
which the Internal Revenue Serv- 
ice collected by disallowing Tim- 
ken’s institutional ads over a four- 
year period. 

Timken said the ads, dealing 
with economic, financial, social 
and other subjects of a general 
nature, “were deemed necessary 
and proper to foster and develop a 
favorable climate” for the compa- 
ny’s production, sales and busi- 


vertising. 

Chancellor Selwyn Lloyd an- 
nounced the new tax Monday in 
his budget message. He said it is 
expected to produce revenue of 
£7,000,000 ($19,600,000) this year 
and £8,500,000 ($23,800,000) in the 
full calendar year. 

The new duty, effective May 1, 
will be applied to all invoices be- 
fore agency commission is de- 
ducted. This means billing for 
£1,000 will cost the client £1,100, 
including tax, and the agency will 
get the normal 15% commission on 
£1,000—or £150, said a spokes- 
man for ABC Television Ltd. 

R. A. Bevan, new president of 
the Institute of Practitioners in 
Advertising, said, “Advertising is 
an essential link between the mass 
production and mass consumption 
necessary to keep our economy 
vigorous and expanding. No one 
therefore can welcome any tax 
which discriminates against adver- 
tising. Still less can they welcome 
tax which discriminates against a 
particular form of advertising .. . 
A discriminatory excise duty on 
television advertising would ham- 
per us considerably in our profes- 
sional activities.” 


a Mr. Bevan said that until the 
program companies have spoken, it 
is not known whether the tax will 


difficulties under which agencies 
and advertisers find themselves in 


(Continued on Page 141) 


Look who's putting the cat back in the bag 


arguing that option time should be “OS... SS 
eliminated entirely. wi bay ter in thes 


a 4-3 decision, with the minority 


¥ ae 
‘Ropes she or Te ack ty» —, 
s The turnabout came suddenly 
early this week, when the commis-| HOLD THAT TIGER—Oklahoma Oil, a 
sion notified the court of appeals | subsidiary of Humble Oil & Refin- 
here that it would like four extra|ing Co., will precede its May 12 
days to reconsider the compromise | jn troduction of Enco brand gaso- 
rule currently before the court for | li ith like thi 
review. Today the commission no- | — = partners cad — — oo 
tified the court that it is not inter- | in Chicago, Indianapolis and other 
ested in defending the compromise | ™idwestern markets. (Story on 


(Continued on Page 10) Page 4.) 


Four A's Hears Plan to 
Improve Ad Field's PR 


conduct for the Four A’s was out- 


ness. It contended that the Internal 
Revenue Service abridged freedom 
of speech and press when it “dis- 
criminated against and penalized” 
the company by denying deduc- 
tions for some ads, while at the 
same time permitting deduction for 
other ads which were “not deemed 
objectionable.” 


Roche, Rickerd for 
Its MacGregor Line 


Cuicaco, April 21—Brunswick 
Corp. today appointed Roche, Rick- 
erd & Cleary to handle its Mac- 
Gregor sport products division. The 
account is expected to bill about 
$500,000 this year. 

Brunswick said that the deciding 
factor in the selection of Roche, 


s The company’s move to recover 
its tax payments in the federal 
district court here culminates a 
Rickerd was the agency’s long ex-| long controversy which started 
perience and background in the| when IRS took the position that 
sporting goods field. The agency| many Timken ads could not be 
handled Wilson Sporting Goods Co.| regarded as reasonable and nec- 
for 24 years before losing the ac- ‘essary under the tax laws. In a 
count last August to Campbell- | statement today Timken said the 
Mithun (AA, Aug. 15). ‘tax claims were paid last Septem- 

Roche, Rickerd won the account| ber in order to avoid further in- 
in competition with 11 other agen- | terest accumulations, and that the 
cies (AA, April 10). The agency’s | case was brought to court today 
team was headed by C. E. (Tex) | after IRS rejected claims for re- 


Opinion Leaders Hostile 
on ‘Sociological, Not 
Economic’ Grounds: H&K 


(For other news and pictures 
of the Four A’s meeting see 
Pages 3, 104 and 136.) 


WHITE SULPHUR SPRINGs, W. 
Va., April 21—The public relations 
problems of the advertising busi- 
|ness, particularly the agency busi- 


ness, held the spotlight at the an-| 
be passed on to advertisers. “If it}nual meeting of the American | 
is passed on, it will aggravate the! Assn. of Advertising Agencies here | 


this week. 
The new public relations pro- 
gram which Hill & Knowlton is to 


Big Fellows Study ‘How Law Can Be Shaved’... 


Ad Offenders Include More Than Just 


’ 4 ‘Ns B. D. Adams Absorbs Richards’ Boca Raton Office 
Irresponsible Few, Dixon Tells ANA 


FTC Chief Warns of 
‘Heavier, Faster-Firing 
Guns’ to Hit False Ads 


(For other news and pictures 
of the ANA meeting see Pages 
3 and 106.) 

WASHINGTON, April 19—Paul 
Rand Dixon, the new chairman 
of the Federal Trade Commission 
and the closest thing to a big bad 
wolf the Kennedy administration 
has so far provided the advertising 
business, turned up at the Assn. of 
National Advertisers spring meet- 
ing Monday to warn that the FTC 
would indeed enforce the statutes 
on false advertising. 

False advertising both gyps the 
consumer and harms reputable 


| competitors, he said, and becomes a 
| weapon of monopoly in the process. 

“False advertising will not only 
/continue to be a major target 
|of the commission, but heavier, 
| faster-firing guns will be brought 
| to bear on it,” he said. 


|= Mr. Dixon stressed the impor- 
tance of speeding up commission 
procedures, so that an ad cam- 
paign, “redolent with deception,” 
won't die of exhaustion before the 
FTC gets around to dealing with it. 
He derisively spoke of the “Ches- 
terfieldian courtesy of the law” and 
the commission’s long hearing 
schedules, from which one might 
conclude that “lawyers and wit- 
nesses still had to travel by horse- 


(Continued on Page 132) 


lined to the group. It includes: | 
e A depth attitude research study. nie 
e A magazine for opinion leaders, |included in the MacGregor divi- 
called “Advertising Today.” |sion and their former agencies are | 


a , |MacGregor Sports Products Inc., | 
e A test advertising seminar at a|_. -: ‘ car “ 
major university. |Cincinnati (Hugo Wagenseil & As- | 


s The three subsidiary companies 


| sociates, Dayton); Brunswick| 
e More speeches before non-ad- Sports Products Co. (formerly Un- | 
|vertising groups, closer contact|io5n Hardware Co.), Torrington, | 
with textbook authors, more li-\Conn. (Graceman Advertising, | 
brary reference material. Hartford); and Red Head Brand | 
|e Increased understanding of the|Co., Chicago (MacDonald-Cook | 
(Continued on Page 134) Co., South Bend). * 


_ Last Minute News Flashes 
Helene Curtis Tests Buffa Vess, Stomach Remedy 


Cuicaco, April 21—Helene Curtis Industries currently is test market- 
| ing a new effervescent stomach remedy—Buffa Vess—in a number of 
| undisclosed markets. Newspapers and radio spots are being used, via | 
| Edward H. Weiss & Co. Buffa Vess is the company’s first entry in the | 
drug and proprietary field, with “many more products scheduled to | 
follow,” AA was told. 


Boca Raton, Fia., April 2i—Burke Dowling Adams Inc. will take 
| over the local office of Fletcher Richards, Calkins & Holden on May 1. 
| Adams will get five accounts, including Arvida Realty Co., and about 
| five people. Paul S. Batterson, vp-creative director, will move to Rich- | 
ards’ New York office. 


‘General Dynamics Cuts Back Ad Budgets 


| New Yor«, April 21—General Dynamics, shrugging off shakeup re- 
| t for an April 27 stock- 
| ports after a $27,000,000 loss last year, got set fo 7 st 
holders meeting by chopping ad budgets and “deferring institutional 
| ads to a commercial-product sell across the board.” General Dynamics 
spent about $1,834,032—“about 90% of our budget”—in print media in 
1960. D’Arcy Advertising is the principal General Dynamics agency. 


| ’ a 
_Mactadden Plans Printing Buy, Ads for ‘Pageant 

New York, April 21—Macfadden Publications will follow up its pur- 
chase of Hillman Periodicals’ paperback line and Pageant magazine— 
| which will take ads for the first time—plus part of Teleglobe Pay-TV 
| (AA, April 17) by buying a “leading printing house.” Heavy vending 
machine distribution of all Macfadden publications is planned by the 
parent company, Bartell Broadcasting Corp., which acquired Macfad- 
den last February (AA, Feb. 27). 


(Additional News Flashes on Page 133) 


Rickerd, president. | funds. 


Simultaneously with filing the 
(Continued on Page 12) 


‘60 National Ads 


in Dailies Rose 
to $782,149,000 


GM Again Led Top 5 
Users; Corn Products, 
Brown & Williamson Gain 


(Figures begin on Page 52) 

NEw York, April 21—National 
newspaper advertising gained 
slightly in 1960, inching up from 
1959’s record volume of $772,905,- 
000 to $782,149,000—an advance of 
1.2%. In 1958 the figure was $719,- 
049,000. 

The automotive and transporta- 
tion classifications figured promi- 
nently in newspapers’ gain. Auto- 
motive was ahead by more than 
10%, moving from $178,460,000 
to $196,685,000 last year. Trans- 
portation moved up better than 
5%, from $49,986,000 to $52,547,- 
000. Other stalwarts in the news- 
paper picture were down: Alcohol- 
ic beverages skidded, ever so 
slightly, from $62,300,000 in 1959 
to $62,276,000 last year, and tobac- 
co volume slid over 15%, from 
$41,498,000 to $35,031,000. 

Because of a revision of Media 
Records’ classifications, several 
categories were no longer exactly 
comparable. The grocery classifica- 
tion, a perennial big gun in news- 
paper circles, now appears as 
“foods” and “household supplies.” 
These categories, combined, last 
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year totaled $157,784,000. In 1959, 
groceries amounted to $154,540,- 
000. 


s Among the top 100 national ad- 
vertisers in the medium, General 
Motors continued in first place, 
with a $40,354,000 investment, an 
increase of 4.5% over its 59 news- 
paper appropriation. The first five 
advertisers in 1959 held the same 
spots as last year. They were Ford 
Motor, in the runner-up slot with 
an expenditure of $18,669,000, 
followed by Chrysler Corp., Gener- 
al Foods and Distillers Corp.-Sea- 
gram’s. American Tobacco, sixth in 
1959 with an investment of $9,257,- 
000, slumped to 14th place last 
year, when it spent $5,543,000. 

Biggest jumps were made by 
Corn Products, 86th in 1959, when 
it spent $1,459,000, to 19th last 
year, by virtue of a $4,498,000 in- 
vestment; and Brown & William- 
son Tobacco, 57th in ’59, when it 
put $2,063,000 into the medium, to 
20th rank last year on the wings of 
a $4,316,000 investment. + 


Tidy House Shifts 
to Marschalk Unit 


SHENANDOAH, Ia., April 21—Tidy 
House Products Co., a division of 
Pillsbury Co., has moved its ac- 
count, with billings of more than 
$1,500,000, from Guild, Bascom & 
Bonfigli, San Francisco, to Mc- 
Cann-Marschalk, New York. The | 
change is effective June 1. 

It also was indicated that Pills- 
bury may assign some new prod- 
ucts from ifs grocery products di- 
vision at a later date to either 
McCann-Marschalk or McCann- 
Erickson or both, but no decision 
has been reached on this develop- 
ment. 

Earl A. Clasen, vp of Pillsbury’s | 
grocery products unit, told ADVER- | 
TISING AGE that his company had 
contacted McCann-Erickson for 
Tidy House, but McCann was un- 
able to accept the business because 
of a conflict with its Colgate busi- 
ness (presumably Ajax cleanser 
and Spree detergent). 


® McCann-Erickson executives) 
recommended McCann-Marschalk 
for the Tidy House business, and 
the recommendation was accepted. 
Pillsbury has an understanding 
with both McCann-Erickson and 
McCann-Marschalk that they will 
be available to accept any new 
products being developed in Pills- 
bury’s grocery products division. 

“We are favorably considering 
both agencies for some new prod- 
ucts, but no decision has been 
reached as yet and we have made 
no commitments,” Mr. Clasen said. 
The decision will be based on Mc- | 
Cann-Marschalk’s performance| 
with Tidy House, he added. 

Mr. Clasen emphasized that| 
none of Pillsbury’s established | 
products, currently handled by | 
Campbell-Mithun and Leo Burnett | 
Co., will be given to the McCann | 
agencies. “Both Campbell-Mithun | 
and Burnett have done excellent | 
jobs for us,” he said. 
® Pillsbury officials considered 
three or four other agencies for | 
Tidy House, but they declined to} 
name the agencies. Asked why | 
Tidy House did not go to Camp-| 


bell-Mithun or Burnett, Mr. Clasen 


pointed out that both agencies had 
product conflicts—Campbell-Mith- 
un with Gold Seal Co., and Burnett 
with Procter & Gamble. 

Mr. Clasen said he was very im- 
pressed with the “marketing ap- 
proach” of McCann-Marschalk, 
and with Stuart D. Watson, presi- 
dent and general manager of the 
agency, and “his team.” Charles 
Middlestadt has been appointed 
account supervisor for Tidy House. 


s J.C. Rapp, vp and general man- 
(Continued on Page 134) 


| budget for 1961 is about $1,900,- 
/000. Tenneco declined to say what 


|“Quality Twins,” the regular and 


'brand name and emblem after 


Tenneco to Launch 
3-Media Push for 
New Name, Products 


Houston, April 21—Tenneco Oil 
Co. tomorrow will launch a new | 
brand name, Tenneco, and a line 
of new products at 300 of the 800 
service stations in 22 states which 
handle its brands. The company 
hopes to ride the “re-identification 
campaign” as part of its drive to 
sell Tenneco products in 1,000 sta- 
tions by spring of 1962. 

Tenneco is a newly-organized 
oil company and a subsidiary of 
Tennessee Gas Transmission Co., 
one of the nation’s ten largest 
utility corporations. Part of its 
present organization and work 
came from the Bay Petroleum 
Corp., under whose Bay brand the | 


The new kind of margarine that’s ~ IAA Gets Picture of Ad 0 


more than 75% unsaturated vegetable oil 


Contains 


ae 
more poly. 


Viquaid oi! 


than any other spread your food store sells 


AWARD MARGARINE 


"e 


the new kinut of talde sprend 


wee 


evseese= = Against Backdrop of Troubled World 


| 

| Prospering Japanese to 

| Drop Import Restrictions; 
Pro, Con on Africa Told 


NEw YorK, April 19—Troubled 
international conditions occupied 
the center stage this week at the 
13th annual congress of the Inter- 
|national Advertising Assn. 

Some 500 admen gathered for 
the three-day session at the Wal- 
dorf-Astoria, and while they heard 
a great deal about expanding mar- 
kets overseas, they also were lec- 
| tured repeatedly by speakers who 


| addressed themselves to the larger 


gasolines, oils and other products | NEW AWARD—Swift & Co. is pro-| political questions. 


have been sold for about six years. | 
Reach, McClinton & Co., New York, | 
is the agency, and the Tenneco 


portion is going for the re-identi- 
fication campaign. 
Tenneco advertising features the 


premium gasolines, alike except for 
octane number (power), and con- 
taining a new additive which Ten- 
neco says, “combines in one all the | 
features that previously have been 
available only in a number of ad- 
ditives individually.” Lubricants 
also have been reformulated, Ten- 
neco said. 


# The company chose the Tenneco 


extensive study 
and field re- 
search by Lip- 
pincott & Mar- 
gulies Inc., New 
York. 


| TENNECO 


It is being fea-| vertising awards on Monday for) 


tured in a five- 
week program of re-identification 
advertising in 15 states—in 142 | 
newspapers and on 51 radio and 13 | 
television stations—in Colorado, 
Kansas, New Mexico, Nebraska, | 
Wyoming, Alabama, Louisiana, 


Mississippi, Texas, Florida, Geor- | 


South Carolina and Tennessee. 


moting its new Award margarine 

with newspaper ads like this one 

in test markets on the West Coast 

and New England. Spot tv also is 

being used. Leo Burnett Co., Chi- 
cago, is the agency. 


Polaroid, Du Pont 


Win ABP Awards 


for Second Year 


Two Companies Take Two 
of Seven First Places in 
Merchandising Category 


New York, April 21—Associated 
Business Publications will present 
its 19th annual business paper ad- 


campaigns to dealers and distrib- 
utors that appeared in merchandis- 
ing publications. Awards will be 
presented in seven divisions. 
Polaroid Corp., handled by Doyle 
Dane Bernbach Inc., has emulated 
| last year’s success by again getting 
\a first, this time for ads aimed at 


gia, Kentucky, North Carolina,|impressing the trade “with the 


|content, the weight and the quality 


A continuing program of adver-| of Polaroid’s national advertising.” 


tising will follow the re-identifi- 
cation campaign, 


and trade papers. + 


Vindale Names Spinning 

Rolfe C. Spinning Inc., Royal 
Oak, Mich., has been named to 
handle advertising of Vindale mo- 
bile homes, manufactured by Vin- 
dale Corp., Brookville, O. 


Highlights of This Week’s Issue 


| Arthur H. Motley, president of the U. S. | 


Chamber of Commerce and publisher of 
Parade, says no budget could be big 
enough to permit the government alone 
to do the job of policing advertis- 
IRE, | cenescininintnntisipinnmnpsctaneesteamventingeluiiiigl 


William Capitman, president of the Center 


for Research in Marketing, says pre-| 


testing television commercials is most 


effective when it is conducted in a nor- | 


mal viewing situation 


A. T. Zodda, corporate vp of international | 


operations, Olin, proposes that U. S. 
pharmaceutical companies operating 
abroad set aside 1% of their net sales 
for an institutional advertising program 
“to tell the true story of our industry 
to the people of the world” Page 32 


Radio advertisers use timely topics, alliter- 


ation and humor to beguile listeners into | 


buying their products ee fC 


Albert McCleery, veteran tv producer, is- | 


sues a challenge to television stations 
to lead the industry by creating style 
in their programs Kage 38 


United Air Lines maps heavy advertising 
campaign to announce its contemplated 
merger with Capital Airlines ........Page 40 


Television Bureau of Advertising survey 
reports that automobile manufacturers 
spent $58,233,995 in network and nation- 
al spot tv in 1960, a 19% gain over ex- 
penditures in 1959 Page 48 


John W. Craig, vp and general manager 
of the major appliance division of West- 
inghouse Electric Corp., says the appli- 


| E. I. du Pont de Nemours & Co. 


using newspa-|is another second-timer, this time | 
pers, tv, radio, direct mail, outdoor, | with a campaign handled by Bat- | 


\ten, Barton, Durstine & Osborn. 
|Products promoted were Du Pont 
/nylon, Orlon and Dacron. 

The winners and a description of 
the award-winning campaigns fol- 
low: 

Division 1—Advertising to introduce new 


(Continued on Page 142) 


ance industry must 
and hunches with near-science”’ in its 
marketing if it is to close the gap be- 
tween factory and marketing perform- 
ance Page 51 


American Medical Assn. launches a cam- 
paign attacking proposed legislation 
which would establish a compulsory 
health care program for everyone cov- 
ered by Social Security Page 84 


Shell Oil Co. newspaper campaign draws 
both praise and criticism from Shell 
service station dealers 


Electric Co. 


General 


Lewis Research Laboratories launches a 
| 13-week television push in New York to 
| introduce Drain-Aid, Stain-Aid and 

Septi-Kleen ............cccccee ... Page 90 


Black & Decker Mfg. Co. uses a 1,200-line 
b&w insertion in the Wall Street Jour- 
nal and a two-minute commercial par- 
ticipation on the Dave Garroway “To- 
day” show to announce its new Cordless 
electric drill Page 92 


Mark McElroy, Ohio state attorney gen- 
eral, says Ohio residents are being tak- 
en for about $300,000,000 a year by ad- 
vertising frauds 


Newspapers, magazines and books are ex- 
empted from increase in most postage 
rates for international mail ........Page 130 


Max Banzhaf, director of advertising, pro- 
motion and public relations of Arm- 
strong Cork Co., criticizes use of the 


“replace intuition | 


will re-enter the | 
color tv receiver field next fall ....Page 88 


|@ The exploding Cuban situation 
|was on the minds of many. The 
\threat posed by Red China was 
|staked out starkly by Henry R. 
| Lieberman, assistant to the foreign 
jeditor of the New York Times, 
who warned that China is bent on 
the destruction of U.S. power and 
influence. 

e No more encouraging was Igor 
Gordevitch, editor-in-chief of Vi- 
sion, who reported that Mr. Cas- 
tro’s appeal to the Latin American 
masses “is undeniable” and who 
charged that the U.S. government 
has consistently neglected—and is 
still neglecting—the republics 


‘Journal’ Names 
Heck to Art Post 


New York, April 20—Tom Heck, 
formerly a senior art director with 
McCann-Erickson, has been named 
art director, a new title, of Ladies’ 
Home Journal, 
effective May 
15. 

Mr. Heck will 
complement and 
head the Jour- 
nal’s regular art 
staff, which has 
been under the 
direction of 
Stanley Free- 
man, picture 
editor here, and 
William Fink, of 
the magazine’s 
| Philadelphia office, who has been 
| associate editor in charge of the art 
department. 
| Mr. Heck had worked on Mc- 
Cann’s Coca-Cola and Buick ac- 
counts; prior to joining that agen- 
\cy in 1956, he was with Young & 
Rubicam. + 


Tom Heck 


words “creative” and 


“marketing” 
the advertising field 


in 
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perations 


| south of the border. 


e In much the same vein was an 
impassioned talk by Heriberto 
Vidales, a leading Mexican busi- 
|ness man. Mr. Vidales, who among 
|other enterprises operates the 
| largest supermarket chain in Mex- 
| ico City, bitterly accused the U.S. 
| of failing to come to the aid of the 
| Latin American people. He also 
|charged “the two leading weekly 
news magazines” of the U.S. with 
(Continued on Page 42) 


| 


JWT, EWRR Top 


U.S. Agencies in 
Profits in Britain 


LPE’s Dutton Reveals 
Figures for First Time 
in Speech at IAA Meeting 


NEw York, April 19—Profits of 
U.S. agencies operating in Britain 
were revealed today in the closing 
talks at the 13th Annual Congress 


of the International Advertising 
Assn. 


e J. Walter Thompson Co. Ltd. 
headed the list with gross profits 
of $1,080,676 in 1959, compared 
with earnings of $735,266 in 1958. 


e Erwin Wasey, Ruthrauff & Ryan 
had pre-tax profits of $815,421 in 
1959, a sharp gain over the $538,- 
468 cleared in 1958. 


Comparable figures for other 
U.S. agencies were as follows: 
e Young & Rubicam, $690,659 and 
$743,587. 


e McCann-Erickson, $85,744 and 
$175,964. 


e Foote, Cone & Belding, $263,020 
and $262,323. 


e Hobson, Bates & Partners, $58,- 
741 and $123,102. 

e Benton & Bowles, a loss of $64,- 
582 in the year ended April 30, 
1960, against profits of $205,055 in 
the previous fiscal year. 


® These earnings records were 
made public by David Dutton, 
managing director of the London 
Press Exchange, who pointed out 
to ADVERTISING AGE that he was not 
(Continued on Page 108) 


FCC, NAB Agree 
to Study License 


Renewal Form Plan 


WASHINGTON, April 20—A meet- 
ing between top officials of the 
National Assn. of Broadcasters and 
the Federal Communications Com- 
mission has resulted in an effort 
to work jointly toward agreement 
on the controversy over FCC’s pro- 
posed license renewal forms. 

The commission is proposing that 
broadcasters must submit detailed 
information outlining their efforts 
to serve their communities, togeth- 
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jer with full descriptions of their 
| programming. NAB has taken the 
position that FCC’s forms put an 
immense burden on the broadcast- 


5 ers and provide far more detail 


than the commission can possibly 
use. 

The’effort to develop a satisfac- 
tory substitute got under way when 
NAB President LeRoy Collins and 
NAB general counsel Douglas An- 
ello met Tuesday with FCC Chair- 
man Newton Minow. As a result 
of NAB’s offer of cooperation, FCC 
postponed until June 1 the deadline 
for comments on the renewal form. 
Previously the deadline was set 
‘for May 1. # 
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Court Rules 
Castro Owes 


Harris $329,000 


Auction of Planes 
to Satisfy Ad Claim 
Ordered if Pay Is Slow 


M1aMI, April 19—Miami adman 
Erwin Harris today was awarded | 
a final judgment of $329,000 | 
against the revolutionary govern-_| 
ment of Cuba. 

The action in Florida circuit | 
court here climaxed 10 months of | 
maneuvers by Harris & Co. to re- 
cover money it had spent promot- 
ing tourism to Cuba before the 
Castro government canceled the 
campaign. 

The cancelation and Havana’s re- 
fusal to pay for advertising al- 
ready run left the Harris agency 
owing some $250,000 to media. 

Mr. Harris said today that most 
of this debt has already been paid 
by him. He expects to be able to 
clear the entire account within a 
month. 

Judge Francis Christie gave the | 
Cuban government until the first | 
week in May to pay Harris the 
$329,000. If the claim is not settled, | 
Cuban assets tied up by Harris} 
will be put up for auction at a} 
sheriff's sale. These assets include | 
four commercial airliners and a} 
B-26 plane which bombed Cuba | 
this week and was seized when it | 
landed in Miami. 


| 

# Mr. Harris said these assets are 
worth well in excess of his $329,- | 
000 judgment. 
Mr. Harris, who is now doing | 
work for the anti-Castro forces in | 
Miami, was ecstatic about his vic- 
tory. “This means the world to 
us,” he said. 
Asked whether he thought the | 
Cuban government would pay up 
to forestall the auction, he said: 
“It doesn’t make any difference to | 
me.” + 


Moore, CBS-TV in 
Tug-of-War Over 
Sponsor Choice 


New York, April 21—There is a 
tug-of-war going on between Gar- 
ry Moore and his bosses at the 
CBS-TV network over who will 
sponsor the now-open alternate 
half-hour on Moore’s variety show 
next fall. 

CBS wants to replace Plymouth, 
which is pulling out of this $6,- 
000,000 commitment, with Olds- 
mobile. Mr. Moore prefers to sign 
Allstate Insurance Co. and Pepsi- 
Cola Co. as co-sponsors with the 
already set R. J. Reynolds Tobacco 
Co. and S. C. Johnson & Son. 

Mr. Moore said it would destroy 
his integrity as a salesman-per- | 
former if he went off the air in 
June saying how great Plymouth 
was, then come back three months 
later and talk about Oldsmobile. | 

Plymouth asked for a month’s} 
extension in making up its mind on 
a fall renewal. This would have 
delayed the decision until May 15. | 
Mr. Moore opposed this delay since 
good sponsors are snapped up fast 
this time of year, whereupon CBS 
proposed the acceptance of Olds 
as a replacement. 


® The Oldsmobile order is for an 
alternate hour. Allstate and Pepsi- 
Cola want to share an alternate 
hour. 

Mr. Moore’s office reported to- 
day. that CBS was still trying to 
convince him it was all right for 
him to prefer Plymouths in June 
and Oldsmobiles in September, but 
the comedian, who has won many 
battles with the network, was hold- 
ing firm. = 


Carter 


Conceison Schweithelm 


ANA CHIT CHAT—Chatting at the spring meeting of the ANA in Wash- 
ington were William Carter and James Conceison, William Carter 
Co.; and Kermit Schweithelm, Chase Manhattan Bank. 


‘Smart New’ Advertiser Wants Agency 
to Try New Ways, Hobbs Advises ANA 


WasHINGTON, April 19—Adver-|in new directions. The client will 
tisers attending creative sessions of |buy new vehicles, try new ap- 
the spring meeting of the Assn. of |approaches, asking for more style 
National Advertisers were encour- | and polish, search for new ways to 
aged to break traditional patterns. | lead the pack, he said. 

Whit Hobbs, vp of Batten, Bar- Because of the new client, Mr. 
ton, Durstine & Osborn, argued | Hobbs said, “the art of advertising 
that creative men today are ad- has become the liveliest of the live- 
vertising men, accustomed to being | ly arts. 
given research, marketing and “There’s more ingenuity in a few 
manufacturing information. He/|well-turned tv commercials—more 
said smart clients want their agen-| flair and style and pace and in- 
cies to surprise them, to lead them | ventiveness—than in a whole eve- 
| ning of tv programming,” he said. 
“The new Chun King commercials 
/are more professional and more 
|polished and more entertaining 


‘Confidence in U.S.’ 
| than most of what’s on Broadway. 


Drive Told to A | The Maxwell House coffee pot 
WasuincTon, April 19—The Ad- | commercial has more musical ex- 

vertising Council’s new campaign | citement than you can find in most 

to build confidence in America was | of the big musicals.” 

unveiled at the Assn. of National The advice offered the ANA 

Advertisers spring meeting. |was, “Invite your creative man 
T. S. Repplier, president of the | (Continued on Page 15) 

council, said the campaign will not 

be suspended if the curve of busi- | . . 

ness rises. In the case of a similar | Sunkist Retains 

1958 drive, Mr. Repplier said, “We | . 

made a mistake. We stopped the Meteorologist to 


campaign as soon as the recession | . . s 
saucered out. We don’t propose to | Aid in Ad Planning 
make that mistake again.” Los ANGELEs, April 18—On the 


The campaign (AA, March 6, 13, | theory that a freeze in the weather 
20, Feb. 27) stresses the contribu-| means a squeeze in lemon sales— 


tions made to the economy by in-| and vice versa—Sunkist Growers 


‘Sell Proposition’ Precedes, Not 
Precludes, Creativity, Bernbach Says 


Agency Head Tells 
4A‘s He's ‘Appalled’ 
It’s Deemed Ultimate 


Wuite SuLPHuR SpRINGS, April 
21—The creative sessions of the 
American Assn. of Advertising 
Agencies’ annual meeting here 
| heard an advertising agency presi- 
| dent who believes in intuition; a 
|woman who is a vp in an agency 
| which believes fashion is made in 
| advertising; a researcher who be- 
|lieves ads can be improved with 
research data; a researcher who 
thinks neurotics aren’t necessary 
in advertising; and a psychiatrist 
who thinks advertising men feel 
guilty because they enjoy their 
work. 


= William Bernbach, president of 
Doyle Dane Bernbach, New York, 
in a speech prepared for delivery 
tomorrow took a couple of anony- 


Canfield Beverage 
Account Switches to 


Daniels from Aves 


Cuicaco, April 19—A. J. Canfield 
Co., marketer of 50/50 grapefruit- 
lime drink, ginger ale, root beer 
and other soft drink products, has 
moved its advertising account from 
Aves, Shaw & Ring to Zed R. Dan- 
iels Inc., effective June 1. 

Aves, Shaw & Ring, which had 
handled the account for nearly 20 
years, declined any comment on 
the move. 

The Daniels agency won the ac- 
count in competition with seven 
other agencies. The winning pres- 
entation was made by Ernest Al- 
len, vp and creative director; Ray 
Peterson, vp and marketing direc- 


was director of marketing of Crush 
International before opening his 
own shop last year. 


@ The Canfield company is one of 
the largest independent bottlers in 
the U.S. Canfield products are big 
sellers in the Chicago area and the 
company confines its marketing 


tor, and Mr. Daniels, who formerly | 


area to the state of Illinois. + 


mous swipes at “scientific” agen- 
cies and “selling proposition” shops 
in a speech extolling creativeness 
and selling good taste, good art and 
good writing as good advertising. 

He said he was “appalled” that 
some agencies figure their job is 
finished once they come up with 
“the selling proposition.” 


s “It’s exactly at this point that 
we need creativity,” he said. “It’s 
exactly at this point that we need, 
not word and picture mechanics, 
but imaginative, original crafts- 
men who can take that selling 
proposition and, with the magic of 
their artistry, get people to see it, 
get people to remember it.” 

He warned against “falling prey 
to medicine-man claims that ad- 
vertising is a science and all you 
need is the proper equation and 
you are assured of success.” 

According to Mr. Bernbach, 
“There are a lot of great techni- 
cians in advertising. And unfor- 
tunately they talk the best game. 
They know all the rules. They can 
tell you that people in an ad will 
get you greater readership. They 
can tell you that a sentence should 
be this long or that short... They 
are the scientists of advertising. 


a “But there’s one little rub. Ad- 
vertising is fundamentally per- 
suasion, and persuasion happens 
to be not a science but an art. 
And therefore not one of these ad- 
vertising scientists can tell you 
how to create an idea. 

“It is our belief,” said Mr. Bern- 
bach, “that there is nothing more 
practical to an advertiser than an 
institution so refined by practice 
that it can provoke a reader to at- 
tention with fresh, imaginative in- 
sight or, if you will, ideas. 

“It is our belief that every other 
activity in our business—media, 
marketing, merchandising, research 
—is a prelude, however important, 
to the final performance, which is 
the ad; that the measure of that 
performance is its persuasion; and 
that persuasion is not a science 
easily learned, like an equation, but 
an art that can reach inspired 
heights only by a deeply personal 


(Continued on Page 136) 


dustry research. + | 


10,000,000 Sanka 
Packs Bound in ‘TV 
Guide’ ‘Family Circle’ 


New York, April 20—The new- 


| 
| 


| est wrinkle in mass sampling starts 


this week, as General Foods, Fam- 
ily Circle and TV Guide join forces 
to offer some 10,000,000 pouches 
of New Instant Sanka, bound into 
copies of the two magazines. 

The pouches—each is enough for 
four cups—are part of a four-page 


insert in 45 local editions of TV | 


Guide for April 29 and in the re- 
maining 14 local editions May 6. 
In Family Circle the sample is part 
of a two-page insert in the May 
issue. 

The sampling is limited to food 
store sales and newsstand distri- 
bution. Each insert also contains 
a 10¢-off coupon. TV Guide’s 3,- 
009,000 mail subscribers will re- 
ceive the insert ad and 10¢ coupon 
but no sample. All Family Circle 
distribution is in food stores. 

The sampling method was tested 
in San Diego and Indianapolis. It 
is the high point of the $2,000,000 
ten week introductory campaign 
launched last month (AA, March | 
13) for Instant Sanka. | 

Young & Rubicam is the agency. 


has come up with a new twist in 
lemon market research—a com- 


Spend More on Ads to Boost Tourism 


pany weather man. 

The fruit cooperative announced 
| this week that it has hired meteor- 
| ologist Irving P. Krick to work up 
| weekly weather forecasts covering 
|Sunkist’s southern, midwestern and 
eastern markets. The forecasts, | 

Sunkist explained, will be used by | 

its salesmen and merchandisers “to| NEw York, April 18—Is Europe 
keep customers informed of im-| spending enough to attract Ameri- 
pending changes” in the weather. | can tourists? 

“This is important, because it} The answer would seem to be no, 
‘takes six days for a refrigerated | based on reports delivered here last 
car of lemons to travel from Cali- | week at the 10th anniversary meet- 
fornia-Arizona to New York,” Sun-|ing of the European Travel Con- 
kist said, “and unless the market is | ference. 
aware of possible weather changes,| Sponsored by the 21-nation Eu- 
abrupt shortages in supplies might| ropean Travel Commission, the 


to Europe, Travel 


Alleviating Short Term 
Foreign Exchange Woes 
Isn‘t Enough: Lickorish 


occur.” 


Sunkist believes also that the) 
|Krick forecasts—which are made} 
from weather stations in Switzer- 
in plan-| 
_ning promotions for, peak temper- 


land—will aid retailers 


ature periods. 


= What’s more, 
plans “an 
concentration” in its southern sales 
division geared to the weather 
forecasts. “If successful, this type 
of effort will be adapted to other 


Sunkist said it 


| areas of the country,” Sunkist con- 


cluded. 


Leo Burnett Co. is the agency on 
the lemon account. + 


|conference brought together all 


Conference Urged 


British Travel & Holidays Assn., 
criticized governments for regard- 


(Continued on Page 22) 


ae 


intensive advertising | 


segments of the European tourist Ae \ 

business for a discussion of com- \ 

mon problems. Why this is America’s best-loved erystal ... 
Aside from the call for more |= 22°25 = 55-5= == 

promotion, the demand most fre- |; 

|quently voiced at the conference 

—particularly by travel agents— 

was one for lower transportation 

fares. It was pointed out several 

times that there is nothing like a 

fare reduction to persuade people 

to go to Europe. 


will promote its American hand- 


6 In whet wes probably the most | olded glassware with the patri- 
illuminating report prepared for | flair in the May American 


the conference, 
|deputy director-general of 


L. J. Lickorish, Home. Fuller & Smith & Ross is 
the | the agency. 


5 Be Mie; cae i a. eae eS.” @ - - ee é aes % i: Stal ae et aaet SE re es TS" ote aa 1 > eas Y -e Re ss eee a Pe oo ee IS ae: See RE e SU Se toRENe oh tes veo iS, acer oe i, Rae] A Ott ek aay Sees rae i: mye! A aN | jo pe ies mers meee Ses pee Be ee eden, ae ee Bib ee 5 ies bases t q Sani 2s Te ae al a 
Ri y, st ae : : ; ‘ . a : 
eee oot > ——$<—<$<$—$—_———_—_ = : 
pa eo oe ee ee 2 
se ae te 
= x, HELE pie 2 
Made ie eras 
=i eee oer a 
ee 3 Ave 
a = a 
a : 
Ua oe Sans 5 mig : Bs 
SSO mie a eee Gres part 
Bee ot th : ~ Pets ogee 
Find ht hed OM j pera 
ae ere es es ; peas 
Eee ar aie Wiis hog Pox] IL) atte y 
ey ee i. . . a ~ 
Be ed <a b. ‘ % -. <P 
| NI 
| : ~~ | 
; | 
| a =a | : | 
; < 
: ¥ =J 
' mw | 
a 
Be ss a 
pad 4g | 5 as 
ee ? ~~ al oF 
ee : i] si 
oes > 5 . Roy: 
oe | & . or pa ke |) ce =e 
papers oo) : get Fase ee Vahe. 
a Seer | Pies re e A i xi \ eee : ae 
Se eee Soap oo 36 2a R. - 
ee ee gorges 4 Sep hae 4 . 
¥ ce : eee \ ‘ Beet 
eee ee ie ay ’ ¢ Migs « Sz 
err ee sty ae i = ea ge : 4 = 
ner ? —— sere Sal eee — ene 
ee ip Pes we ges Ne _ a ro cin 
a Se ; _— i. ek rakes rhe 2 ; 

1 ea a sagt: Hi ee : ie oon e ena ae? 
Seer : Be Me ee pT ON em eer tule Nea ens 
an 4 ‘s ON ee seme a. re ogc Oe 
ae ; k be : x = Ete 

a fe : te 
Be, oe 
we ees 
eee eee 
Bent <gehee 
: ces 
5 ee Dae 
nays Poe 
’ a ‘ 
l 4, PO 
a aie ai 
ee 
- sieeee 
iy cea ie 
Be age 
hele ; 
nis 
re So fee 
a iat tma eked 
Ses on 
} ee Bake 
te , Benen 
7” eae ae 
eee i ails 
Ege ae 
Pe af 
* . 
i ga 
al eM 
ey. ee 
Pee - 
isis Hh 
sae VE 
: ¢ 
& ee 
it ta 
ok é& 
phe 5 
Pees ee ee . 3 
; 2 
| | ee ; 
7 
ee 
: FS 0 mee 
pa - ch Le ening? ae 
roco. aa e® b +. ES ¢ 
ie * aa ee ‘ ct " iy, 7 ‘6 
ire + al we OO ———e 
: + a2 dts o3 he 2 
ae we = ea! , SOQAee 
Co + a. ~ ee de eee 
phate spe tie ae ere ssh 
eae ee. . weer on 
: Bes. “ts oa ee OF ae ae 
va wes a 4° i 
. 45 ney “ - -_ a - _ 
Pages ; °t é po ae eee ep eo phy 
Ed oe . 2) & — he ge 
wae aie sal Fe re = As ye et 
Rte . ° so $3 ‘3 ; AZ 
TS i es ae ’ ate izes 
Pe ot ISDN: _—.- ae 
aoe ¢ pee ee . dee Bes: 
| ee - 4 ee ‘ees ie ey, 
? = we i . - 
‘ey ” ae 
+h mre ee an bat pte ‘s 
be 2 Re ot ey 7 
3 z e 
; 
l 
. 
| | Po 
oie 2 aa on 


4 


Elgin Watch Asks 
for Presentations by 
JWT, 9 Other Shops 


Eten, ILL., April 20—Elgin Na- 
tional Watch Co. has invited its 
present agency, J. Walter Thomp- 
son Co., and nine other “pre-select- 
ed” agencies to make presentations 
to the company in a reappraisal of 
Elgin’s advertising program. 

The examination of advertising 
policies comes on the heels of some 
top management changes at Elgin 
in the last six months which saw 
Robert Fickes take over as presi- 
dent. Henry Margolis, Elgin board 
chairman, moved into his post 
about three years ago following a 
successful proxy fight against the 
old Elgin management. All aspects 
of management are being reviewed, 
the company said. 

William E. Koch, vp of market- 


ing, told ADVERTISING AGE that no| 
agencies other than the ten chosen | 


by Elgin will be considered for the 
account, which bills about $1,000,- 
000. He made it clear that the “ex- 
amination of a revised advertising 
approach by Elgin’s corporate and 
operating management does not 
presuppose a termination of rela- 
tionship with J. Walter Thompson 
Co.” 


@ The select ten agencies will be- 
gin making presentations in May, 
Mr. Koch said, and he added that 
the agencies have been requested 
not to make speculative presenta- 
tions, which would include visuals 
and layouts. A decision on an agen- 
cy will be made about June 15, he 
said. He declined to name any of 
the other agencies. 

Elgin executives who will inter- 
view the agencies include, in addi- 
tion to Mr. Koch, S. M. Phillips, 
national sales manager; D. P. 
Burch, merchandise manager; and 
Gordon Howard, advertising man- 
ager. 

Not affected by the reappraisal 


are Elgin’s two other agencies— 
Kenyon & Eckhardt Ltd., Toronto, 
which has Canadian advertising, 
and Robertson, Buckley & Gotsch, 
Chicago, which handles Elgin’s 
trade materials-industrial sales di- | 
vision. 

Elgin’s ad expenditures last year | 
amounted to $600,000 in television | 
and about $400,000 in print media, | 
Mr. Koch said. 

JWT has been Elgin’s agency for 
the past five years, getting the ac- | 


April 16, ’56). Y&R had got the | 
account from JWT just five years | 
prior to then (AA, Feb. 26, ’51). # | 


Harrington Adds WRGB 


Harrington, Righter & Parsons, 
New York, has been picked by 
WRGB, Schenectady, N.Y., to suc- 
ceed NBC Spot Sales, which must 
discontinue spot representation of 
tv affiliates. Harrington will take 
over representation about July 1 
for WRGB, the fourth station to 
leave the NBC camp. 


Planning a promotion in the Pacific Northwest? 


Washington State’s Puget 
Sound Circle is a vital, grow- 
ing, concentrated market. In 
selling this market, your dis- 
tribution, sales, and merchan- 
dising forces cover both Seattle 
and Tacoma. Your advertis- 
ing must do the same. That 
means Tacoma is an essential 
buy on every Pacific North- 
west newspaper schedule! 


| 


Tacoma must be covered if you want full selling 
™ effectiveness in the Puget Sound Circle—biggest 
market north of San Francisco. 


Tacoma can be covered eo by the Tacoma News 


Tribune—delivering 82. 


* coverage of the metro 


area. No outside daily (or ctaiinating’ can provide you 
with merchandisable coverage in the Tacoma market. 


*Newspoper Rates and Data 


TACOMA NEWS TRIBUNE -—An “A” schedule must. 
Circulation now more than 86,000. 
Ask the man from Sawyer-Ferguson-Walker Company. 


|and has even used live tigers on tv : 
‘on ercials (AA, April 25, ’60) be spent in newspapers and maga- 


TV TEASER—Teaser tv ad for Oklahoma Oil, preceding changeover to 

the Enco brand name, will feature speeded up action (a la oldtime 

movies) to show the activity going on to prepare for the name 
change. 


s 639 spots in Chicago and 498 spots 
Tiger Sacked as in Indianapolis. There are 301 five- 


- |'minute newscasts scheduled f 
Humble s Enco Brand WIND Radio in Chicago, and 4,500 
Replaces Oklahoma 


radio announcements are scheduled 
for radio outside Chicago and In- 

(Picture on Page 1) 
Cuicaco, April 20—Humble Oil 


dianapolis. 
has sacked the Oklahoma tiger. | Humble, the chief operating arm 
Beginning May 12, Oklahoma, a | of Standard Oil Co. (New Jersey), 
brand which has made strong gains |is in the process of changing its 
in midwestern markets since 1954, | Subsidiary companies over to the 
will be replaced by Enco, the new | Enco brand name. This has already 
gasoline brand name for Humble | been accomplished by Carter in the 


|Oil & Refining Co., the parent | Northwest, Pate in Wisconsin and 


company. An estimated $1,500,000 | Humble in Ohio. # 
has been budgeted for advertising 


‘the changeover during the next| Zenith Plans $1,500,000 
|nine months. 


Oklahoma advertising (princi- Spring Ad Campaign 


Zenith Radio Corp., Chicago, is 

lly on telecasts of Chicago Cubs ; : MS bea a 
ogee Sox games) ine used nadia ha ens eee aoe in print 
“ » |media for its radios and tv sets. 
the line: “Put a tiger in your tank, The company said $1,500,000 will 
; , ‘ “|zines. Over $1,000,000 will be 
Ky prethncom g~ yge gi te placed locally, and national inser- 
“Happy Motoring Day”) begins tions will run in 225 newspapers. 


~ Magazines on the schedule dur- 
this weak, 10 be followed by 2 fling April, May and June Include 


- : Esquire, Holiday, House Beautiful, 
| nap oyna Aaeae is han- House & Garden, Newsweek, The 
. New Yorker, Sports Illustrated and 
® During the first 14-week period, | Time. Zenith is introducing new 
a total of 62 pages of newspaper | Portable and console model tv re- 
advertising is scheduled for Chi-|°eivers during the campaign. Foote, 
cago (some in color), and 31 pages | Cone & Belding, Chicago, is the 
in Indianapolis, the two principal ogency. 
urban markets for Oklahoma. In 
15 additional markets in Illinois, Elcona Names Peitscher 
Indiana and Iowa, newspaper ads | Elecona Homes Corp., Elkhart, 
will total 60 pages, plus 120 1,200-| Ind., has named Peitscher, Janda/ 


line ads. | Associates, Chicago, its advertising 
In television, Oklahoma will run | and merchandising counsel. 


WHAT CAN 3,200,000 
NEW MOTHERS DO 
FOR YOU IN 1961? 


They can boost your sales to a new 
all-time high. 


In 1961, GIFT PAX can sample your 
product to 3,200,000 new mothers. It 
will place your samples into the hands 
of these new mothers right at the 
pave wer — when the impact sa 


if B, 


CONTROLLED PRODUCT SAMPLING 
to NEW MOTHERS IN HOSPITALS 


low cost test can be arranged for 
y area you wish. Phone TVanhoe 
5-0660, or write to 


f Gittfax: Ine. 


a 25 Hempstead Gardens Drive - 
he West Hempstead, L. I, N. Y. 
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found that, 
in the newsweekly field, 


ITS CUSTOMERS 
AND PROSPECTS 
MOST EFFICIENTLY! 


Crane Co., in cooperation with Newsweek, recently 
conducted its own marketing and readership study. 


Crane selected its own sample of customers and pros- 


pects. The results, shown at right, prove once again 


— that, among the newsweeklies, Newsweek is the most 


efficient at reaching the people who buy! 


CRANE CO. 


NEWSWEEK REACHES 


CRANE CO., 1,063 CUSTOMERS AND PROSPECTS 


*based on current 
black-and-white page rates 


% COVERAGE 


COST PER 
MENTION* 


39.1 


U. S. NEWS & 
WORLD REPORT 


21.0 


TIME 


42.9 


Newsweek ... by industry's own measurements ... the most efficient newsweekly 


toe eri sos. emia Be eo ee, Ramer pe Ra ok Re: Oe ge ET 
sR i. pie oO — ; re os ee re Re cratic ia er 5 eines penne US nem 
ea ee e . 5 ‘ ‘ . t < f ee 
he Liga ' ; a 
Boe ey) ee 
eee a 
gh | ES 
ee, ; 
ase A 
oe Se 
Sore me 
ei 7 
Fis 4 
ia : ; 
ec eae . 4 Ra mee ye he 
ae & — as i 
ae . — 
ey ee 
& ae : 
$ a 
= - & 
Paes 7 
Be agg he 
| ae me 
ae — 
Ba Pare | ee . Re 
ees we Sal 
ere a nai ee 
race, we sete PHN coe 
en ae Reerrat sy Loe. 
ios y) Deere eae need 
Seana pre. ge ae =e 
ai = aR vi = oy 
a at ee ge eur 
Cae a Soest 
ee - 2 Se sul 
cS SS 
gre Bi, ee a, ; 
Eas ecm ies tie 
: Sas ee x 
me ae ae : 
Ss Ss aie f © 
ae : —- a Pine 
pe : — q 
‘ : eo oe BES 
_ aS aig 
: > oa he es 
Be eye re. ey ea ee ee ay 
Sos ae re Sgt ae ee ee Sis 
ie se ee sen re 
ra : Be keoee bec os et : 
al © rae i bey 
i at Soo ace ee 
r a Rig ia a els 
ae = a 
: : r 
, SS a 
' 4 Bs a 
‘ “ eel te, ‘ 
; aes : 
: : i: : 
» : : | a ‘ is 
. ' : 
l ° 2 a : 
: , ee ee ~ gu 
. - oF ps 
— e io 
: | = ee eS: 
Py: ea : 
cs c ht 
t Pap cdg : a ey 
uct : -— © ‘'e 
. cee 3 , ges ics 
1 ; es a 
e pee ee hl ; oe Pe 
ine 4 33 cae 
oe weal a ht 
iar a oa 
e eek ae pas aes @ 
l ena jon WG Sepang 8 aaa ake i 
° hee ee : Ey 
i a be tg - 
e oe ie a % 
to dl fs & x Ss 
3 Gea 
aa 
r sg 
e, meee ~£ eum eae 
le ; 3 Bf ccre oe OOS hai a a : 
os ef oe oe he 5 Area o 
pose «pe ae akc i OE Rese et, Soe ‘ ~ 
‘ 3 oa Saige ae Ae 3 ie Bama oe. Serer S , Sees ee 
he ‘ Rg a Rl rr ge Tipe > Seen " 
locale aes PERCE SERS Mapa e IM Pe SRA kes, ie See 1S z 
eee mein Ee Bi os ha a eee a ioe a 
sae Y ee yeaa ay Oe - Seance eee Bee : 
* ieee ee) 1 ee i, : eee Bis & eT ig 
o ia oo ttl ee ee ee — : 
aay on” ae : eed Be, Maa ea , i hk’, fe car 5 : 
eat? Me ee ee ee _ haba Bx <q a oe ae / . Bn, oe oe. : 
‘ eal tae AV. Tee ae 9 . % B Seas eo. ie 4s OE a Fe soe, sage ed ‘dl 
ee Poe pee _ |. eS yj «= Ke ’ 
Shek ee bigs) — fae oe % & oie Bee bce ee ot Soe ame P : 
! pat thee we oL ae be oes Z 4 e > . 
i Z 08 ha ; Se ae a - “ € ag a “ , . 
¥ i ee Et. 2 we Pie a 
‘ il ~ ner ie 4 7 “ = Me ae ¥ 
: : ; ; sae é : ‘epi > j 
‘ = Sages teh 5 
; ss aes eee ° f 
: aa - Gere ee ae pe Puta e 
; : i ieee De MM ey 0, use e : 
‘ mS 4 ge Pon x Bee me ae a 3 
Bors * : ES ee om ‘ igs 
: “a Zz Scie 1 Se ny : 
: : ‘ rs 3 are: : re 
ens 
Sart os 
7 A: 
. ee 
ek 
vera 
ee 
|, a 
NEWSWEEK =| mmm | 518.79 


6 


Nets Forge Ahead 


with Longer Break 


Time Plans Despite Advertiser Gripes 


By Maurine Christopher 


New York, April 20—Adver- 
tisers and agencies seemed today 
to be in a poor bargaining position 
in their assault on the tv networks’ 
plans to give in to affiliates’ de- 
mands for longer prime time sta- 
tion breaks. 

There was not the slightest sign 
that the networks will yield to 
buyer pressure on this _ issue. 
American Broadcasting Co. sold 
most of its fall business—except- 
ing two early bird Procter & Gam- 
ble buys—with the understanding 
that station break periods would 
be increased from 30 to 40 sec- 
onds. Sponsors were told the extra 
time would not be used for triple 
spotting. 


s ABC’s aggressiveness, as in the 


case of daytime sales patterns and 
nighttime spot carriers, has forced 
the competition’s hand. Columbia 


trouble with recalcitrant affiliates 
this spring over a new daytime 
minute sales setup, may go a step 
further to satisfy stations’ pent-up 
craving for more choice spot time. 
CBS was expected to offer 42- 
second breaks, and in the case of 
some hour participating shows, 
70-second breaks. CBS said it 
would make these changes only if 
necessary to meet the competition, 
but nobody expects the move 
would not be necessary. 


s National Broadcasting Co. hasn’t 
| warned clients yet, but ADVERTIs- 
ING AGE was told the network 
would meet the competition. 

The rising crescendo of public 


Broadcasting System, which had | 


protests from agencies and the 
Assn. of National Advertisers 
broadcast advertising committee 
would have carried more weight if 
made before the networks signed a 
strong lineup of nighttime sponsors 
for the 1961-’62 season. 

This has been a brisk spring 
selling season. The pace was not 
slowed by ABC’s decision to 
lengthen between-show commer- 
cial periods. There were the usual 
fights over time periods and shows, 
with the network not always 
agreeing with the sponsor’s choice | 
and co-sponsors disagreeing with 
each other. However, there has 
been no reported example of an 
advertiser or agency’s boycotting 
ABC or any other network in pro- 
test of this policy change. 


. 
» 


i Dees America’s 
"+." compact shoppers 
"I 


Advertising Age, April 24, 1961 


r 


COMPACT APPEAL—Mary Beick Myers’ appealing little girl is the focal 

point of this new painted bulletin for Ford’s Falcon in Los Angeles 

and San Diego. To keep the pallet knife technique employed by Miss 

Myers in the original, the artists applied their paint with long-han- 
dled rubber dish scrapers. 


s In February, when ABC, which|Gamble camp, such as Compton 


still has a rough clearance strug- | Advertising and Benton & Bowles, 


gle in some station-scarce markets, |considered this a theft of time 
decided to give into affiliate pres- | from the network advertiser and 
sure for more time for spot sale, | feared it would further encourage 
AA reported that some agencies, | triple spotting. But the fall sched- 
notably those in the Procter &|ule carries a number of shows 


Two kinds of husbands . . . one kind of television! 


Husbands come in all shapes and sizes. So does KPRC television. Leave 
it to the program-wise wife to select the right KPRC television for her 
husband. One glance at the bias-cut says KPRC-TV will sell when he 
watches, never bind when he turns away. Always comfortable. Assorted 
sizes, in programs, spot announcements, participations. 


Edward Petry & Co., National Representatives 


gots © OC CSOCC CEG, 
. . 
-* See, 


Haiti li [Hi Nes 


KPRC-TV 


HOUSTON _— 


television for big and little 


MAXIMUM SERVICE 
TELECASTER 


*eeeesese® 


iit 
A fla ia 


Mi if // i f/ 


a 

COURTESY OF 
P. H. Hanes 
Knitting Co. 


|placed by these agencies. 

| McCann-Erickson urged ABC 
|not to lengthen breaks a long time 
| before the policy was announced, 
| but when the agency moved a big 
|chunk of Liggett & Myers billings 
)at renewal time, the reason cited 
|was time changes on the L&M 
| shows. There was no fight over 
| station break lengths. 

Recent airing of this widespread 
difference of opinion between 
buyer and seller started with 
Young & Rubicam’s highly pub- 
licized telegram of. last week. 
While Y&R was blasting ABC for 
this “step toward a chaos of over- 
commercialization” and asking 
CBS and NBC not to go along, the 
agency quietly placed the Kaiser 
Industries 1961-62 budget—on 
ABC. 

Kaiser bought part of ‘“Maver- 
ick” and a new program called 
“Follow the Sun.” Y&R reportedly 
is ABC’s second best agency cus- 


What Longer Evening 
Breaks Mean to a Station 
Now Proposed 
30 seconds 40 seconds 
$400—20 second $400—20 second 
$200—10 second  $400—20 second 
or 


$600—30 second 


Note: This is computed on the basis of 
the average one-time rate for the top 10 to 
20 markets. Now most stations run a 20 and 
a 10 at breaktime, though there has been 
talk of the use of a 30, with the usual price 
quoted as a combination of the 20 and 10. 
The longer break can accommodate two 20s 
or a 10 and a 30, if this length comes into 
vogue, or conceivably a 40-second an- 
nouncement. 


tomer, ranking next to Ted Bates 
& Co. Bates was among the agen- 
cies which pointed out that this 
change had an affirmative as well 
as a negative side—it will mean 
more spot time availabilities in 
the choicest periods. 


es At the ANA convention in 
Washington this week, a number 
of top admen were surprised by 
the networks’ action. Outrage fol- 
lowed surprise once they were ac- 
quainted with the new procedures. 
There were suggestions that net- 
work advertiser sponsors should 
ask for rebates for the lost seconds, 
but no advertiser went so far as to 
threaten not to do business with 
ABC or the other networks. 
Mainly these advertisers asked 
why the networks had decided to 
snip away further at tv’s raison 
d’etre—the programming. The an- 
swer to that question was that 
both stations and advertisers want 
| more spot time. Faced with rising 
ee costs and network en- 
croachment on national spot time 
|}and selling techniques, the sta- 
fan have long demanded more 
| 


prime spot time. 

The table above illustrates what 
|this means in terms of revenue. 
|And, of course, there frequently 
| are not enough choice time spots on 
jleading stations for all the adver- 
|tisers who would like to crowd in. 
| There is a lively demand for night- 
|time minutes. + 


PR 
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“I remember when we first 
moved here, we were worried 
about there not being anyone 
for the kids to play with. Now, 
sometimes I feel as though I’m 
running a day camp.” 


New York is city-sized devel- 
opments springing up over- 
night where potato fields used 
to be; shingled communities 
being carved into woodland 
hills; tidy Cape Cods filling 
the empty village lots. And 
growing with the suburbs in 
the suburbs —at a faster rate 
than the suburbs themselves 
—is The New York Times. In 
town, out of town, it serves 
New Yorkers with the most 
news, sells them with the most 
advertising. New York is The 
New York Times. 
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Stanley Frankel | 
to Leave ‘McCall's’ 


| 

New York, April 19—Stanley | 
Frankel, who joined McCall’s late 
in 1958 as assistant to*the pub- 
lisher, has announced that he will 
exit “before June 1” to a company | 
“not in the publishing field.” 

Mr. Frankel’s intention was) 
made known after the magazine 
named Thomas F. Buck, formerly 
advertising director, to be assistant 
to publisher A. Edward Miller; 
and Alden James, formerly senior 
vp and sales director of Outdoor 
Advertising Inc., to succeed Mr. 
Buck (AA, April 17). 

One source indicated that, before 
too long, Frank E. Beane, vp of | 
finance and a board member, 
“probably will become president,” | 
succeeding Gov. Arthur B. Lang- 
lie, “who would then become 
chairman of the board.” 


|of Hunt Foods & Industries Inc., | 


and a McCall’s board member, be- 
coming more important in the 
magazine’s over-all picture. 

Mr. Buck’s new duties, officially 


|described by McCall’s as head of 


“special presentations,” apparently 


'will get him into sales situations 


where he will not be hampered by 


|administrative details. + 


Richardson Joins Fairchild 


Lawrence B. Richardson Jr. has | 


joined the Fairchild aircraft and 
missiles division of Fairchild En- 
gine & Airplane Corp., Hagerstown, 
Md. Mr. Richardson was formerly 
advanced projects engineer of 
Chance Vought Aeronautics. 


Sturm to ‘Western Industry’ 


Robert A. Sturm, formerly mid- 


| western manager of American 


Metal Market, has been appointed 
midwestern manager of Western 


| Industry, San Francisco. Mr. 


s He did not rule out the possi- 
bility of Norton Simon, president 


Sturm will have an office at 247 
Beach Rd., Glencoe, III. 


Motley Urges Ad 
Field Self Policing 


Outdoor Winners Are 
Honored by Chicago 
Art Directors Club 


CuicaGo, April 19—“No budget | 
could be big enough to permit the | 
government alone to do the job of 
policing advertising,” Arthur H. 
Motley, president of the US. 
Chamber of Commerce and pub- 
lisher of Parade, told admen yes- 
terday at the 29th annual national 
outdoor awards banquet, sponsored 
by the Art Directors Club of Chi- 
cago. 

“High standards of honesty and | 
good taste in advertising can only | 
be achieved by individuals assum- | 
ing responsibility for honesty and 
good taste,” he said. 

Mr. Motley said that if all mem- | 
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get that new CAR now 


Advertising Age, April 24, 1961 
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BOOST—This is the outdoor poster 


which General Outdoor Advertis- 


ing is donating to the auto industry in an effort to boost sales (AA, 
April 17). Some 1,200 24-sheet posters like this will go up in No. 50 
showings in 35 markets where GOA operates. 


bers would adhere to ad codes 
established by trade associations, 
the need for government control 
would be almost entirely elim- 


inated. 


He told his audience that as 
'members of the advertising profes- 
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Baton Rouge La. 
is the 4th market 
in the Gulf South!* 
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No gambling when you buy WBRZ in Baton Rouge... Baton 
Rouge as a market ranks just below Ft. Worth - Dallas, Houston 
and New Orleans. It’s the 4th largest market in the Gulf South-an 
area made up of the states of Louisiana, Texas and Mississippi. 
The Baton Rouge market, with a population of 1,561,000 and 
retail sales of $1,285,000,000.00, is served completely by 
television station WBRZ. Baton Rouge is truly too BIG a market 
to be overlooked on any list. Call your Hollingbery man. 
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sion they should be “well aware 
that this present administration is 
surrounded by advisers who have 
publicly expressed their contempt 
for Madison Ave. Do not be misled 
by the seeming paradox of the 
President himself appearing on a 
commercially sponsored tv show,” 
he warned. 


® Mr. Motley urged all admen to 
keep themselves well informed on 
public issues and to let legislators 
know how proposed measures 
would affect their business. “For 
American business men the biggest 
challenge in the ’60s is political,” 
he said. 

Recipients of top awards for 
“Best in Show” in outdoor adver- 
tising were Volkswagen of Ameri- 
ca, Englewood Cliffs, N. J., winner 
of the first grand award; Genesee 
Brewing Co., Rochester, second; 
and Swift & Co., Chicago, third. 


OAI TO SPONSOR ‘NEW 
IDEAS’ COMPETITION 

NEw York, April 18—Outdoor 
Advertising Inc. will sponsor an 
annual nationwide “new ideas 
competition” in the public service 
field for a project to be chosen 
each year by the Advertising 
Council, Felix W. Coste, OAI pres- 
ident, announced today at the an- 
nual national outdoor awards ban- 
quet. 

The first awards will be made 
in 1962, he said. “The prizes to be 
offered will be more than a suf- 
ficient incentive to stimulate the 
top creative talent in the country. 
The winning design will, of course, 
enjoy the same national exposure 
as the posters developed in con- 
nection with other projects of the 
Advertising Council,” he added. 

The contest will be open to stu- 
dents and professionals. + 


Robert Otto Adds 2 Accounts 
in Mexico City: Names 2 

Robert Otto & Co., New York, 
has acquired Philip Morris Inc. and 
Glamorene Inc. as new clients in 
its Mexico City office. The agency, 
which recently added Phil Gurvich, 
formerly with Young & Rubicam, 
as an account supervisor, now has 
added Parmalee Lyman to its ac- 
count staff. Mr. Lyman formerly 
was with Lennen & Newell. 


Mithoft Elected Club Head 
Richard Mithoff, president, 
Mithoff Advertising, El Paso, has 
been elected president of the 
Southwestern Assn. of Advertising 
Agencies. Other new officers in- 
clude Tom Norsworthy, president, 
Taylor-Norsworthy Inc., Dallas, 
|vp, and Ira DeJernett, president, 
DeJernett Advertising Agency, 
|Dallas, secretary-treasurer. 
| 


| 

Carolus, Sherman to Wyatt 

| Charles Carolus, formerly senior 
| account executive with Pitluk Ad- 
'vertising Co., San Antonio, has 
| joined Evans Young Wyatt, Dallas 
| agency, as an account executive. 
Mrs. Lisbeth Sherman, formerly 
with Jack T. Holmes Associates, 
Fort Worth, has been named as- 
sistant account executive. 
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= More and more national advertisers are discover- 


trreeePRnw OAare "| 


THE . “a: “ ” 
ing the ability of “U.S.News & World Report” to 
iy out-perform and out-produce other magazines— 


especially those advertisers who are in a position 
to measure relative response. 

A good example is the little coupon—4%%” by 
2%”—that appears in every issue to attract read- 
ers who buy newsstand copies or those who may 
have seen a subscriber’s copy at a friend’s home. 

Last year 30,228 of these coupons were mailed 
in to “U.S.News & World Report”. This means 
30,228 orders for new subscriptions. 

This productive, low-cost source of new sub- 
scription orders tells much about the value of 
“U.S.News & World Report” as an advertising 
medium for every advertiser with something to 
say or sell to America’s high-income people of importance. 


oie 


—, 
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Thorough readership. This small bottom-of-page space more than pays its way 
week after week. 


Responsive readership. Readers of “U.S.News & World Report” act on what 
they read. 


Voluntary circulation methods. It is generally agreed that the more voluntarily 
a magazine is purchased, the more resultful its advertising. “U.S.News & World 
Report” employs no door-to-door salesmen, no sponsored sales, no premiums, 
no gimmicks. The magazine—its important and essential news content—sells itself. 


U.S.NEWS & WORLD REPORT 


a 

America’s Class News Magazine 
ni now more THAN 1,200,000 net Pato circuLaTion 
as 
as For case histories of advertising results in your field or your markets, contact your adver- 
ay tising agency or our advertising sales office, 45 Rockefeller Plaza, New York 20, N. Y. Other 


es, advertising sales offices in Boston, Philadelphia, Pittsburgh, Cleveland, Detroit, Chicago, St. 
is- Louis, Los Angeles, San Francisco, Washington and London. 


| 
| 
| 
| 
| 
d 
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Space this size in “U.S.News & World Report” 
produced 30,228 orders last year! 


“Recommendation of a friend” is the answer most often given when new sub- 
scribers are asked why they first subscribed. 

A word about these “U.S.News & World Report” subscribers—the more than 
1,200,000 of them—key, high-income people in business, industry, government, 
the professions and community life. Their confidence in “U.S.News & World 
Report” is generated by a vital need they share in common. This is the need for 
a magazine that concentrates on the important news—news they must have to 
help them shape the important plans and-decisions they must make, at their work 
and in their family life. 

Only “U.S.News & World Report” devotes its entire content to this important 
news of national and international affairs and publishes more pages of such news 
than any other news magazine. 

Alongside such vital, meaningful and (for the intelligent and responsible peo- 
ple) such exciting reading, advertising messages have their best opportunity 
to be read, to be acted on, to help shape buying decisions. That’s a major reason 
why more and more national advertisers are spearheading their campaigns in 
“U.S.News World Report” and consider it— 


... the most important magazine of all 


Below is the advertisement our headline is talking about. Incidentally, 
you're welcome to use the subscription coupon in it right now for 
yourself—or for someone in your organization, perhaps, whose im- 
portance and responsibility warrant decision-making use of “U.S.News 
& World Report” for the next 52 weeks. 


U.S. NEWS & WORLD REPORT 
Circulation Department, 435 Parker Ave., Dayton 1, Ohio 
Please enter my subscription to ‘‘U. S. News & World Report” 


| 

1 

| 

i 

| 

| 

| 
for one year. (U. S., its possessions, Canada and Mexico, $7; | 
other countries $9; air speeded subscription to Europe only, 
| 

! 

1 

| 

| 

! 

I 


$15.) [] Remittance enclosed. [ | Bill me. 


Name 


Address 
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FCC Move Seen | 
Putting All TV Option 
Time in Jeopardy 


(Continued from Page 1) 
at this time, and that it would 
like the case sent back so the rule 
can be reconsidered. 


® If the court concurs with FCC’s 
request, which is considered likely, 
the commission is expected to be- 
gin a series of moves toward the 
adoption of a new decision which 
will eliminate FCC sanction for 
option time. Even if the court in- 
sists on ruling on the current case, 
FCC Chairman Newton Minow 
can apparently muster the votes 
for a new option time proceeding 
which will lead to the same result. 

The decision to move against 
option time now reflects the major 
changes that have occurred at FCC 
since the compromise was squeezed 
through last fall. As a result of the 
appointment of Chairman Minow, 
anti-option time forces have a 4-3 
majority. In addition, FCC has new 
people in its top staff offices. 

Because of the hectic sequence 
of events this week, however, it 
was evident that the decision to 
go against option time was made 
somewhat suddenly. Reportedly a 
strong brief defending the com- 
mission’s compromise option time 
decision had already been written 
when Mr. Minow assembled the 
commission, and got the decision 
to make a new start. 


® One significant development 
within the past few days which 
may have had a bearing on the 
sudden move was the arrival of 
Kenneth Cox, who has just taken 
over as chief of FCC’s broadcast 
bureau. As special counsel to the 
Senate commerce committee five 
years ago, he drafted a report 
strongly denouncing option time 
as “block bookings.” 

Moreover, there has been some 
feeling at FCC that the compro- 
mise option time rule actually rep- 
resented a boon to the networks. 
As a result of new straddle ar- 
rangements authorized in the 
rules, FCC found that networks 
were sometimes booking more 
programming in the evening hours 
then they did under the old three- 
hour option arrangement. 

Technically, the commission’s 
move to nullify the compromise 
option time rule would restore the 
old rule, permitting three hours of 
option time in each segment of the} 
day. In practice, however, FCC) 
believes arrangements for next 
fall’s programming are so far ad- 
vanced that networks are hardly 
likely to take advantage of the 
temporary period of grace. 

In its short notice to the court 
of appeals, FCC did not give any 
indication of the reasons why it 
wants to reconsider the compro- 
mise, nor did it indicate the next 
move that the commission will 
make. Commission legal experts 
indicated that the commission had 
gone as far as legal procedure re- 
quired, that the next series of 
moves looking toward a new deci- 
sion eliminating option time will 
follow during the next few months, 
and that no effort is likely to upset 
the arrangements for next fall’s 
programming. 


® FCC’s turnabout today culmi- 
nates more than five years of hag- 
gling over the monopolistic effect 
of tv’s option time arrangements. 
The Department of Justice and a 
number of congressional investi- 
gating groups reported that option | 
time involved an illegal restraint! 
of trade, but FCC’s 4-3 majority 
contended last September that it 


was “reasonably necessary” for 
the survival of networks (AA, 
Sept. 19). 


In the court proceeding that has 
been interrupted by FCC’s move 
this week, the lineup of contend- 


oy a yacation, 7 Crown is a partof cach 


Lavine it again 


mM : 
say Seagrams and be Sure —_ 


THREE WAYS—Seagram’s 7 Crown ad campaign will feature this color 


spread claiming that the brand fits with “three ways to 
vacation.” 


ing forces was somewhat unique. 
The compromise option time rule 
was challenged in court by inde- 
pendent tv station KTTV, Los 
Angeles. KTTV had been in the 
front five years ago, when the 
legality of the option time issue 
was debated before congressional 
committees and FCC, and it told 
the court the commission failed to 
give due regard to the anti-trust 
implications of its ruling. 

Intervening as a friend of the 
court, the Department of Justice 
supported KTTV, urging the court 
to send the option time decision 
back for more attention to the 
anti-trust results. On the other 
hand, networks, which initially 
fought to keep the full three hours 
option arrangement, told the court 
this week that FCC has taken into 
account ail the relevant factors in 
reaching its decision. 

FCC Commissioners Robert E. 
Lee and John Cross issued a dis- 
sent today saying the court of ap- 
peals should be allowed to com- 
plete its review of the compromise 
option rule. + 


Wade Names Collins Art Head, 
Williams, McAllister VPs 


Bruce Collins has joined Wade 
Advertising, Chicago, as executive 

sie we art director. Mr. 
Collins previ- 
ously was an art 
director of Tat- 
ham-Laird. 

At the same 
time, Wade has 
appointed Sid- 
ney McAllister 
and David S. 
Williams vps. 
Mr. McAllister, 
for several 
years account 
executive on 
Alka-Seltzer, will serve as account 
supervisor on several Miles Labo- 
ratories’ products. Mr. Williams, 
media director, has been with the 
agency since 1947. 


Abell Buys WBOC, WBOC-TV 
A. S. Abell Co., publisher of the 
Baltimore Sun and operator of 
WMAR-TV, has purchased WBOC 
and WBOC-TV, Salisbury, Md., 
from Peninsula Broadcasting Co., 
subject to approval by Peninsula 
stockholders and the Federal Com- 
munications Commission. Included 
in the purchase is 80% of the stock 
of the Peninsula Community Tele- 
vision Co., a subsidiary of Penin- 
sula Broadcasting, which operates 
a community antenna television 
system to provide reception by 
wire connections of five television 


Bruce Collins 


| program channels. 


Fritz Joins Roche, Eckhotf 


Jimmy Fritz & Associates, Hol- 
lywood agency with billings of 
about $200,000, has been dissolved 
and its president, Jimmy Fritz, has 
joined Roche, Eckhoff & Associates, 
Los Angeles, as a vp. The status of 
the agency’s four accounts, Center 
Nebraska Packing Co., Paine & Co., 
Weber Noodle Co. and Pan Pacific 
Fisheries, is undetermined. 


enjoy a 


Seagram 7 Crown 
Sets 2-Month Push in 


Magazines, Dailies 


New York, April 18—The latest 
phase of Seagram’s 7 Crown whis- 
ky campaign, starting in the May 
5 Life, will be a three-part varia- 
tion on the brand’s continuing 
“leisure-time” theme. 

The two-month campaign will 
feature a four-color spread in 
Life and in Look. The ad claims: 
“There are three ways to enjoy 
a vacation. 7 Crown is part of 
each.” The artwork depicts a cou- 
ple planning their vacation, living 
it, and reliving it. 

The magazine schedule will 
reach into June with color pages 
in American Legion Magazine, 
Outdoor Life, and True. 


® The brand will also be pushed 


pers in 592 markets. 
Warwick & Legler is the agency. + 


Revlon Earnings Hit 
Ist Quarter Peak 


New York, April 19—Charles 
Revson today reported first quar- 
ter sales and earnings of Revlon 
Inc. to be the highest of any first 
quarter in its history. 

He also told the annual stock- 
holders’ meeting that: 

e He was not “totally satisfied” 
with the operations of Schick Inc., 
and the company is introducing a 
new compact shaver to -wholesale 
around $8.50. 

e The Marcella Borghese cosmet- 
ics line may break even this year 
and be in the black in 1962. 


e The company hopes to market 
a new skin cream, Eterna 27, by 
the end of the year. Because it is 
considered a new drug, it requires 
Food & Drug Administration ap- 
proval before it can be sold. 

e International business has been 
the fastest growing segment of 
Revlon sales volume for the last 
two years. 

e Revlon plans to market a make- 
up for “troubled” skin. 

e Research activities, now costing 
about $1,500,000 annually, will ex- 
pand by 50% this year. 


s Several hundred happy share- 
|holders attending the meeting ap- 
|proved a recently proposed two- 
|for-one stock split—the stock is 
|near its alltime peak—and heard 
Mr. Revson report first quarter 
sales of $32,950,000, up $3,000,000 
| from the 1960 quarter, and net in- 
| come of $2,690,000, compared with 
$2,535,000 for the same three 
months in 1960. + 


Shelley Joins KPLR-TV 

Adele Shelley, formerly with 
KTVI, St. Louis, has been named 
to the new position of director of 


promotional services of KPLR-TV, 
| St. Louis. 


via ads in more than 680 newspa- | 


New York, April 20—Smokers 
are “nuts about Nelson.” And if 


cigars by E. Regensburg & Sons. 
The “Nuts about Nelson” theme 


politan New York area via news- 
papers, beginning April 24, and 
radio, with some ads spilling into 
peripheral distribution areas like 
Baltimore and Philadelphia. 

The promotion began at a recent 
National Assn. of Tobacco Distrib- 
utors convention in Chicago when 
Wally Wolf, sales manager, handed 
out thousands of bags of walnuts. 
Each bag was printed with the 
legend: “Smokers are nuts about 
Nelson.” 

B&w pages in newspapers will 
take the walnut motif a stage 
further. A happy face formed by a 
circle of walnuts will be the cen- 
terpiece of the ad which is sched- 
uled to run about twice a week. 


s The radio schedule will be no 
less nutty. Beginning May 3, about 
three stations (still to be lined up) 
will carry a total of 35 one-minute 


DUAL CELEBRATION—Looking over 
Monroe F. Dreher’s new offices are 
Ernest A. (Hap) Dreher III (left), 
president of the agency, and John 


Ewald, president of Avon Products. 


Dreher Seeks Big 
Business Boost to 


Balance Avon Billing 


New York, April 19—Monroe F. 
Dreher Inc. told ADVERTISING AGE 
today that it intends to overcome 
the “stigma” of being considered a 
house agency for Avon cosmetics. 

Agency officials disclosed that 
while Avon accounts for something 
like $5,100,000 of its $6,000,000 total 
billings, the agency has new busi- 
ness aims which would make the 
Avon appropriation level out at 
50% of Dreher billings. 

To this end, Ernest A. (Hap) 
Dreher III, who succeeded his un- 
cle, Monroe F. Dreher, as president 
about a year ago, said the agency is 
dropping its longtime ban against 
liquor and cigaret accounts. 


s The younger Mr. Dreher, in re- 
jecting the “house agency” label, 
|explained that his agency handles 
Avon on a 15% commission basis, 
with no special fees involved. 

In addition to Avon, Dreher han- 
|dles eight other accounts, includ- 


|ing Benjamin Moore paint. It lost | 


they aren’t, they may wind up) 
that way by a nutty two-month ad/|an eminent psychologist, what do 
campaign for Admiration Nelson) you think of American men? 


Advertising Age, April 24, 1961 


Regensburg Sets 2-Month Drive in Dailies, 
Radio to Make Men ‘Nuts About Nelson’ 


commercials a week. 
Here’s a sample: 
Announcer: Dr. Gross-Kupf, as 


Dr. G. (With heavy Viennese ac- 
cent): They’re crazy. They got a 


will appear mainly in the metro-| Nelson complex. 


Anncr.: A Nelson complex? 

Dr. G.: Yes. When I say, “Lie 
down on the couch—relax,” they 
say, “Do you mind if I light up a 
Nelson?” 

Anner.: Do you mean they’re 
nuts about Nelson? 

Dr. G.: Nuts—crazy—why 
should they put the torch to Nel- 
son? 

Anncr.: Simple. They’re nuts 
about Admiration Nelson cigars. 

Dr. G.: Nelson’s a cigar? 

Anner.: It’s more than that. 
Nelson has the taste of beautifully 
aged Havana tobacco. ...A _ he- 
man shape that feels good to hold 
...Six full inches of delicious 
smoking. It . . 

Dr. G.: All right, zip up the 
mouth already! You Americans 
must be millionaires if you can 
afford a big cigar with sauerkraut 
schnitzel and six inches what you 
said there. 

Anner.: But Admiration Nelson 
costs only 15¢ everywhere, with no 
extra cigar tax. 

Dr. G.: Only 15¢? 

Anncr.: That’s right. Here, light 
one up. 

Dr. G.: (deep sigh of satisfac- 
tion) Say, you know something... 
I’m going nuts about Nelson my- 
self! 


s Handling the campaign is Kas- 
tor, Hilton, Chesley, Clifford & 
Atherton. The agency added the 
account Dec. 1 when it merged 
with Heineman, Kleinfeld, Shaw 
& Joseph. + 


Ortlieb Ads Urge 
Paper Cup Taste 


Test for Its Beer 


PHILADELPHIA, April 20—The 
Henry F. Ortlieb Brewing Co. is 
challenging beer drinkers in its 
Delaware Valley sales area to put 
its beer to a “paper cup taste test.” 

James F. Ivers, general sales 
manager, said the paper cup will 
not only serve as a vehicle for 
the taste test, described in the ads 
as “most unusual,” but will also 
become an identifying symbol as- 
sociating the “experiment” with 
Ortlieb’s. 

Full pages broke in mid-April in 
the Philadelphia Daily News, Phil- 
adelphia Inquirer, Wilmington 
Journal and Wilmington News, ex- 
plaining that “In a glass or stein 
all beer looks good. The golden 
glow, the sparkling bubbles are so 
pleasing to the eye, they seem to 
add to the flavor. But, in a paper 
cup there’s no eye appeal to give 
the flavor a helping hand. In a 
paper cup you truly test the Ort- 
lieb’s taste.” 


es Page and 1,000-line ads are 
scheduled for the rest of the year 
in these dailies, and some weeklies 
and brewery trade publications. 
Commercials will be aired on 21 
radio stations in Pennsylvania, 


the Wunda Weve carpet account,| New Jersey and Delaware. The 


|billing about $100,000, several 


| company will also have a full 


months ago. Dreher, which cele-| Showing on outdoor boards in its 


brates its 35th anniversary this 
year, bills $5,000,000 in the US., 
$500,000 in Canada and another 
$500,000 overseas. To handle Avon 
business abroad, Dreher maintains 
‘affiliations in Brazil, Venezuela, 
|Mexico, Germany and England. 

The cosmetics company’s adver- 
tising currently includes a spot tv 
|schedule on 200 stations in 189 
|markets, color ads in seven maga- 
zines and b&w ads in the Christian 
Science Monitor. # 


'sales area. 


During the summer months, ae- 
rial ads will be used to cover south- 
ern New Jersey’s coastal resorts. 

Lewis & Gilman, Philadelphia, 
is the agency. + 


Keeler & Dunkel Adds Meyer 
Joseph H. Meyer, formerly crea- 
tive director of Merrick Co., has 
been named marketing director of 
Keeler & Dunkel, Cleveland ad- 
vertising display company. 
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The parabolic-shaped 
antennas used in electronic 
communications are 

called dishes. 


© Dishes can be seen atop 

rel i dong h microwave relay towers 
strung across the 
countryside for TV network 
and long-distance telephone 
use. Like great searchlight 
‘reflectors, they efficiently 
concentrate and focus the 
signal from point-to-point. 


* 
aish Like strategically placed 


dishes, the 37 Fairchild 
news bureaus flash the latest 
news to headquarters. 
Engineers and executives 
appreciate the speed, 
clarity, and sharp focus of 
Electronic News. 


Electronic News: 


ICAT 
THE INDUSTRY'S WEEKLY NEWSPAPER @ A FAIRCHILD PUBLICATION 


[vee - TEN CENTS 
vas Whole Ne 1% 2 & @ “eS ’ 


— wa « 
Pee “A 


—— 


ae ek (BL RAM eee Gree Setun 


ee ts Tine ae, a a ee NS Yk ee A a ce a eg 0 I Ee te RR Or I er ST fd Re NE Me I Me a RR Se deme ESR TS lg ge he eae lata Fe A a ek TRE NR rag ee ES I PURE pT he 
e Cy EE Sl et ee er Ny ee a rs nn ins Set sR eM a ra ME te yal ech a OU Gareem et C 
Sayeed cares ee oy ’ . . aif « * : ‘ EEE eee Po 
A ae ore ae ' . f , bee Cah 
ac. ; a) 
ae gh BE. 4 eo 
7 Pos her 
aes ge ee 
os eres 
tas Be 
aes ee 
2 — 
— 
Vip 
ie 
: ling =", rs) 
\ . } 
ae : rs See ee 
mee ey 4 “a 5 
ae S@ af yt oa 
Bre ret a + Fh z 
iglaes . a fo b 
ae d . —_- ; pe 
eee ; a 8S Sel ce 
_— A S oe a 
ie - \ FG . me | he 
ee 5 Z 3 7 wert as 
ea ¢ : aS “Ql | : Tae q 
ag ore — if P a ~~ we 
5 ~ a eheay 
2 2 ; Ss ae 
" eee 
i — = 
a “e. 
Bae j te 
a 1/4 Je 
aay ; \ ie. 
a - as { + Wi ag 
sueey ~ Shon 
: , aoe 
Saat oe 
eee pete 
ae Q 
, ae 
ee : 
is 
“ae aa Py ali 
Bars P 
ra an 
SRD: aa Dis 
Reais ag 
s ss 
Ans a 
a te aS ; ] fiany f * 
2 - Boge 
: Bayt 
oe or, 
ee , Sy 
: 
aoe 
= y 
ae oe 
bree a . 
= hee >i 
Sarees i ieee ) 
ere. Base a 5, See ada em MES ot iar 
ae Bee Ago cr ies : Te NS eagas pra ies 
genes “OAC Sa eee Seed ate Gee Be) te ee sal 
see ~~ a 
Bo. ve ie ie mt ; 
ie . oe en ‘ a * 
. . P - P af Pe babi 
i , #2 _ S te 
or “ —— ; 
\ a et . 
et a. His 
: S < a ah. 
gis q - / # a 4%, ¥ : ; i ; : " : 
2d . ¢ ale 7 a4 Pee nen ees 2 & 5 
: * S # be sabe sae Riva ’ 
ree Ne y ” po ¢ f = v z ‘i a 
: a PSM > 4 a che eee is 
: “ > ‘4 3 + an ; : Z SEE a is 
ae a wi, fa: 4 ee vay pa ; Sa eee is 
pet P a eter ee a! 
ange wg Mr sauep 
aie a . ec a 
ne - eee” ee _ 
7 ae X —  . os re 
er . ‘ ‘ — : , : : 
Pe ot it gal ie > 2 ee, 4 < 
deel ‘ ‘ __giae ail — 
: et agin : a gh gl a — ‘ 
aie eo e ‘ *¥ ae ~ ae on — v Ke 
wee eo ¥ ise 
Se Bs “ae. j . 
‘i ; a : 
; 3 Se at - Gas, . Dae 
- « z ai % “- ’ : 
| te wots 
‘ 
: Sy a 
2 
> . Zz 
ve “ "4 
a Today * Index . 
’ oes Page ' " 
57 > ’ 
gaventiome - : 2 
: f Come = ou * ‘ 
° ‘a 
ee —, jertrantestt “ ‘ 
Bee See 4 Ley Deteo* » - 
i 4 at 4 4 o 
. pear ; Se Pinaactsl agent. «call en 4? ; 
, @eneral . . ay 
' nena ; ee — : 
: : ‘ pastrerer 7.8 —— 2 ; 
f errr : ae 2 n | 
| * — g 
> Alay. % 
ae al , oe ‘ >. 
i eee ae a allies ‘ 


12 


Timken Sues U.S. for 


Disallowed 


(Continued from Page 1) 
case, Timken began distribution 
of a booklet which provides back- 
ground about the case. Timken’s 
booklet reproduces ads dealing 
with such problems as _ inflation, 
high levels of federal spending, and 
labor union contract demands. 

It says the ads attracted favor- 


able notice—from employes, cus-| 


tomers, stockholders, and business 
and civic leaders in every corner 
of the country. 


e “If responsible business men 


cannot use institutional advertis- | 


ing such as we have described, 
and have the cost recognized as a 
proper business expense for tax 
purposes,” Timken said, “then an 
important part of the free enter- 
prise system has been lost.” 

Timken acknowledged that IRS 
may disallow ads directed toward 
specific legislation or related to 
political candidates. But it said, 
“None of our ads fall into these 
categories. 

“They cannot therefore be classi- 
fied as political or lobbying in any 
accepted sense. They were intend- 
ed to inform our employes and 
others on certain problems and is- 
sues. They were intended to foster 
the free enterprise system under 
which we have prospered. And 
they were intended to develop 


good will and secure new customers | 


for the Timken Roller Bearing Co.” 


® Timken said its institutional ads, 
which have appeared primarily in 
newspapers in cities where it oper- 
ates plants, were designed: (1) To 
create a more favorable climate for 
the company’s business operations; 
(2) to promote better relations 
with employes; and (3) to keep the 
company name before the public. 

“The issue is whether we, or 
any company, can be penalized 
for expressing our views on eco- 
nomic, financial, social and other 
subjects that have a vital impact 
on the success of our business op- 
erations,” it contended. 


The claim filed here today deals | 


with tax assessments against ad- 
vertising and promotional activity 


Ad Costs 


name was prominently set. forth, 
with one or more of the following 
objectives, it said: 

e “To develop an awareness on 
| the part of the plaintiff's employ- 
es and of the public of the con- 
stitutional and statutory rights of 
citizens of the U. S., and appre- 
'ciation of which plaintiff believes 


of the private enterprise system 
under which the plaintiff’s busi- 
| ness was being operated.” 

ie 
| plaintiff and the public generally 
| of the aims, methods and threats 
|of international communism which 
|are inimical to the continuance of 
‘the private enterprise system and 
| plaintiff’s business.” 

e “To maintain and foster satis- 
| factory employe relations between 
the plaintiff and its employes and 
the public with a view of encour- 
|aging the employes to develop an 
\independent viewpoint not com- 
| pletely controlled by the union rep- 
| resenting many of the plaintiff’s 
|}employes—a viewpoint that was 
|consistent with the management’s 
| view of plaintiff’s general welfare.” 
|e “To maintain and foster a sat- 
\isfactory atmosphere in the areas 


THE SHADOW 


THE TIMKEN ROLLER 
The te at ate ee te ate mee 


SEARING COMPANY 
—eseer 


“To advise the employes of the | 


Who Loses? 


Why didn’t the union bosses take a vote 
at last Saturday's meeting on whether or 
not the members present wanted to accept 
the Timken Company's offer? Could it be 
that they were afraid the workers don't 
want a strike and want to accept the offer? 


was essential to the continuation | 


It is perfectly clear that Timken Company 
employees don’t want to strike. It is also 
perfectly clear that the union bosses don't 
want any part of a secret ballot—it would 
take an important decision out of their 
hands and put it in the hands of the workers. 


THE TIMKEN ROLLER BEARING COMPANY 
"The right s work shall mot be abridged or made imposens” 


in 1951 through 1954. Actual ex-| 
penditures challenged by IRS for |ECONOMIC PERIL—IRS also frowned 
the four-year period totaled $1,-|0n this Timken anti-inflation ad. 
237,159, out of a total taxable in-| 

come of $144,012,847 for the four|in which the plaintiff has plants, 
years. The government’s tax claim | advertising plaintiff's company as 
for the disallowed ad and promo-| @ good place for employment.” 
tion expenditures totaled $852,315,|e “To maintain and foster good | 
but by the time settlement was| will for the plaintiff by sponsoring 
made last September it was already | news commentators of national 


swollen by $365,189 in interest. | reputation and local sports broad- 


L ‘ ._,| casts of news, sports events, a form 
Ma Pr qosned yd oe watones | institutional advertising widely 
ee |}employed by American business to 
tai - p 
preggers eee ey | maintain and develop favorable 
communit bli lati hes 
advertising represented by the <n ' ~ Fert ee th 
amount the government had chal-| ® ays aap ct > “etigsctcne ota ere 
lenged, nor the complete list of | Part of the plaintiff's employ es and 
topics covered by the controver- | ‘he public of government policies 
sial ads. Timken said, however,|2%4 Practices generally as to taxa- 
that the 19 big ads and several | 10m and spending and other mat- 
smaller ones reproduced in the | ‘es vitally affecting business and 
booklet were “representative” of | the free enterprise system. 
the ads disallowed by IRS. : 
In the complaint filed with the | F — of the ads geo in 
district court, Timken said the| pron ispute carried the slogan, 
ads involved in the dispute set; ‘he Tight to work shall not be 
forth views on such subjects as|#>ridged or made impotent,” but 
(1) the constitutional and statu- Timken explained that this slogan 
tory rights of American citizens; has been used regularly since 1948 
(2) the aims, purposes and threats “© €xPress the company’s funda- 
of international communism; (3) a belief in free ree oy 
labor relations between plaintiff, Timken declared: “It was not di- 
and its employes; (4) news and rected toward recent controversial 
sports broadcasts; (5) community ‘right to work’ laws or legislation.’ 
relations and support of community, Several of the ads reproduced 
endeavors in communities where '” the booklet are directed to un- 
Timken’s plants are located, and ion members, presenting the com- 
: : ’s vi i dispute. 
(6) government policies and prac- P&@nyS views in a wage Gisp 
tices, generally, as to taxation and Timkén s booklet explains: The 
spending, but not relating to legis- evidence indicates that union 
lation or political candidates. |members, other employes and the 
| public in cities where we operate 


s In all these ads, the company’ plants were not fully informed on 


LABOR CONFLICT—This is one of the 

Timken ads Internal Revenue 

Service refused to allow as a busi- 
ness expense. 


the issues involved in our con- 
tract negotiations. By explaining 
the issues, telling our side of the 
negotiations and pointing out the 
cost of striking, we hoped to 
avoid misunderstandings and avert 
strikes. Isn’t this a proper func- 
tion of responsible management?” 
Timken reports, “Not so, says 
the Internal Revenue Service.” 


= Others of the ads discussed the 
dangers of inflation. “Inflation is 
a problem for all businesses in our 
economy,” the booklet says. “We 
showed some of its causes and 
some of its effects. This was 
equally important to the welfare 
of our employes and to the wel- 
fare of the people in all our plant 
cities. We believe that the expres- 
sion of our concern about the prob- 
lem will foster good will for us. 

“The Internal Revenue Service 
was of the opinion that we should 
not concern ourselves with this 
major economic problem—even 
for legitimate business purposes— 
through newspaper advertising.” 

Four of the ads argue against 
federal spending programs, con- 
tending that money is spent more 
effectively when programs are lo- 
cally organized. 

“Government gifts are much 
misunderstood,” Timken said in 
its booklet. “These advertisements 
explain that the only way the 
government can hand out money 
is to take it from somebody else. 
As a rather big contributor to 
both federal and local tax funds, 
it is in the interest of our com- 


Take off the mask 


bo iprapeaieied akelerdiiiitehessteetdhakentatt thet 


SANTA—This Timken ad on govern- 
ment spending was another that 
didn’t pass the IRS test. 


pany and its stockholders to cor- 
rect some of these misconceptions. 

“Also the welfare of our com- 
munities is very much our con- 
cern, since it affects the attitudes 
of our employes. These messages 
show that when the federal gov- 
ernment collects taxes for local 
improvements, our communities 
get back less than they put in.” 


s Also disallowed, Timken re- 


|ported, were newspaper promo- 
tion ads for broadcasts by George 
Sokolsky, Fulton Lewis Jr., the 
Robert Montgomery “Freedom Is 
Our Business” program, and “I 
Was a Communist for the FBI,” 
_which Timken was sponsoring. 

| While the dispute centered al- 
|/most entirely on advertising, it 
/also involved $21,359 which Tim- 
ken paid Opinion Research Corp. 
|for surveys of opinion in Canton 
and Columbus, where the compa- 
|ny has two of its largest plants; 
/and $25,000 paid to River Lake 
| Belt Conveyer Lines to help pro- 
|mote a 100-mile conveyer belt 
| which would open up a valuable 
|new market for Timken bearings. 
Payments to Opinion Research 
|Corp. were “to obtain valuable 
| factual information on worker at- 
titudes that will serve as guidance 
to Timken in its industrial and 
community relations programs,” 
the complaint said, and “to meas- 
ure changes in worker thinking 
since earlier surveys on a number 
of important issues.” + 


Liggett & Myers 
Sets New Push for 
Chesterfield, L&M 


New York, April 18—Barely a 
week after telling stockholders the 
“humiliating” news that sales and 
earnings were down for the first 
quarter, Liggett & Myers Tobacco 
Co. has launched a new campaign 
for its best-selling L&M and Ches- 
terfield brands. 

President William A. Blount had 
hinted at such a drive at the an- 
nual meeting when he reported 
that while sales of regular cigarets 
were declining, Chesterfield and 
L&M king-size sales were gaining. 

The company, meanwhile, had 
called on McCann-Erickson and 
Dancer-Fitzgerald-Sample_ to 
overhaul Chesterfield and L&M 
copy for this new drive. 

Thus, a saturation newspaper 
schedule was launched last week, 
with the initial effort calling for 
1,000 to 2,000-line ads for both 
brands over a ten-week period. 
Heavy emphasis will be on the 
New York area, traditionally a 
strong market for L&M. The 
brands will be “in everything there 
is” in the way of New York news- 
papers, a spokesman said. 


# In all, the two brands will be 
advertised in more than 100 major 
markets. 

For Chesterfield, handled by 
McCann, the catchline is: “This 
one’s the satisfier.’”’ Copy takes off 
on the old “Air-Softened” theme: 
“The farther smoke travels air- 
softened, the milder, the cooler, 
the smoother it tastes.” Further 
copy adds: “Fresh as a daisy, this 
King gives you more.” The ad ends 
| with a plea to “join the swim to 
America’s most satisfying king.” 

L&M will plug the “fresh tast- 
ing” theme. The new Dancer-cre- 
ated catchline is: “Start fresh with 
L&M. Stay fresh with L&M.” Sup- 
porting this is the statement that 
L&M will “unlock a new world of 
fresh smoking flavor .. . do away 
with dried out taste for good.” 


s L&M, using color where possi- 
ble, will try a big-picture tech- 
nique, while Chesterfield will be 
distinguished by Bob Dean illus- 
trations. 

For the present, revamping has 
been confined to newspaper ads. 
However, indications were that 
changes will be rung in other me- 
dia later. # 


Stoneham Adds Erie Pacific 

Erie Pacific, division of Erie Re- 
sistor Corp., Hawthorne, Cal., has 
named Stoneham Advertising, Van 
| Nuys, Cal., to handle its advertis- 
ing. Trade publications, direct mail 
pene trade shows will be used by 
|the control instrument manufac- 
| turer. 


Advertising Age, April 24, 1961 


Admen Are 
Consumers, Too, 


Adams Asserts 


DEtrRoIT, April 18—Advertising 
begins to be ineffective and un- 
believable when admen forget that 
they are also consumers, and be- 
come too agency-oriented or com- 
pany-oriented, according to Thom- 
as B. Adams, president of Camp- 
bell-Ewald Co. 

Speaking at the 2nd annual Ef- 
fective Advertising awards lunch- 
eon of the Industrial Marketers of 
Detroit, Mr. Adams said it isn’t 
enough today to be simply aware 
that there is a consumer, or an 
advertising audience. It is neces- 
sary to be saliently and signifi- 
cantly aware, he explained, and to 
take the company and its product 
a bit less seriously for a second, 
so that what might be significant 
and meaningful to an outsider will 
stand out in sharp focus. 

Clients sometimes wander off to 
a world of their own, and become 
obsessed with their company, and 
the company’s product or service. 
“They spend roughly half their 
waking hours at work, talking to 
one another about their work, and 
then they get together for golf on 
weekends and talk about it some 
more.” 


= Out of this devotion to duty and 
to company comes a better com- 
pany and a better product, he con- 
ceded, but this very devotion also 
can lead to some “pretty lousy 
advertising.” 

This, he explained, is because 
the people who review and revise 
the company’s advertising may 
unconsciously assume that the 
audience is similarly devoted and 
concerned. 

Some people in business, ac- 
cording to Mr. Adams, seem to be 
unable to apply the basic idea that 
‘the customer is always right’ to 
advertising. 

They can react and respond to 
certain kinds of advertising in 
some other product field, he said, 
and then forget how they felt and 
why they felt it, when they get 
back on the job in Clientland, as 
he called it. 

Mr. Adams gave two sugges- 
tions to the “people in Clientland” 
to assure that their advertising 
“lives in Consumerland”: 


e In addition to honesty, accuracy 
and technical excellence, they can 
demand of their agency that the 
advertising truly discovers an au- 
dience-oriented benefit, and 
amounts to something more than 
a Valentine from the agency. 


e They can demand of their agen- 
cy that the ads satisfy the con- 
sumer’s basic reason for buying 
the magazine or newspaper, or for 
turning on the tv or radio set, in 
the first place. The advertising 
should be interesting enough to 
compete with its surroundings, he 
said. 


= Mr. Adams said it is advertiser 
and agency management together 
that can best keep advertising on 
course by keeping consumers in 
mind, and seeing to it that every- 
body else involved keeps con- 
sumers in mind, whatever they do 
in a specialized way. 

Internal obsession also goes to 
work on agency people, and causes 
them to forget the world around 
them, Mr. Adams said. Everybody 
in the modern agency is special- 
ized, and runs the risk of letting his 
| specialty carry him away some- 
| where to a world all his own. He 
\likened Adland to the Congo—a 
| loose federation of specialized de- 
|partments, each subdivided with- 
\in itself along still more high- 
ly specialized lines and tribal 
origins. + 


ey NE eee heat ee Cot ey SS Sg A sie | RT eis eee ts See A Oe re ee eee eS ie nd Ger eas Shy Se ae Oo) I eres aia iio " elie Seg elie d Ee ee a eee MT ee! te eee ee Oe ae 
Satna eee ie ES ae ee MM eS es am ahs tk fe Se ot ee rs 2 See ee ey Ore ae Bos Sey poe ie Se mM aR Oe el ay A 
i Worse corer. Be cA aati Ut Sat 5 Bee ANS eps, tet Sa eee he Oy ule 2 en eins en ae ee gags ols a. ae Nip ea + : ae ee : ey Aue . Saray Etta a Raloy Sino ye ae ctarde MES Stee PORE Sr Bee Oey aa eS Re Denes gin eee . es 
ces eee, ha, |. ae ee eee 8 es Bee! gag So 2 he ee aie 3 eee ES ie eee crane ae EO Po? aie eS sa ii Ue ee fi 
Saat oe x Se ; Pee ar ek a lee Fs a: ; Se ies Pe ge eae Bees ee 
ieee eae od caine © Ves, 
a Se al Sees 
oats sagen a 
anes fa She es 
as ia 
ae : oa. 
ae: = ss 
podn UecRs pect 
Soe ee re ice 
Mg Beg ee | aie 
“aes ae ees He ss ¥ 
a I ores 
ee Pees 
Se, 
Po 
7 Bae 
De ie eaee 
et shi 
oe ae ae ges 
ee — eae Cy ate 2 
ere nh 
+ ei ie 2d sees NS 
4 = ry ce ‘ a 
tg 
a tee : PY . 
bee a Rubi ts si 
od pray oe 
Arc ; i ay 
ae eg ee i 
ieee ie 
pL ge sie Ro aes 
ee ais ae ee 
oes ae aC Pe 
eet ee ‘Sgigoe 
" Si gibt. ppl ace Je, ge, 
(Sg Sa ee 
tel Na Gace es 
ae, aia ae en 
heparin : * 
Pe i aed 
ni ree a 
aes ea | eae 
ee at at Re oe ms 
. Poni ’ 
Se” tae i eh 
ieee he iaey, Acs, iy 
Pier Geese 5 O ee 
Sere 3 WAN es 
eo tena <a) SP 
i cas oe us [ ae 
AC Roe eee uz \ , 
SE ere Ma a wes Nf Z aoe 
or wont | oe ‘OW : 
shi ( 
eet ewe ue exw euntad 0 O08 wyg © Gat ti oman dam tate Oh Gag tae & mente cae 
PEELE an : a 
Sg yee ieee: 6 wette torre, pas tore navel Go connate: Many prines howe Goutiad, wigtnd. pen, oxen quadrats - 
hers! ee ee Te er a It 
Fee Sy oe ae a Ee av 
— aun pe eo ” 
a ers en cant 
eee pt ; 
ea Ors et, ee ee tne cat perme wee ea he weitere te apie et ee ae 
4%, ils Men, 2 SS r 
an a z FS te ceemeery bee a oeey we be rend ae could wary onl callagen tram the oxight af s curios 7 
Sehr + “i se a ee ey ey te epee Nee ae 2 
ee : Po | : 
eeu 2, bs 
tng 4 ® prc ie Sey 
: SY 3 
ot 
. . . 
= _: ’ 
a 7 ae 
a 4 ant *, : 
(ites >= 
Gor ot . ry \ 
‘ =, : 
(= . ’ 
ee - ae - Fee : 
¥ sis || | : 
7 Lig pte . = Fi 
z 2S a 
: “e ae ‘ , 2 = = 
pd: 3 “ - k. ” 
: ee” SY | 
a << TFL 
. ~~ 
~ 
nest Ge By a gg ee 
q : t et a her eee oe eat ee ce aes Bae de le aw py Pacha Se 
j ota Scan cuscases eS Se 3 
Bese Se . 
Soe igen Geel pane. wena , 
ge et a ee ES SSS ee ee ee 
eke tee: =< eS SS 
«pitied : = & hat ee se ee me ey are aoe a * ee rs eh fe ey dete pa pee 
. ? re Oe ete me age he ee oy pee ee ee oy tes gee 
- - ‘The Timken Rotier Bearing Company | 
aris 6 ee et er P i 


PROBLEM: |. 
_ Krey Packing Company —~ 
needed the appetite appeal 
of full-color magazine 


* = is ain ; A a 
Elegance Sgn 


under 


Glass 


By MARIAN O'BRIEN 
Globe-Democrat Food Editor 


oe 


Take this coupon to your grocer! it’s worth a dime on Krey Sliced Beef and Gravy 
or Krey Salisbury Steaks. Offer expires August 31, 1960. 


ts AV E MR. GROCER: we will redeem this coupon for 10¢ plus 2¢ handling, 
provided terms of this offer have been complied with. Mail coupons to 


Krey Packing Co., P. 0. Box 1240, Clinton, lowa. Invoices proving pur- 
chase of sufficient stock to cover coupons redeemed must be shown 
upon request. Customer must pay any sales tax. Limit one per family. 
Coupon void if use is prohibited, restricted or taxed. Misuse constitutes 
fraud. Cash value 1/20 cent. (Coupon must be redeemed by retailer 
60 days after expiration date.) 


— pineapple slices topped with Krey Salisbury : 
Steaks and rich mushroom gravy. See what you~ 
~ can do with Krey Salisbury Steaks! Get Krey— 

get busy—and you might get some flowers, too! 


CLOBE-DEMOCRAT SUNDAY MAGAZINE, JULY, 10, 1960 
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SOLUTION: Home Edited Gravure 
Magazines...like the Globe-Democrat 
Sunday Magazine in St. Louis. 


Krey Packing Company’s distribution area encompasses eight states in the Midwest. There are 14 


major markets in this area served by a locally edited magazine — like the St. Louis Globe-Democrat 


Sunday Magazine. Each offered full-color magazine reproduction plus the reach and penetration of 


newspapers. Krey merely matched up the magazines to the nine markets they desired. 


Only locally edited magazines offer regional and national advertisers full-color magazine repro- 
duction in 5,851,749,684,520,334,682,271,908,086,030,848,019,660,800,000,000 different 


major market combinations. Use them as your tactical ad force in 40 major markets. 


The St. Louis Globe-Democrat Sunday Maga- 
zine is a member of the Locally Edited 
Gravure Magazines listed below. It is also a 
member of Metropolitan Sunday Newspapers 
(Sunday) and is one of the 54 individual 
Home Edited Gravure Magazines serving 40 
of the nation’s leading markets. 


AKRON BEACON JOURNAL « ATLANTA JOURNAL AND CONSTITUTION « COLUMBUS DISPATCH + DALLAS TIMES HERALD + DENVER 

POST + HOUSTON CHRONICLE « INDIANAPOLIS STAR + LOUISVILLE COURIER-JOURNAL - NEWARK NEWS +« NEW ORLEANS TIMES- 

PICAYUNE + PHOENIX ARIZONA REPUBLIC « PITTSBURGH POST GAZETTE & SUN TELEGRAPH «- ST. LOUIS GLOBE-DEMOCRAT - 
TOLEDO BLADE + WASHINGTON POST TIMES HERALD 
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Advertising Age, April 24, 1961 


Advertiser Wants 
Agency to Try New 
Ways, Hobbs Says 


(Continued from Page 3) 
into your office and into your 
factory and into your labor and 
into your confidence.” Also, 
“give us all the time we need to 
do it. All the facts we need. All 
the leeway we need. Be in on 
the problem right at the start. 


Stay with it and us all the way. | 
Be sure you understand all our | 


reasons for doing it the way we 


did—for not doing it the way we | 


didn’t.” 


® Frederic Papert, chairman of 
Papert, Koenig, Lois, traced the 
phenomenal story of the sales 
rise of Dilly Beans (AA, Oct. 31, 
60). He told how two girls with 
little money but a willingness to 
gamble on highly creative copy 
saw Dilly Beans reach a ship- 
ping rate of 7,000 cases into 
New York alone, where they are 
carried by all but two chains. 

“T’ve often speculated on what 
would have happened if they’d 
wound up in what is described 
as a marketing-oriented agen- 
cy,” Mr. Papert mused. 

“I want to say that I believe 
the marketing and research and 
media people at Papert, Koenig, 
Lois are at least the equals of 
anyone in our business. But Pa- 
pert, Koenig, Lois takes the old- 
fashioned view that the primary 
job of an advertising agency is 
to make ads. The peripheral 
services support that effort.” 

He argued for honesty and 
enthusiasm in advertising and 
for respect for the consumer, 
adding, “Too many advertising 
people still comfort themselves 
with the old-fashioned notion of 
Mr. Mencken’s that nobody gets 
poor underestimating the Amer- 
ican public.” 


s Harry Wayne McMahan, tv 
commercial consultant and Ap- 
VERTISING AGE columnist, showed 
commercials to the ANA, com- 
menting that the commercials 
were both highly creative and 
proved sales producers. He 
spoke disparagingly of the pure- 
entertainment commercial, and 
the frilly “faggoty” approach to 
commercials, while commend- 
iNg commercials with fresh ap- 
proaches and vitality. 

Among the commercials 
shown were those for Jax beer, 
Chase Manhattan Bank, Chev- 
rolet, Skippy peanut butter, St. 
Regis Paper’s Nifty binder, 
Navy recruiting, Massey-Fer- 
guson, Brylcreem and a Ken- 
nedy campaign spot. 


s Peter Schruth, ad vp of The 
Saturday Evening Post, exhibit- 
ed readership data from edi- 
torial studies of the Post, re- 
garding layout, type, illustra- 
tion, overprinting, vignetting, 
and headlines. He matched the 
editorial material with adver- 
tisements showing the same 
general principles taken from 
Post pages, and he emphasized 
that while the rules were es- 
tablished, they were broken by 
editors—and advertisers—very 
successfully on occasion. 


s Marya Mannes, who writes 
television commentary for the 
Reporter, told the ANA, “You 
advertisers should think less in 
numbers and more in kind. It’s 
the company you keep that 
counts; a quality product be- 
longs in quality pages read by 
quality people.” 

She said advertisers annoy 
when they’re too insistent, too 
intrusive, too repetitious, and 
when they try to invade areas 
“which Should be totally free 
from buying and selling: The 
region of the creative mind and 
spirit.” + 


Wolf Brand to Stephenson 

Wolf Brand Products, Corsicana, 
Tex., a subsidiary of Quaker Oats 
Co., has appointed Clay Stephenson 
Associates, Houston, as its market- 
ing counsel. The company distrib- 
utes canned-chili, tamales and oth- 
er products throughout the South- 
west. 


Ball & Davidson Adds Five 


Ball & Davidson, Denver, has 


Wyton Oil & Gas Co., Autolene Lu- 
bricants Co., Hotel Motor Inn Inc., 
Van Loon Bros. and the Denver 
home office of Chester H. Johnson 
Interior Designers. 


Franco to Edwards Co. 

Frank T. Franco, formerly with 
General Electric -Co., Bridgeport, 
Conn., has been named an adver- 
tising coordinator with Edwards 
Co., Norwalk, electrical and elec- 


added five new accounts. They are’ tronics producer. 


Lincoln Laboratories to Biddle 
Lincoln Laboratories, Decatur, 
Ill., manufacturer of Mono-Vacc, 
plastic scarifier for smallpox vacci- 
nations, has appointed Biddle Co., 
Chicago, to handle its advertising. 


Matthew, Caldwell Adds Two 

Chatham Merchants Assn., Chi- 
cago, and Nation Wide Hotel Assn., 
Washington, have appointed Mat- 
thew, Caldwell & Ballard, Chicago, 
to handle their advertising. 


PHOTOGRAPHIC 

POST CARDS 

ew — a A 

Quick ‘a = 
Deliveries 


Why lose sales when in less than a week's 

time, you can scoop the merket by mail with 

new models. No special art work needed. 

Send us your photograph or negative & we'll 

prepare samples without cost or obligation. 
The GROGAN PHOTO CO. 


Dept. AA Danville, Mlinois 


<" many well-dressed businessmen would buy a suit un- 


less it were tailored to a perfect fit. Yet some (but not 


our clients!) will dust off a ready-to-wear advertising cam- 


paign, have it taken ina little here and let out a little there, 


and then wonder why their product is not winning attention! 


a Dentsu campaign is tailored precisely to the tastes 


of the Japanese market, not merely to the more obvious 


specifitations of the product. We employ 


160 qualified 


research personnel who can call on the services of more 


than 10,000 (that’s right) field workers in any one month, who 


know that their measurements are checked and double-checked. 


Step by step the assembled data on market and media is 


tacked into place until the complete fabric of the campaign 


has been built up as only the experts know how. For advertis- 


ing that is fitting, check first with Dentsu. 


eNEWSPAPER ¢ MAGAZINE © RADIO © TV ®PR e P-O-S 
@DM ¢ OUTDOOR * TRANSIT e MARKETING * RESEARCH 


DENTSU ADVERTISING LTD. 


Head office: Nishi-Ginza, Tokyo /Cable Address: “DENTSU TOKYO” 
New York office: 342 Madison Ave.,New York. 17, N. Y.,U.S.A. 
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Yes— 


you are missing 
from $92,000,000 to 
$120,000,000 in family 


purchasing power 
each week if your 
television advertising 
is noton the CBS 
Television Network. 
You’re missing it 
because week after 
week this season 

the average nighttime 
show on our network 
is delivering 3/4 million 
more families than 
on Network Y—- one 
million more families 
than on Network Z* 


CBS ‘Television Network 


a Bae 


“Nationwide Nielsen season AA averages, Oct. 1960—Mar. 1961, 6-11 pm: av. weekly household expenditures: $117 (1959) U.S. Dept. of Commerce. 
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The Editorial Viewpoint .. . 


World Advertising Growth 


There is significance in the rapid growth of advertising all over the 
world, as reported in the review of international advertising appear- 
ing in these pages last week. Everywhere in the world—while adver- 
tising is under more or less continuing attack here—the use of ad- 
vertising as an instrument of economic policy is growing at record 
rates. 

As we reported last week, advertising is growing so much faster in 
other nations than in the U. S. that it will equal U. S. volume in ten 
years—instead of being about one-fourth that volume, as was the case 
ten years ago—if present trends continue. 

This tremendous upsurge in advertising volume around the world 
is one of the most interesting manifestations that a rising standard of 
living is becoming a reality for millions upon millions of people who 
scarcely dared hope for higher living standards a relatively short 
time ago. 

Even the most forceful critics of advertising concede that advertis- 
ing measures economic well-being. Prof. Galbraith, for example, has 
pointed out that advertising exists only when economic conditions 
provide the masses, or substantial portions of the masses, with pur- 
chasing power above that required for subsistence living; and at least 
one historian has called advertising “the instrument of abundance.” 

Hence the rapid growth of advertising around the world can be 
taken as a definite indication of prosperity of a level never before 
achieved—as well as a more general distribution of that prosperity 
over larger segments of the population than has heretofore been true 
in most countries around the globe. 


Goodbye, Benton; Goodbye, Bowles 


Heretofore, we have been pretty tolerant of the views of William 
Benton and Chester Bowles about the advertising business. But 
Bowles’ comments about his advertising career, as given on a CBS-TV 
program on April 9, have soured us. 

Benton took a number of cracks at advertising a few weeks ago, but 
we have always considered Benton a man of many words, many of 
them uttered for their shock appeal, and so we were inclined to dis- 
miss them as just clean fun. But Bowles has been more thoughtful 
and careful in his conversation, and his general insistence that his 
years in advertising were a waste of time, coupled with his utter lack 
of enthusiasm for the whole advertising mechanism, struck us as be- 
ing in bad taste, if it was not indeed a sort of public confession of in- 
teHectual dishonesty. 

Mr. Bowies retired from Benton & Bowles at the ripe old age of 38, 
and Mr. Benton had preceded him in retirement by some six years. 
Each of them had bundles of more than a million dollars picked up in 
the advertising vineyards, and it seems ungracious, to say the very 
least, to say now that the game was hardly worth the candle. 

As we pointed out last week, both Mr. Benton and Mr. Bowles have 
indicated from time to time that they do not enjoy having their 
names still connected with the agency which they sold out so long ago. 
The present owners and managers of the agency have maintained the 
name unchanged, although there has been no Benton or Bowles in 
the organization since 1942. 

We can see the pleasant irony of maintaining the Benton & Bowles 
names on a business which now annoys the owners of those names, 
but we respectfully suggest that in this instance, maybe a change of 
name for the agency might finally be called for. 


Creative Argument Continues 


The debate over how advertising agencies shall move—that is, 
whether they should continue to broaden their services or whether 
they should place central and almost exclusive emphasis on the pro- 
duction of advertising—seems to be growing in intensity. 

For a good many years there seemed no debate at all. It was as- 
sumed, in most quarters, that the times called for sharply broadened 
services and facilities, and that the days of the pure copy-and-drt 
agency were limited. This is still the general assumption today. 

But there seems to be a growing unwillingness among clients to ac- 
cept this general premise. More and more clients are telling agencies 
they want “creative” services, and not marketing or selling or pricing 
or product assistance. 

Robert G. Spence, marketing director of Lever Bros. in Canada, 
added his voice to this growing group last week. “It is obvious,” he 
said, “that industry asks too much of agencies in the way of ancillary 
services. The agencies dissipate their time, thought ‘and money on 
these services rather than directing their energies and abilities into 
the creative fields that at one time were thought to be their prime 
function.” 

In his opinion, more goods would be sold and there would be less 
criticism of advertising in general if all the energies of the advertis- 
ing agency were devoted to the creation and placement of unusual, 
truly effective advertising. And there are many who agree. 


Gladys the beautiful receptionist 


—Burt Kaufman, Boston, Mass. 


“Things got so confused that four space reps were appointed as con- 
sultants to the astronauts!” 


‘What They're Saying... 


Shrinking Ivy Leaguer 
Grows on Madison Ave. 

American men’s clothes tell the 
story: It’s a woman’s world and 
the men are running scared, trying 
to hide their masculinity. 

That’s why men are wearing 
pinch-shouldered, funereal clothes. 
However, there are sartorial signs 
that the American male is opening 
a new battle of the sexes, aimed at 
regaining his maleness. If he wins, 
it looks like he’ll emerge draped 
like Solomon in all his glory—not 
only in peacock hues but also in a 
new kind of loose comfort. 

These are observations of Harry 
Roth, 47, general manager of Louis 
Roth & Co. Inc., and a leading styl- 


panic state of the Madison Avenue 
advertising man for today’s styles 
in men’s clothes. 

“Every man on Madison Ave.,” 
he said, “is scared of losing his job. 
That’s why he instinctively retreats 
into the Ivy League-Continental 
style and color. The style is one of 
squeezing in the shoulders and the 
color is a complete absence of col- 
or. That means black.” 

That is why, Roth says, the Mad- 
ison Avenue man has become more 
shrinking than the violet. He’s try- 
ing subconsciously to play chame- 
leon—to vanish into his back- 
ground so completely that his boss 
won’t see him and so won’t fire 


ist of the mature American man’s | him. 


clothes. Roth blames the perpetual 


the Los Angeles Times. 


—From an article by Norris Leap, in 
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Rough Proofs 


Mr. Murphy of the Los Angeles 
Murphys, seems to have convinced 
all and sundry that he knows ex- 
actly how to make soft drink sales 
in that market bubble up. 


“ABC, BPA chiefs blast non- 
audited business papers,” the news 
story says. 

Why blast the publishers—it’s 
the advertisers who keep them in 
business. 

+ 


Avery Label has reported with a 
perfectly straight face that 44% of 
U. S. husbands shop for the fam- 
ily groceries, and 42% even cook 
the meals. 

Weekend golfers will consider 
this report downright subversive. 


A well-known advertising man 
quoted a well-known slogan, 
“Progress is our most important 
product,” and credited it to West- 
inghouse. 

Such is fame in adland’s world 
of make-believe. 


The SEC has drawn up some 
rules for investment counselor ads 
in order to protect the unsophisti- 
cated investor. 

But the wild-eyed speculator 
with that get-rich-quick gleam in 
his eye can’t be protected from 
himself. 

~ 


Drag race enthusiasts envied the 
Russians’ man in orbit when they 
found that with an uncluttered as- 
tral highway stretching before him, 
he was able to do five miles a sec- 
ond with no trouble at all. 


In their early games of the new 
season the managerless Chicago 
Cubs managed to lose games just as 
successfully as they had done un- 
der the old and obsolete system. 


Lady politicians in the Washing- 
ton news have such intriguing 
names as Persia and India, sug- 
gesting at least their interest in 
exploring the territories of the 
New Frontier. 


If the Kennedy administration 
decides to set up an office of con- 
sumer counsel, they will find a lot 
of consumers just bull-headed 
enough to keep and follow their 
own counsel. 


Noting the success of foreign 
publishers who circulate their 
wares in France, Paris-Match has 
decided to reciprocate by turning 
out an English language edition for 
the edification of the beef eaters 
of Britain. 


The increased sales and lower 
earnings reported by many enter- 
prisers have restored to the finan- 
cial vocabulary the phrase created 
under similar circumstances a few 
decades ago—profitless prosperity. 


Copy Cus. 
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| The Washington Post with 2,610,000 
lines of Automotive Advertising in 1960 
i S fi rst q mong a ] ] n e sp ape rs AUTOMOTIVE ib nnaannnnennnian nce nntaaennea nt 
Year 1960 
. . ’ 6 and Fac aoemaiee 
in Americas top ten markets. \ The Washington Po 2,610,258 : 
= 3. Detroit News 2,043,520 © 
: 4. Detroit Free Press 1,831,668 = 
& 5. St. Louis Post-Dispatch 1,800,915 
6. Weshington Star 1,765,707 
7. Los Angeles Examiner 1,631,782 & 
8. Chicago Tribune 1,606,688 & 
= 9. New York Times 1,588,122 & 
FIRST IN WASHINGTON 
IN CIRCULATION 
IN ADVERTISING 
IN AWARDS 
ql 


Member Newspaper Color Advertising, Inc. 
Continuity Rates Apply to Both Color and Black and White. 


Represented by: Sawyer, Ferguson, Walker—N. Y., Chic., Det., Atlanta, Phila., San Fran., Los Angeles; Joshua B. Powers, Ltd—London; Senor G. Enriquez Simoni— 

Mexico City; Allin Assoc.—Toronto & Montreal; Hal Winter Co., Florida Hotel & Resorts, Miami Beach; Tom McGill, New England Hotel & Resorts, W. Roxbury, Mass.; 

Lou Robbins, N. Y. & N. J. Hotel & Resorts, 1265 B’way, N. Y.; Grant Webb Co., Fin. Adv.—N. Y., Chic., San Fran., Los Angeles, Seattle, Boston, Phila.; C. E. Starck, 
Pocono Hotel & Resorts, 86 E. Beverly Pkwy., Valley Stream, N. Y.; Puck, The Comic Weekly. 
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traight talk? Yes...but then Arthur 
Godfrey always means business. Ask his sponsors. 
Ask Tetley Tea, Sylvania, Clairol and Underwood 
Deviled Ham,to mention just four. 


And right now the Godfrey Extension Plan on the 
CBS Radio Network opens up an unprecedented 
opportunity for you to make the most of Arthur 
Godfrey’s salesmanship—to experience Godfrey’s 
effectiveness yourself. 


Here’s how it works. Advertisers who sponsor one 

10-minute segment of top-ranking Arthur Godfrey 

Time weekday mornings can now buy six addi- 
tional program-integrated Godfrey 


44iwant to inal the business- = ©™mercials. Delivered as only he 
man who has too much plant can. Placed where they promise to 


do the most good—morning, noon 
and wants to fill it with work 33 or night—weekdays or weekends, 


This means that, for the first time, 
Arthur Godfrey can sell for you all through the 
week, in a variety of peak listening times in 200 
markets coast to coast. 


Sound intriguing? Sounds even better when 
Arthur tells it. You two should get together. Call 
your agency account executive or CBS Radio 
Network representative for an appointment. Like 
Arthur Godfrey, he means business too. 


THE CBS RADIO NETWORK 


Note: Excerpt from Arthur Godfrey speech before RTES Time Buying and Selling Seminar. 
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Spend More on Ads to Boost Tourism 


to Europe, Travel 


(Continued from Page 3) 
ing “tourism not as a vast and 
vital economic activity, but as a) 
cure for a balance of payments 
problem.” Mr. Lickorish, who was 
unable to be present to deliver his 
report, said: 

“When anxiety about the bal- 
ance of payments fades, the state’s 
willingness to continue the invest- | 
ment diminishes. The very success | 
of the original support often kills | 
further effort. 

“The short-term balance of pay- | 
ments approach is this: If in 
pain, restrict residents’ freedom by 
currency ‘allowances’ and try a 
whiff of publicity abroad. If in- 
ternational trade is _ nationally 
healthy, do nothing—tourists seem 
to be coming anyway. 

“Neither course works. It would 
not in any other consumer industry, 
so why in the tourist business?” 


s Mr. Lickorish noted that total 
expenditures promoting travel to 
Europe have been estimated at 
about $12,000,000 a year. “This,” 
he pointed out, “represents little 
change over the past five years. 
Since receipts are now running at 
over $1.05 billion, this represents 
only 1% of turnover. When pro- 
motion money is limited, there is 
a tendency to concentrate on im- 
mediate sales—to sell what was 
proved popular yesterday. Experi- 
ment, new ideas, investment in 
even the short long term—the day 
after tomorrow—are starved. But 
in this age of change and of im- 
mense opportunity, experiment is 
essential.” 

The British travel executive 
conceded grudgingly that there 
has been an appreciable increase 
in U. S. travel to Europe—it has 
expanded by 300% since 1950. 
But he questioned whether those 
results were so satisfactory. After 
all, he said, these were years of 
economic expansion, and it would 
have been “astonishing” if growth 
had not occurred. And it still re- 
mains true, he told the confer- 
ence, that the proportion of U. S. 
disposable income spent on travel 
to Europe is less today than it was 
before the war. 


® Mr. Lickorish asserted that it is 
an exaggeration to say that the 


U. S. market for European travel is 
broadening. “In 1960,” he pointed 


out, “0.5% of the U. S. population | 
visited Europe. It took seven years | 


to reach this figure, which is dou- | 
ble that of 1954. In other words, | 
despite a period of great increase in 
the volume of traffic, we have only 
penetrated the U. S. population to) 
the extent of 25% more. This can- 
not imply a significant break- 
through into new income or class 
levels. 


“International travel is being) 


sold to some extent to travelers 
slightly below the income or class 


levels of people who traveled in| 
the immediate postwar years. But | 
much of the increased volume is | 


also due to higher frequency of 
trips of experienced travelers, who 
are probably greatly attracted by 
fare reductions and who can be 
stimulated to more frequent trips | 
by rises in living standards.” 


Conference Urged 


|which show that there are now 
‘some 12,000,000 Americans “with 


the money, the opportunity and 


‘some degree of interest in cross- 


ing the Atlantic,” Mr. Lickorish 
offered the pessimistic comment 


‘that at the present rate of prog- 


ress it will take 20 years to bring 
these 12,000,000 across the ocean. 

He concluded with the sugges- 
tion that Europe pay more atten- 


tion to marketing its tourist attrac- 
tions, including research that will 
turn up better ways to motivate 
Americans to cross the Atlantic. 


® Birger Nordholm, director of the 


Swedish National Travel Office, 
told the conference that marketing 
techniques will have to be im- 
proved, because in the future Eu- 
rope will face stiff competition for 
the U. S. tourist dollar from other 
areas of the world. 

“Modern transportation, which 
puts opposite ends of the earth a 
day away from each other, also 
denies us the luxury of taking for 
granted the preferred position we 


have enjoyed so long in the tourist 
field,” he said. “We shall have to 
double and redouble our efforts if 
we are to maintain Europe as the 
main vacation goal for Americans.” 


@ Whereas Mr. Lickorish estimated 
travel-to-Europe promotion in the 
U.S. at $12,000,000, Mr. Nordholm 
put the figure at $32,000,000, al- 
though he noted that he was in- 
cluding expenditures by airlines, 
steamship companies and travel 
agencies. “That’s an impressive 
sum, but is it enough?” he asked. 
“Is it being spent with maximum 


| effect?” 


Arthur Haulot, Belgiurm’s high 
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commissioner of tourism, expressed 
satisfaction with the increase of 
U. S. tourist traffic to Europe, and 
he said Europe welcomes U. S. 
plans to attract European tourists 
to America. “Europeans,” he said, 
“have long yearned to be able 
to explore the 20th century New 
World to which we owe so much.” 


= Addressing the dinner which-~ 
concluded the conference, Secre- 
tary of Commerce Luther H. 
Hodges assured the Europeans that 
while the U. S. government wants 
to increase the flow of European 
tourists to America, “our payment 


1. THE TIMING OF BUILDING 
PRODUCT DECISIONS 


A study indicating when, in the total 
process of creating a building, archi- 
tects usually make their “type” and 
“brand”’ decisions with respect to 24 
different types of products. 


2. BUYING INFLUENCES IN 
ARCHITECTURAL OFFICES 


An independently sponsored study 
showing who, by title or function, in- 
fluences product selection and who 
actually writes the specifications. 


4. BUILDING BUSINESS IN 


THE SIXTIES 


A projection of trends in nonresi- 
dential and residential building ac- 
tivity by the Economics Division of 
F. W. Dodge Corporation (reprinted 
from Architectural Record). 


Record — 


495 119 West 40th Street 
New York 18, N. ¥. 
OXford 5-3000 


| 


® Mr. Lickorish noted that of the 


800,000 trips made to Europe by 


Americans in 1960, 400,000 were | 


repeat visits, and some of these 
were made by “professional travel- 
ers, who virtually commute across 
the Atlantic.” 

He pooh-pahed the talk about 
all the U. S. secretaries who go 
on European vacations. It’s possi- 
ble, he said, to show enormous 


7. MR CONDITIONING STUDY 


Architect specification practices 
and product preferences in 1937, 
1947, 1952 and 1960. 


increases in recent years “but the 


base is usually very small and the 


proportion of secretaries among 


all travelers is also small.” 
Citing ETC 


research figures 


F. W. DODGE 
CORPORATION 


A McGrow-Hill 
Compony 


9. ANALYSIS OF ARCHITECT ACTIVITY 


A detailed study of the number, type and dollar 
value of buildings planned by 1,160 architectural 
offices for periods up to seven years. 


Source: F. W. Dodge Corporation’s exclusive 
Cumulative Activity Record of the day-to-day plan- 
ning activity of individual architectural offices. 


3. GUIDE TO GOOD ARCHITECTURAL ADVERTISING 


A distillation of constructive criticism and sug- 
gestions by architects and engineers contained in 
some 5,000 written responses to Architectural 
Record’s Continuing Readership Research. 


6. ARCHITECT-ENGINEER PLANNED WORK—1960 


An analysis of Dodge Reports showing percentage of 
projects and dollar volume of various types of nonresi- 
dential buildings planned by architects and engineers. 


8. CONSTRUCTION OUTLOOK 1961 


F. W. Dodge Corporation’s official annual pre- 
view of construction potentials (reprinted from 
Architectural Record). 
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deficit does not require any Amer- 
ican to delay or give up his plans 
for a vacation abroad.” Mr. Hodges 
added: 

“Since we believe foreign travel 
is good for Americans and for our 
country, we have no intention of 
trying to stop them from going 
abroad. What we want to see is a 
rising tide of two-way tourist 
travel between the U.S. and other 
countries.” 


= There was a bit of by-play at the 
conference between airlines and 
steamship companies. Airplanes 
have now eclipsed ships as the 
leading carrier of tourists across 


the Atlantic, and some steamship 
lines are beginning to take um- 
brage. Newspaper travel sections, 
for example, are now carrying an 
ad from American Export lines 
with the headline: “When we say 
$540 to Europe and back—we mean 
‘all the way’!” The ad, promoting 
an all-inclusive package cruise to 
Europe, advises readers: 

“Some trips to Europe are fan- 
tastic bargains. Others only sound 
like it. What is a bargain and 
what is not? 

“A bargain is not a 17-day, hur- 
ry-up excursion at a fare that feeds 


gets you.” 


@ Perhaps this is what Willis P. 
Lipscomb, vp-traffic and sales, 
Pan American World Airways, 
was referring to at the conference 
when he expressed the pious hope 
that each industry will now “em- 
phasize its own virtues, rather than 
indulging in invidious comparisons 
with the other mode of travel.” 
Mr. Lipscomb’s comment drew a 
quick retort from Ben H. Russell, 
director of Cunard Steamship Co., 
who said: “We will mind his ad- 
monition, but I suggest he look in 


|you a quick meal...drops you in 
| Shannon, let’s say ...and then for- 


| the mirror himself.” 
Donald N. Martin, executive di- 


rector of the European Travel 
Commission, was applauded en-| 


thusiastically for his presentation | [ 


of the new ETC campaign to pro-| 
mote off-season traffic. This cam- | 
paign, which will break in the 
June Holiday, features the special 
attractions Europe has in October 
and November. It will be keyed 
to the themes, “Come to open 
house in Europe” and “See the 
European’s Europe.” One of the 
selling tools is a modernistic color 
film, produced with a slick pro- 
fessionalism that may gain it ex- 
posure in film art houses. 

George Brownell, a travel] agent 


information for you... 


subjects. 


9. EDITORIAL ANALYSES 


Leading architectural magazines com- 
pared in terms of total pages devoted 
to various building types and other 


Architectural Record publishes more 


10. DODGE-DOCUMENTED MARKET COVERAGE 


A study of Architectural Record’s coverage of all 
architect-planned work reported by F. W. Dodge 
Corporation in 26 states in 12-month periods. 


94% of all architect-planned nonresidential build- 
ing; 81% of all architect-planned residential building 
is verifiably in the hands of Architectural Record’s 
own architect and engineer subscribers. 


13. ROSTER OF NEW 
AND CONSECUTIVE 
ADVERTISERS 


Architectural 
Record had the 
most new advertis- 
ers in its field in 
1960 (1380)—and the 
most consecutive 
advertisers (397). 
141 advertisers 
have used the 
Record continuous- 
ly for 10 or more 
years! 


12. ADVERTISING ANALYSES 


A comparison of leading architectural 
magazines in terms of number of 
advertising pages, number of adver- 
tisers, and total pages in major 
product categories. 


Year after year more building prod- 
uct advertisers place more advertis- 
ing pages in Architectural Record 
than in any other architectural 
magazine—62% more in 1960. 


16. THE MAGAZINE 
ITSELF 


Every page of Ar- 
chitectural Recordis 
edited specifically 
for architects and 
engineers. And edi- 
torial content is 
continuously timed 
and balanced with 
the aid of Dodge 
Reports to be of top 
value to architects 
and engineers in 
terms of the work 
on their boards. 


— IS. AUDIT 
BUREAU 
OF CIRCULATIONS STATEMENT 


(Dec. 31, 1960) 


More architects—and more engineers 
—subscribe to Architectural Record 
than to any other architectural mag- 
azine. (See recapitulation of architect 
and engineer circulation on pages 
two and three of A.B.C. statements.) 
And you can reach them at the- 
lowest rate per page per thousand. 


editorial pages than any other maga- 
zine in its field—including more on 
the design of both nonresidential 
buildings and residential buildings. 


T1. EDITORIAL RESEARCH 


Outline of the significance of Eastman 
Editorial Research Service to pub- 
lishers and advertisers. 

Highly respected Eastman Editorial 
Research Service is employed exclu- 


sively in its field by Architectural 


Record , . . and has been since 1956. 


14. SUMMARY OF READERSHIP 
STUDIES 


161 studies sponsored by building 
product manufacturers and advertis- 
ing agencies. 


Architects and engineers have voted 
Architectural Record “preferred” in 
146 out of 161 advertiser-sponsored 
studies for which results are available. 


3K Please send me the items circled 
below to help me select the right 


_architectural magazine for my 


advertising: 


+ Bares 
Se Ree 
3 2 
3 4 1 16 


Pi fi 


FLIGHTY—Riverside Cement Co., Los 
Angeles, will use ads like this to 
announce its opening of the “first 
white cement plant in the West.” 
The color page is scheduled in six 
building and architectural maga- 
zines. 


from Birmingham, Ala., had a 
concrete suggestion for the Euro- 
peans on how they might increase 
off-season travel. Mr. Brownell 
told the conference that Miami 
Beach hotels now enjoy a flourish- 
ing summer trade because they 
reduced their rates 50%. 


s “The reason I’m telling you this 
success story,” he said, “is be- 
cause I firmly believe that this is 
the magic formula that can wipe 
out the off-season lull in some 
European areas. Instead of trying 
to dispose of their piston aircraft, 
why can’t airlines establish an 
austerity coach fare to Europe at 
50% less than normal fares? And 
why can’t the steamship compa- 
nies slash their off-season fares in 
a like manner? Reductions like 
this would certainly increase traf- 
fic—both ways—across the Atlan- 
tic, at the time of the year when 
it is needed most.” 

Although all major airline and 
steamship companies were repre- 
sented at the conference, no one 
jumped to pick up Mr. Brownell’s 
suggestion. + 


‘Tahoe Sierra Tribune’ Names 
Van Sooy Editor, Publisher 


Neal Van Sooy, formerly editor 
and publisher of the Appeal, Car- 
son City, Nev., has been named 
editor and publisher of the Tahoe 
Sierra Tribune, Al Tahoe, Cal. Lyle 
Laughlin, former publisher, be- 
comes business manager. Zane 
Miles, former editor, has not an- 
nounced his future plans. 


Weber, Geiger Adds Hoist Unit 

The hoist & crane division of 
Robbins & Myers, Springfield, O., 
has switched its account from Odi- 
orne Industrial Advertising, Yel- 
low Springs, O., to Weber, Geiger 
& Kalat, Dayton. Weber, Geiger 
has been handling four other Rob- 
bins & Myers divisions for five 
years. 


Roosevelt Joins Callan Co. 

Elliott Roosevelt, son of the late 
Franklin Delano Roosevelt, has 
been named publications adminis- 
trator of Hoffman Callan Co., Min- 
neapolis printing and publishing 
house. He will direct the expansion 
of the motor travel directory pub- 
lished by Callan for Motor Travel 
Services, an affiliate. 


McCreary Tire Names Lando 
McCreary Tire & Rubber Co., In- 
diana, Pa., has named Lando Ad- 
vertising Agency, Pittsburgh and 
Erie, to handle its advertising. 


‘Good House’ Boosts Price 
Good Housekeeping will increase 
its cover price from 35¢ to 50¢ be- 


ginning with its October issue. 
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4 Firm up your business by advertising to 
@ __ the premium male market in ELKS MAGAZINE 
If your business is slow to respond as the economy turns up—try a promotional push to 
the affluent, acquisitive Elks market. Elks are among the nation’s top earners . . . with a 
— high $8,257 median income*. They are mature heads of households whe own and buy just 
about everything at a record rate’. 
Nearly Y2 are business owners, officials or professional men—well paid, well housed, 
well traveled community leaders. Advertising to Elks is smart. They are proven buyers— 
with the temperament and the means for making consistently large scale expenditures on 
business, shelter, apparel, leisure, luxury and service items. 
Get tough with yeu ad dolar. Squeeze it for ail it’s worth with sales messages in ELKS 
MAGAZINE . e@ only publication designed to exclusively reach, influence and sell the 
dynamic Elks group. The cost—about ‘2 that of other leading Men's books. 


CIRCULATION.......... 1,285,420 (ABC 12/31/60) 
$2.37 


« Chicago, "360 N. Michigan Ave. 


e Los Angeles, 5909 W. Srd St. 


BUT... People Cost Only Pennies Per Thousand 
On WKZO Radio For Kalamazoo - Battle Creek 
And Greater Western Michigan! 


For only a few cents per thousand, WKZO 
Radio sends your announcements to the 
largest radio audience offered by any station 
in Kalamazoo-Battle Creek and Greater 
Western Michigan. 

7-COUNTY PULSE REPORT WKZO walloped all competition by landing 
KALAMAZOO-BATTLE CREEK AREA — JULY, 1960 the No. 1 position in all 360 quarter hours 


surveyed, 6 a.m.-Midnight, Monday through 
Se ee Noda set Friday, in the latest Pulse Report (see left). 


| WKZO | Station “B” | Station “Cc” 
6 A.M. - 12 NOON 29 19 
12 NOON - 6 P.M. 28 17 
6P.M.-12 MIDNIGHT| 32 17 


And when you're selecting radio markets, 
remember that Kalamazoo alone is expected 
to outgrow all other U.S. cities in personal 
income and retail sales between now and 
1965. (Source: Sales Management Survey, July 10, 1960.) 


% $29,400 was bid for a 3- year-old Golden Talk to Avery-Knodel soon about WKZO 
Pekingese champion in Montreal, January, 1956. Radio for Greater Western Michigan! 


WKZO 


CBS RADIO FOR KALAMAZOO-BATTLE CREEK 
AND GREATER WESTERN MICHIGAN 
Avery-Knodel, Inc., Exclusive National Representatives 


| 


Advertising Age, April 24, 1961 


Getting Personal 


Stanley Fein, an art director at Doremus & Co., New York, is 
having his first one-man exhibit of drawings and paintings at the 
Phoenix Gallery. The show will run from April 21 to-May 11... 

Mrs. Jane Landrum Bell, owner of the Jane Bell Direct Advertis- 
ing Service, New York, and for ten years executive manager of the 
Direct Mail Advertising Assn., was married April 21 to Jerry Forest 
Burton, manager of the retail advertising division of Scripps-How- 
ard Newspapers. They’re honeymooning in Bermuda . . . Mary 
Elizabeth Barber, on Life’s editorial staff, was married April 8 to 
Arthur James Davidson of Thompson-Koch Advertising, New York. 

. A May wedding is planned for Diane Darrigan, daughter of 
Newsweek’s treasurer Tom Darrigan, and Kenneth P. Walsh of 
Cannon Mills . . . In an April 12 ceremony Evelyne Bloch, re- 
ceptionist with U.S. Rubber Co., was married to Marvin Bader, 
ABC’s commercial coordinator .. . 

Emily Laura, a third child, was born April 10 to Mr. and Mrs. 


Mel Rubin. Father is board chairman of Shaller-Rubin Co., New 
York agency... 


PINEAPPLE PICKERS—AI and Lily Leininger (he’s exec vp and ad direc- 
tor of Parents’ Magazine) do some field work while visiting Willie 
Paul, associate manager of one of California Packing Corp.’s pine- 
apple plantations on the island of Oahu in the Hawaiian Islands. 


Mrs. Robert E. Kintner, wife of NBC’s president, has been named 
to the national advisory council for the Peace Corps by President 
Kennedy. She is also active in the International Children’s Fund 
of the United Nations. . . 

Hugh J. Kelly, exec vp of McGraw-Hill Publishing Co., has been 
named to the advisory committee on the Hall of Education that is 
planned for the International World Fair in 1964-’65. .. 

Albert Frank-Guenther Law played host April 4 at a dinner for 
21 “pioneer” employes who have been with the agency since it 
merged into its present corporate structure in 1932. Among those 
honored: Rudolph Guenther, former board chairman who is 90 years 
old and still active as an agency director. . . 

Eliott (Pappy) Odell, vp and ad director of Farm Journal, attend- 
ing the advertising, publishing and entertainment Scout Lunch-O- 
Ree in New York recently, was surprised to learn he had been de- 
signated Good Scout of 1960—“I wondered whom they were talking 
about.” He serves as co-chairman of the magazines committee of the 
New York Lunch-O-Ree and has been active in the Boy Scouts for 
many years... 

Texas fund raiser—Joe Dealey, president of the Dallas Morning 
News and WFAA and WFAA-TYV, will head the development council 
of the Dallas children’s medical center to plan a fall building cam- 
paign... 

Jack J. Freeman, senior art director of R. Jack Scott, recently 
was awarded $200 for a water color in the Chicago Art Institute’s 
annual artists and vicinity show. The same painting won him $100 
last year in the Chicago Art Directors annual water color ex- 
hibit... 

The man with a green thumb—Samm Sinclair Baker, of Donahue 
& Coe’s executive staff, and author of several gardening books— 
has turned to radio. He’s written and recorded a series of one- 
minute instructive spots called “Miracle Gardening Tips’ for Harry 
S. Goodman Radio Productions, which will be syndicated to radio 
stations ... 

Merger in Los Angeles—A late June wedding is planned by San- 
dra Forbes on the production staff at Foote, Cone & Belding and 
Robert O’Neil Pearle in the media department of Young & Rubi- 
cam. Father of the bride-to-be is Jack Forbes, vp and Los Angeles 
office manager of Kelly-Smith Co., newspaper representative. And 
on April 8 Nita Ruddick, who formerly owned her own agency in 
Denver, married Harry K. Duvall... 

March 29 was a memorable day for Frank C. Mirabile, partner 
in the Welch, Mirabile agency of Baltimore. On that day, as he was 
in the midst of moving his agency to larger quarters, his wife gave 
birth to their sixth child, their second boy... 

The Albany, N. Y., chapter of the Assn. of Industrial Advertisers 
gave its adman of the year award to Karl L. Koss, program plan- 
ning manager of General Electric’s advertising and sales promotion 
department, Schenectady... 

Draper Daniels, exec vp of creative services for Leo Burnett Co., 
Chicago, recently was initiated as a professional member of the 
G. D. Gaw chapter of Alpha Delta Sigma... 
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Redbook Gives You The Best Years Of Their Lives 


-Today’s Young Adults are living the best years of their lives right 
now. The rich years. The active years. The years of marrying, 
having babies, buying homes of their own. They’re the best years 
for everybody. Including advertisers. Seven years ago, Redbook 
foresaw the population explosion and decided to become a mag- 
azine exclusively for Young Adults. Anticipating the years when 
millions of war babies would be stepping out of their teens and 
into the life of Young Adults, Redbook set out to edit exclusively 


to the special tastes and interests of this age. The result: today’s 
Redbook. Their book. And becoming more so every day. Cir- 
culation guarantee has just been raised again—to Red dbo Ok 
3,450,000—with the highest percentage of Young | 
Adults of any mass magazine in the country. Natu- § 
rally, advertisers have been attracted, too. Display © 
linage first quarter was up 18.2%—in spite of the © 
recession. Good years. The best years. Right now... ” 


ae Sage eee 
ee Sore. 


sae 
| aan eee, Slt tae 


‘REDBOOK: The Magazine for Young Adults. 230 Park Avenue, New York 17, New York, MUrray Hill 6-4600—and Chicago, Boston, Los Angeles, San Francisco. Another exciting publication of THE McCALL CORPORATION. 
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5TH CITY IN TEXAS 

And the heart of the El Paso Southwest 

A rich 24 county area with an effective 
BUYING INCOME OF 
$1,230,351,000 


There is Good Business in the Southwest 


The Zl Paso Times 


Morning and Sunday 


El Paso Herald-Post 


Evening 
COMBINED CIRCULATION 105,739 


F __ EL PASO... CAPITAL CITY OF 
! THE FABULOUS SOUTHWEST 


Hackett Joins Sturm Studios 

Harold Hackett, formerly with 
Program Sales, has been appointed 
president of Sturm Studios, New 
York, producer of animated and 
live tv commercials. Other officers 
named in the company’s reorgani- 
zation move are Raymond Junkin, 
previously president of Program 
Sales, exec vp, and William Sturm, 
founder of Sturm Studios, vp. The 
Sturm company plans to enter into 
the production of live and film 
programs, as well as the syndica- 
tion of shows. 


Ward Joins General Outdoor 

Kenneth J. Ward Jr., formerly 
sales promotion manager of the 
southern region of Foster & Kleiser 
Co., has been named sales promo- 
tion director of General Outdoor 
Advertising Co., Chicago. Mr. 
Ward, who also will be responsible 
for GOA’s advertising, succeeds 
George F. Vesley, who moved from 
director of sales promotion and ad- 
vertising to director of branch sales 
last December. 
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NESS 


‘CHANGES ITS NAME 


—AND BECOMES 


a 2 


REFLECTING... 


the dynamically increasing scope of activ- 
ities centered in the office 


the widening range of responsibilities 
carried by the administrative executive 
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ADMINISTRATIVE MANAGEMENT keeps pace with the exploding office 
market. From a paid circulation of 10,000 in 1953 it has grown to 
40,000 average net paid, guaranteed for the year 1961, the only inde- 


pendent ABC paid circulation magazine in the office field. 


Administrative )anagement 


Formerly OFFICE MANAGEMENT AND AMERICAN BUSINESS 
Published by Geyer-McAlilister Publications — Publishers since 1877 


212 Fifth Avenue, New York 10, N. Y. 
BOSTON + CHICAGO + LOS ANGELES * SAN FRANCISCO 


Advertising Age, April 24, 1961 


Coming 
Conventions 


*Indicates first listing in this column. 

April 24-27. American Newspaper Pub- 
— Assn., Waldorf-Astoria Hotel, New 
York. 

April 25-27. Salés Promotion Executives 
Assn., fourth annual conference, Benjamin 
Franklin Hotel, Philadelphia. 

April 28-30. Alpha Delta Sigma, profes- 
sional advertising fraternity, national con- 
vention, University of Minnesota, Min- 
neapolis-St. Paul. 

May 1-3. Assn. of Canadian Advertisers, 
Royal York Hotel, Toronto. 

May 4-6. Western States Advertising 
Agencies Assn., 11th annual conference, 
Shelter Inn, San Diego, Cal. 

May 4-6. Associated Business Publica- 
tions, spring meeting, The Homestead, 
Hot Springs, Va. 

May 17-9. Magazine Publishers Assn., 
42nd annual spring conference, The 
Greenbrier, White Sulphur Springs, W. Va. 

May 7-10. National Assn. of Broadcast- 
ers, annual convention, Sheraton Park 
and Shoreham Hotels, Washington, D. C. 

May 8-9. Direct Mail Advertising Assn., 
West Coast conference, Statler Hotel, Los 
Angeles. 

*May 8-10. Assn. of Railroad Advertis- 
ing Managers, annual convention, Royal 
Orleans Hotel, New Orleans. 

May 11. Assn. of National Advertisers, 
workshop on International Advertising, 
Hotel Plaza, New York. 

May 14-17. National Sales Executives, 
annual convention, San Francisco. 

May 21-24. National Newspaper Promo- 
tion Assn., annual convention, Waldorf- 
Astoria Hotel, New York. 

May 25-28. Federation of Canadian Ad- 
vertising and Sales Clubs, 14th annual 
conference, Ottawa, Ont. 

May 27-31. Advertising Federation of 
America, 57th annual convention, Park 
Sheraton Hotel, Washington, D. C. 

June 11-14. Assn. of Industrial Advertis- 
ers, annual conference and exposition, 
Statler Hilton, Boston. 

June 11-23. Advertising Federation of 
America, third annual management sem- 
inar in advertising and marketing, 
Chatham Bars Inn, Cape Cod, Mass. 

June 12-14. Poster Advertising Assn. 
of Canada, Chantecler Hotel, Ste. Adele, 
P.Q., Canada. 

June 19-21. American Marketing Assn., 
44th annual conference, Ambassador Ho- 
tel, Los Angeles. 

June 21-24. Trans-America Advertising 
Agency Network, annual meeting, Shera- 
ton-Plaza Hotel, Boston. 

June 25-28. Annual sales promotion 
convention, National Retail Merchants 
Assn., Mount Washington Hotel, Bretton 
Woods, N.H. 

June 25-28. New England Newspaper 
Advertising Executives Assn., summer 
meeting, Mount Washington Hotel, Bretton 
Woods, N. H. 

25-29. Advertising Assn. of the 
West, annual convention, Olympic Hotel, 
Seattle. 

June 25-29. National Advertising Agen- 
cy Network, annual management confer- 
ence, Broadmoor Hotel, Colorado Springs. 

June 25-29. American Academy of Ad- 
vertising, annual meeting, University of 
Washington, Seattle. 

July 9-12. Newspaper Advertising Exec- 
utives Assn., Statler Hilton Hotel, Detroit. 

Aug. 1-4. Fourth annual Advertising 
Age Creative Workshop, Palmer House, 
Chicago. 

Aug. 18-19. Newspaper Advertising Ex- 
ecutives Assn. of the Carolinas, summer 
meeting, Grove Park Inn, Asheville, N. C. 

Sept. 8-10. lowa Daily Press Assn., an- 
nual meeting, Hotel Savery, Des Moines. 

Sept. 11-17. Affiliated Advertising 
Agencies Network, 17th annual interna- 
tional meeting, Sheraton-Blackstone Ho- 
tel, Chicago. 

Sept. 20-22. International Advertising 
Assn., European Conference, Madrid. 

Sept. 21-23. Advertising Federation of 
America, 10th district convention, Hotel 
Mayo, Tulsa. 

*Sept. 30-Oct. 1. Ohio Daily Newspaper 
Advertising Executives Assn., annual ad- 
vertising clinic, Fort Hayes Hotel, Colum- 
bus, O. 

Oct. 10-13. Direct Mail Advertising 
Assn., 44th annual convention, Statler- 
Hilton Hotel, New York City. 

Oct. 16-17. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Assn. 

Oct. 22-27. Outdoor Advertising Assn. 
of America, Diplomat Hotel, Hollywood- 
By-The-Sea, Filia. 

Nov. 2-4. Assn. of National Advertisers, 
annual national meeting, The Homestead, 
Hot Springs, Va. 

Nov. 6-8. Broadcasters’ Promotion Assn.. 
annual convention, Waldorf-Astoria Hotel, 
New York. 

Nov. 7-9. Point-of-Purchase Advertising 
Institute, 15th annual symposium and ex- 
hibit, McCormick Place, Chicago. 

Nov. 15-17. Television Bureau of Ad- 
vertising, annual meeting, Statler-Hilton, 
Detroit. 


Goodrich Boosts Howard 

Robert O. Howard, formerly ad- 
‘vertising and sales promotion 
manager of the associated tire and 
accessories division of B. F. Good- 


rich Co., Akron, has been named 
manager of advertising of Interna- 
tional B. F. Goodrich Co., a Good- 
rich division. 
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GOWN: LANVIN-CASTILLO, PARIS, PHOTO: PETER FINK 


The mistress of all 
she surveys. A 
gracious hostess 
waiting for her 
guests to arrive. 


The interesting 
and the interested 
will both enjoy 
the company 


of a“Metropolitan 


personality.” 


METROPOLITAN 
BROADCASTING 


205 East 67th Street,New York 21, N.Y. 


an 


TELEVISION STATIONS 
WNEW-TV New York,N.Y. 
WTTG Washington,D.C. 
KOVR Sacramento- 
Stockton , California 
WTVH Peoria, Illinois : 
WTVP Decatur, Illinois 


RADIO STATIONS 


WNEW New York,N.Y. 
WHK Cleveland ,Ohio 
WIP Philadelphia, Pa. 


A DIVISION OF METROMEDIA,INC. 
other divisions are: 

Foster & Kleiser 

Worldwide Broadcasting 
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‘Newsweek’ Names Four 
Laurence C. B. Laurie, formerly 
advertising director of Newsweek 
International, has been named in- 
ternational ad manager of the mag- 
azine’s domestic edition in New 
York. Preston Babcock, previously 
European ad director in London, 
has been named to succeed Mr. 
Laurie. Francis Seidler, last with 
Mather & Crowther Ltd., London 
agency, and earlier with News- 
week, has rejoined the publication 
to succeed Mr. Babcock. Norman 


W. William, previously with United 
Press International’s Asia division, 
has joined Newsweek as projects 
manager of the Pacific edition, 
succeeding Gene Gateley, who re- 
signed to join Asia Magazine. 


Paramount, Talent Sign Pact 
Paramount Pictures Corp., New 
York, has acquired 50% interest 
in Talent Associates, tv and mo- 
tion picture packager. Alfred Levy 
and David Susskind, president and 
exec vp, respectively, of Talent 


Associates, received an undisclosed 
cash amount and number of shares 
of Paramount common stock in the 
transaction. Paramount’s tv pro- 
duction activities henceforth will 
be integrated into Talent Asso- 
ciates. 


Ellington Adds One 

Ellington & Co., New York, has 
been named to handle the adver- 
tising account of the Castle Har- 
bour, a Bermuda hotel. The agency 
said the hotel’s campaign, to start 


in June, will run in Holiday, Sports 
Illustrated and Time. Newspapers 
will include the Boston Herald and 
New York Times Magazine. Wen- 
dell P. Colton Co. is the former 
agency. 


Grimm & Craigle Adds Two 
Protection Mutual Insurance Co., 
Park Ridge, Ill, and George T. 
Schmidt Inc., Chicago, manufac- 
turer of marking machines, have 
appointed Grimm & Craigle, Chi- 
cago, to handle their advertising. 


NEW 
BEST SELLAH 


GLOBE 


— 


WUiiicchoccocdccse Pvatasct¥ete 


The Globe sells everything 
from antiques to bean pawts 


Boston citizen’s answer to 
question: ‘‘Do you have 
The Globe home delivered?” 


Oe, 


‘ 
« 
° 
« 
« 
‘ 


THE GLOBE-1ST IN ; THE 
HOME DELIVERY 


PTT TTT 


[ FOUND A WE WON MORE 

MAHVELOUS| : | JOURNALISM 

PRINT OF AN ‘ AWAHDS 

OLD CHINER |: pes Brac 
LIPPAH 3 | A 

aetna A IN BAHSTON 


AD. CAWMUN. 


Well, not quite that many, 


a Aon 


AHEAD-— IT'S 
GOING To BE. 


MIGHTY HAHD 
To CATCH 


UP. 


Advertising director of 
another Boston paper 
upon learning: 


TOTAL ADV. LINAGE 


OF CAWSS, 
I DON'T 

READ BOTH 
THE MAHNING 
AND EVENING 
GLOBE ! 


: Why should he? It’s the same : 
paper except for the news. 


GLOBE-1ST IN 


eccees 


— uh, pots — to prints of 
old Yankee sailing vessels. 


but more than all other 


Boston newspapers combined. 


Each edition delivers a 
fresh audience. 


THE GLOBE-1ST 


ROP COLOR 


PPPrrrrrrrrrrrr 


TOTAL CLASSIFIED 


This refugee from Durgin- 
Park’s restaurant likes 
The Globe’s ROP color ads_ 
as much as cod and chowder. ; 


THE GLOBE-1ST IN 


IN | 


THE GLOBE-1ST IN 
BLUE RIBBONS 


THE 


UNDUP. COVERAGE 


GLOBE-1ST IN 


MILLION 
MAHKET 


Want to heah moah? Just 
call a Million Market Man. 


A MILLION MARKET NEWSPAPER: 


NEW YORK - 
; LOS ANGELES - 


THE GLOBE-1ST IN PRACTICALLY EVERYTHING 


CHICAGO + DETROIT F 


SAN FRANCISCO 


Advertising Age, April 24, 1961 


Prospectus Says 
Max Factor Is No.3 


Cosmetics Marketer 


New York, April 18—Max 
Factor & Co. had sales of $59,- 
238,000 last year and believes it 
is No. 3 in the cosmetics indus- 


Factor’s facial makeup line 
accounted for about 39% of its 
net sales, fragrance products 
about 16%, and all other prod- 
uct lines less than 15% each. 
These included lipstick, eye 
makeup, hair care products, 
men’s toiletries, skin care 
creams and lotions, and deodor- 
ants. 

This month Factor introduced 
Nail Satin, its first extensive 
line of nail polishes. Next month 
it will start marketing finishing 
powder, a translucent powder 
used to impart a matte finish to 
the face. Sun pastels, a matte 
finish lipstick line was intro- 
duced in February. 

About 18.5% of net sales came 
from England; 122 other coun- 
tries contributed to the cosmet- 
ics company’s business. In de- 
scending order—and in no case 
accounting for more than about 
4%—they were Italy, Australia, 
France, Mexico, Germany, 
South Africa, and Brazil. 


a All this information was con- 
tained in a prospectus filed with 
the Securities & Exchange Com- 
mission by the Los Angeles cos- 
metics house. 

The late Max Factor Sr. 
founded the company in 1909 to 
sell cosmetics to the motion pic- 
ture and theatrical industries. 
Subsequent expansion was into 
consumer markets and now, 
while Factor “believes it is the 
principal supplier of profession- 


»|al makeup for the tv, motion 


picture and theatrical indus- 
tries, this business does not 
comprise a significant portion 
of the company’s total sales.” 
Factor sales in the past five 
years have gone from $32,613,- 
000 to a record $59,238,000 set 
in 1960. During this time net 
earnings nearly doubled, from 
$2,007,000 in 1956 to $4,023,000 
last year (the last figure is less 
a special deduction of $226,168 
for property expropriated by 
the Cuban government). 

No advertising figures were 
reported in the prospectus, al- 
though recent estimates placed 
the company’s budget around 
the $4,000,000 mark. + 


Hoefer Heads St. Louis Office 
James B. Hoefer, former rep- 
resentative in the Chicago area 
of Architectural Forum, now 
heads the magazine’s new office 
in St. Louis, in the Shell Bldg. 
He will represent the publica- 
tion also in Louisville, Indian- 
apolis, Kansas City, Memphis, 
Birmingham and Omaha. 


Small Joins WAVI, Dayton 


Franklin H. Small, formerly 
sales manager of WIL, St. Louis 


*| radio station, has been appoint- 


ed assistant general manager of 
WAVI, Dayton radio station. In 
addition to administrative du- 
ties, he will be in charge of the 
station’s sales. 


Wirka Joins Cruttenden 
Robert C. Wirka, formerly an 
account executive in the Chi- 
cago office of Doremus & Co., 
has been named director of ad- 
vertising of Cruttenden, Podesta 


& Co., Chicago-based invest- 
ment company. 


Wallace Stainless to Bleck 
The stainless steel division of 
Wallace Silversmiths, Lancaster, 
Pa., subsidiary of Hamilton 
Watch Co., has appointed Ted 


Black Agency, Reading, Pa., to 
handle its advertising. 
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The Modern Hospita 


Morison Milo 


Martineau Barnett 


ITALIAN-STYLE—Sandra Milo, Italian film star, dons bowling outfit (?) 

at the inauguration of Italy’s first automated bowling alleys. With 

her are two officials from AMF Overseas Corp.: Donald W. Morison, 

director of marketing, and David Martineau, vp; and Tom Barnett, 

assistant vp, international division of Erwin Wasey, Ruthrauff & 
Ryan, which handles AMF’s overseas advertising. 


Market Research 
Center Offers New 
TV Ad Test Setup 


New York, April 18—Pre- 
testing.television commercials is 
most effective when it is con- 
ducted in a normal viewing sit- 
uation, according to William 
Capitman, president of the Cen- 
ter for Research in Marketing. 

Speaking before the New 
York chapter of the American 
Marketing Assn., Mr. Capitman 
admitted that no research meth- 
od had yet been designed to 
measure a commercial’s ulti- 
mate objective—to sell a prod- 
uct. He said all available tests 
can only do the second best 
thing, and that is to measure 
the extent to which the com- 
mercial has communicated its 
message to the viewer. 

The researcher said his com- 
pany’s method of pre-testing 
commercials on community an- 
tenna tv systems is most realis- 
tic because it.is conducted in 
the privacy of the family view- 
ing circle, and the “medium is 
intended to be consumed in 
private.” He contrasted his 
method (called CC/TV) with 
systems which employ captive 
audiences or rear-screen pro- 
jection techniques, pointing out 
that “communication to large 
audience groups is different in 
character from private commu- 
nication.” 


s Du Pont, Pillsbury and 
Crown Zellerbach are some of 
the advertisers who have made 
use of the 16-month-old CC/TV 
method, he said. Results cannot 
be made public yet, but it is 
known that the tests were each 
conducted in one of the five 
community antenna systems 
which CC/TV is equipped to 
use. An example is Port Jervis, 
N.Y., where 2,200 out of 2,500 tv 
homes subscribe to the antenna 


about five days before the actual 
commercial test, Mr. Capitman 
said. 

Blank questionnaires are mailed 
to the sample group, and they are 
requested to watch a designated 
channel on their tv sets at a cer- 
tain time. At that hour, an an- 
nouncer comes on the screen, ask- 
ing the questions and indicating 
where the answers should be writ- 
ten on the questionnaires. 


a “The fact that we have a great 
deal of knowledge about our audi- 
ence permits us to match samples,” 
Mr. Capitman said. The CC/TV 
system, he pointed out, can also 
measure the effectiveness of vari- 
ous parts of a commercial; show 
how well the commercial is assim- 
ilated; determine whether it cre- 
ates or changes the image of a 
brand; and measure its effective- 
ness among competitive brands. 

As an example of an advantage 
of his system, Mr. Capitman point- 
ed to deodorant advertising which, 
he said, “tested in an audience sit- 
uation obtains a rather poor re- 
sponse, almost despite the specific 
content. Deodorants are personal 
products. They deal with an area of 
human experience which is not, as 
a rule, publicly discussed. In the 
home one can view a commercial 
of this intimate nature with a feel- 
ing that one is involved in a rela- 
tionship with the commercial. But 
exposure of the same commercial 
to several hundred people must 
either be offensive or a joke in 
poor taste.” # 


Ellis Adds Two Accounts 


Heico Inc., Stroudsburg, Pa., 
manufacturer of water purifiers 
and photo chemicals, and Brothers 
| Chemical Co., Orange, N. J., man- 
|ufacturer of laboratory and reagent 


test to determine brand attitudes |- 


“a MONTHLY magazine— the frequency overwhelmingly 


| chemicals and gas detection equip- | 


|}ment, have appointed Ray Ellis 
| Advertising, Chatham, N. J., to 
handle their advertising. 


| 


The Modern Hospital 


eee me Gere Careers oe tee 


Are one hewn ate Cte Mase es emg, 


If your marketing 
plans include the 


hospital market — 


ASK ANY QUESTION 


Tue Mopern Hospirat recognizes that selection of markets and 
media involves serious and important decisions. Intelligent decisions 


must be based on intelligent, well documented answers to intelligent 
questions. These documented answers THE Mopern HospPITAt is pre- 
pared to give, from its home office or through any one of its advertis- 
ing representatives. 


Ask about the market: number and location of buying units, poten- 
tial sale of product types, specific suitability of a particular product, 
product selection influences. 


Ask about the magazine: its market coverage, readership at various 
levels, response to editorial and advertising content, subscription 
methods and circulation record, pass-along distribution and reader- 
ship by secondary recipients. 


Ask about advertising patronage: how many advertisers, continuity 
of patronage, comparative standing in the field. 


ASK ANY QUES TION—ask it now, as you plan your marketing 


program. Ask the same questions of other magazines in the market, 
too—for sound media selection depends on analytical comparisons. 
Ask, too, for full, factual documentation. 


publications of 
Ff. W. DODGE 
CORPORATION 


The Modern Hospital Publishing Co., Inc. 


1050 MERCHANDISE MART, CHICAGO 54, ILLINOIS 


File hospital product information here 


Since 1919 Hosprrat Purcnasinc FiLe has served 
hospitals. Here your catalog of products hospitals use 
will be filed, indexed for easy reference, distributed to 
every hospital of twenty beds or more, and retained for 
reference when products are being considered and pur- 
chases made. Hospitals come here to buy — and your 
catalog filed here makes it easy for hospitals to buy 
from you. 1962 Edition is now in preparation. Ask for 


= : m1 system. 
i ’ CC/TV already has amassed Kellerman to Creative Research 


: data on the viewers in its test} Henry M. Kellerman, formerly | 
areas—viewing habits, purchas- | Project director at First Surveys | 
ing habits and socio-economic | Inc., New York, has joined Cre- | 
status. A sample from this group | ative Research Services, New York, 
is selécted and given a pre-|as a research associate. 


complete details, proof of use. 


Exclusive catalog sales representatives, 
The Modern Hospital Publishing Co., Inc. 
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BASIC TEST FOR MEDIA SELECTION: 


Ask anyone, 


anyone 


you re trying 
to sell in the 


aerospace market, 


what publication 
he reads and 
respects most. 


ABC PAID CIRCULATION 80,481 


Rocket Engine Test—Bell Aerosystems 
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‘2 billion shot you 
can make blindfolded 


Advertising Age, April 24, 1961 


ee 

Put yourself closer to the sales pin in Georgia’s great $2 a a 
billion market . . . the Augusta, Columbus, Macon and : i 
Savannah trading areas. With a combined daily circulation ; " 

of 266,213 and Sunday total of 227,653, the Georgia Group ca | a 
papers deliver the coverage and penetration you need and ae a see ; a ss 
want. And it’s one order, one bill, one check . . . and 13% | & * 

savings on 10,000 lines or more. Call your local Branham | SORT N ++ \ } *e “i 

man for details. F ESE y 

x 

eorgiaOroup Py. . 

— Pa ae st 

AUGUSTA Chronicle and Herald MACON Telegraph and News SCHOOLGIRL—Crocker-Anglo National Bank is using 20-second and 

COLUMBUS Ledger and Enquirer SAVANNAH News and Press one-minute tv ads in northern and central California markets to lure 

Represented nationally by THE BRANHAM COMPANY new accounts. J. Walter Thompson Co. is the agency. Playhouse Pic- 


_ “SELL US ON SUNDAY” 
— SAYS BUFFALO, 
5 “SATURDAY 1S 
*\ OUR NIGHT OUT!” 


Buffalo’s only Sunday newspaper provides the best 
newspaper readership in the Buffalo market — and 
advertisers know it. 


x 4 
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303,666 FAMILIES BUY THE SUNDAY 

COURIER-EXPRESS 
That’s the largest circulation of any newspaper — daily 
or Sunday—in New York State outside New York City. 


READERS SPEND TWICE AS MUCH FOR THE SUNDAY 
COURIER-EXPRESS 


These 303,666 families pay 20¢ for the Sunday 
Courier- -Express, even though the “week-end” Satur- 
day News is priced at only 10¢. And no wonder. The 
Sunday Courier-Express is packed with interesting 
editorial features (home planning and gardening, 
travel and resorts, sports, women’s, books and amuse- 
ments, etc.) plus color comics, Sunday Pictorial, 
Parade, and American Weekly. 


MORE PEOPLE READ THE ADS IN THE SUNDAY 
COURIER-EXPRESS 


Carl J. Nelson Research Inc. studied both the Sunday 
Courier-Express and the “week-end” Saturday Eve- 
ning News. The percentage of city zone people who 
read display advertising proved highest for the Sunday 
Courier-Express. 


FIVE TIMES AS MUCH ADVERTISING RUNS IN THE 
SUNDAY COURIER-EXPRESS 


In a recent typical month without a holiday on 
the week-end, the Sunday Courier-Express carried 
1,025,283 lines of advertising, while the “week-end” 
Saturday News ran only 206,047 lines. 


So... for heaviest saturation in the Buffalo area, use 
the Sunday Courier-Express. For effective coverage of 
families with more dollars to spend, use the Morning 
(Daily) Courier-Express. 


ROP COLOR 
7 DAYS 
eat a0 Nationally 
x. 
NEWSPAPER 
MARKETING 
ASSOCIATES 
NEW YORK, 
CHICAGO, 
PHILADELPHIA, 
DETROIT, 
LOS ANGELES, 
SAN FRANCISCO 


tures + produced: the tv commercials. 


Promote Image of 
U.S. Drug Makers 
Abroad, Zodda Says 


NEw York, April 18—A. T. Zod- 
| da, corporate vp of international 
| operations, Olin Mathieson Corp., 
"proposed last week that U, S. phar- 
maceutical companies operating 
abroad set aside 1% of their net 
sales for an institutional advertis- 
ing program “to tell the true story 
of our industry to the people of the 
world.” - 
| Mr. Zodda told the Pharmaceu- 
| tical Advertising Club of New York 
| that such an appropriation, for the 
|entire industry, would amount to 
|some $4,500,000. However, he did 
/not suggest a joint program. He 
|urged that each company conduct 
|its own program on a country-by- 
| country basis. 


|s The international executive said 
|such a program is needed because 
| “The pharmaceutical industry 
"overseas is being made the pawn 
of those who seek to capitalize on 
the surge of nationalism,” he 
added: 

“In Europe, in Latin America, 
throughout the Middle East and 
the Far East, we have become the 
|whipping boy of political leaders 
| who, like some of our own, have 
| discovered how easy it is to make 
|headlines by launching an attack 
| against us.” 

Mr. Zodda said he “hopes”? Olin 
|Mathieson’s drug division, E. R. 
| Squibb, will embark on such a 
campaign. The program has not 
yet received management approval. 

Mr. Zodda, who held a press 
conference before giving his talk, 
‘told reporters that he believes an 
overseas institutional drive should 
| point up the contributions made 
|by drug companies. He warned 
‘against “waving the American 
flag.” + 
| Westinghouse Names Two 


| Westinghouse Electric Corp., 
| Pittsburgh, has appointed Jack A. 
Cunningham assistant to the di- 
|rector of advertising. J. R. Mobley, 
‘formerly advertising representative 
for the company’s electric utility 
‘industry and atomic power depart- 
‘ments, has been named to suc- 
_ceed Mr. Cunningham as manager 
of electric utility products adver- 
| tising. 


_Zubrow Adds Account 

La Societe Tuniso Americaine 
|D’Expansion Commerciale, a joint 
| Tunisian-American organization, 
|has appointed S. E. Zubrow Co., 
| Philadelphia, to handle a campaign 
|in the U.S. for Tunisian produced 
olive oil. National marketing of the 
|olive oil, which will bear the Tu- 
|nisia brand name, will begin some- 
‘time in early summer. 
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TIME is the shape of the apparel market 


Circulation concentration in top APPAREL SALES COUNTIES 
TIME, The Weekly Newsmagazine 59.3% 


Holiday 56:3% — ah he 


Life 55.4%. 
Sports Illustrated 52.9% 
U.S. News & World Report 51.9% 


Newsweek 50.4% 
Reader's Digest 50.2% 


Look 46.7% 
Bettef Homes & Gardens 45.3% 
Saturday Evening Post 44.4% 


Sources: Sales Management's “Survey of Buying Power’’ (5/10/59) and latest available 
publishers’ reports. TIME (3/23/59) + Holiday (March 1957) « Life (10/26/59) « Sports Illus- 
trated (3/2/59) + U.S. News & World Report (3/28/58) « Newsweek (3/23/59) + Reader's 
Digest (April 1959) + Look (3/18/58) + Better Homes & Gardens (April 1959) + Saturday 
Evening Post (3/14/59) 


Just 100 of America’s 3,070 counties ring 
up 62% of all retail apparel sales. In these 
top markets, TIME concentrates more of 
its circulation than does any other maga- 
Zine of over half a million. TIME readers 
are the on-the-way-up young style-makers 
who set brisk new buying trends. With in- 
comes more than double the national 
average, they’re well able to buy better 
and buy more. 


TIME... TO REACH 2,550,000 TOP-OF-THE-MARKET FAMILIES 


ete a Re ei oii ge as eee ee ee me 8 Re GM Os titi e Be i LAE eateeeester Oe so hl am i aire Soy eS Sie € 
“iets OS SRE agtiee gh eg Yee ee ear es 7 Neer a eee oe Maria's e uf SH Meee et gs * ho ‘eos oe A an ar ae . renin i ale, me Pa ee ee wets Gtk oe A, oe ee, ee To eS er, Veer <a —  e < i & a ie =~) ”"y i 
hi iS PN 4 Moen tna oe ee gent ie : Sires er (oe ree ; a ee _ 4 a ae oi ena 4 Ka ee ty a i a va 3 oh tee ee a ere aay CRIT by cP Ay fa sie Sere sais tO es sae: eR 
hake A SOMES OMT ee ea Ae ety Al sie Sale: cee Bae oop adel else eee ae oe S coe ream es as - Ei Bg PUSS ae ae Re Se OS eae ee 
OL ant ree te eee ra ee a ioe A de | lk oft es ere oh ee paar eS ES Ph ce a) Cn See ea ae che es, ETS): Caen eee oe wera te ee ey ——— 
any eae ee 2) Ecole ere La a Be oe et nomic aie eS Ami 20 on ei GRR Sc EE ia aks Sage” | eae aaa eee ee els Sa 7s ed oh. en ee eee Ne Fo Co 9" eh Sens ch pea GA, cist rn 
Be ee Ase ee pase: Reece ies a * Ae rr 5 eo ie " x ih 1a low a eae ee oe Lote) nes eo a us poesia Ss i ng acs ay t Aes ia Eat Tt 2p KSAT ET Sek Aid Cac ae eg a 1 
ae nar q : : = ae) Sole a sae EIN gee Pe Gas ou EE. Beta: ee ae ee eke a he suit cae ie s (ice oc e Pep ecinats gt en re ee ae Seg t 8 aaeam 
: ee alae - . af : " @rcruar 
sas an J Tae 
Ris = - 
oe = —_ , | — - 
htt ae = 
ure Stas 
as aa 
a nad 
zs ” 
ec 
a 7 4 ° : 
SEN are, Peet oe hes we, Es af oo at Fs Pett 3 eer fee oe is = “I - ‘ = Pe cae, Pe a es 2 7 = hots ce ” = ’ My) 
; Sigel RNS Sin Shae eet eT ae ih eer WE Setar eT , 1 a? ot. Rar 8 pate, ARIES Sg Sie sig naa se ; 5 ad . : bone oe =: ne s = 4 
ase. ere ee a ake al ie. re : mt cs Ae Be ipa SS SS Ss CeO a Bey hh Herska eee tee hae et ea gpd < ates j 
. Roe Oe ee ae eUEMEERER oy iam en ae we ae nears: hans aay Ble \Ee : 3 a, 2 pit dee pee Mek ee 
ay tear ee eames ee < Ree PO Hi eM chen A Rh) Shey ag tess pelle) , ha s aay ag 3s OP EP sei aeaty Ree imc ee f a) < é 7 5 : 
ale Ween cas "ihe eh : Ree i eae easel cer Cee - he! is a Se tie 7 a ia Ries ee : : ie 
: pace ert ye eben et bape Stay 1 Pe ey ay eaten es care " eel i: Sie sd a le Peeve Loren aoe 
ae Sal cor REN ne OT ne ee ee eee eee aa oe pees = 
a 
: 
o 
Py f Rane” ee eu eee en Oe rae oor ieee encima > 
ae | ae Res oe ee ee Maier ie Faerie: acai! La Las Remsen ere TSTE m 
eee : Sy nae Bae Fe Oe eee en Fie i fd ag ames ie SE tos ys Bsa yo ee oe han fh se her rd We ee 
sare ; oes aces BS ate ne a nee Beh tah ke fen ae ee yal ete a SR anor oo 
ce ‘ oaaeee | Da ag RT nt args Seen age ser al Mh Re TARDE st tag ih Os gd Ee es is See every Ee 
gia?) q eae a oS ga ot Eh ee lae Oa Ti dese ann ia iad Me si Te eae et eee i RE ee Bi fans ag : re age ie pe oa ‘ 
Fete Bea ete owiehe” ~ aerial easel kites pale eee ai ae fae co pane thee ae ee SUNSEIR ES ASE pases baad a a pie ae aE Paces te 
a Be BE Aaa Rt se CaM PE ee Ot eee ol ape rh) es sad a i oe ere eh Ree rs rs ey ee Be PS Ose ay 
a oe hy phat a ac attnete SA haa bake ire) a MOE 2... a Oe aa Te y Sioa oT ae eer oy re eee. ay tiene. + Sate oe ee ne 
ee “ies ME SG: es SOAR Rass aoe ae Rie: vu Oo = eee Bete eee eee 2" Re“ a nee a Snag ar 
aE ak , Vis TS ge an ty ae Bie. een Cie ee att eis! ibis ge er meatTRS See Si Soto ee Ae a ae Che INCAE i ree by le 2 ae fitca | tah Mee aa" “igi Mig Oc Re LR citar ed r bs pe Un. oe! « = ee re er 
eae oe an oe Be Say) RRR mG: at ye ac ee fae a Seiad Re Ue See cio Me lied Perea eer 7 Ea ant ; 2 re ce a ge: a ee a 
bes eae tae aa See. eee Sea: Bee ee gees a RE as 1 ee ste OU ot forays 4", \ FR Fa ot i ema . ; ogee ne, 5 Ne ne ee a ne ey bad eer! =e 
Sposis ; a si te pee SM Cr ee eo he area . ES EES og Ss TE a a 1 eee oo Teg ee Reo tage ay Seale ori 
san ee : wt a ho ‘ ee ea As r dies fs, ai oe; Renee or ements cr ee ea ae ee ‘te ae ee 
i eee . aoe é ed Be Sanh ee aera te at a AL af tt ele rp he Gea eee ; ao eG < 0 aa a“, oe baie’: ~ cee ngs eee rae cael ‘ei atts if ie 
if? ee ah fe oe aa iesomrtte Wisecance a eee pee) ee ; Road a OS er a eg Prag tn are gece eee ay ere fae 
a, Ce Mini - Sas: wail ic pe ea sae ati utd Sot ah Po ea Re ee ae Sa ie Be, —_— es ee he ren ae UNDE Ness, Seg nah Wa Ih f he ee 
ie 2 ge eae 6S ee PGE! Se ke bee Re ne a Feely See arc cE) Sk, es “CRPRENANGR ya Sesame Miia ae hn Pee sane Sat tame TS so batt 0) Ver ah : ay = 
a Pt Piglet Ge «ema eS 5 Me ears 3 Oho thon! a a i ee he ieee a an Seiya mag! 2k ee |< Geek « Rees : a 
3 fies eens | “ame le he neo arma ae x he eae. ete nm pee pietate, Sra Gee f Se eee. aie ra . 
iF Ree es See. Seer es Riera lt Uk aly Se eae Be eee ee ER a ge an ae ee $ Chie a acca) : Baa Recs ena per Paar oP hers: rig o  e Suk 
x Bae PD Wamp Yee et jie ies emer Cet oe yhe ie gaia ee ee ph Be ee ey ihe ae . p Za4s ‘ peas a Veh rah <i 2 ae er es % 
Me OES Sale! a ea? 2 Die oe eee igi) ages Se 4 : Ta re i rae oan - es sy sna ea eee one aaa sass x Dt ae vo Sek ee eae os 
Coe Sans Seti : eee zi : pe eG ag EAE ge ev Ny gra Be oe Sica 5 Seeneenneee Bieter ees ce ait ae ao. AU aa esl re Rt oe Pe i ee oy oe 2 
ve: eee tee ae ails Ae 7 Spies oy he Cae ee ae ee S ¢ a ea pg ie aoe Fe tar eae EE a aM Care Sate ee an | hae aay 
ee Ie a AS) ve INT apa ONO tee he peels aa. Bi Sea “ Rare eles ea DR te ee etic a a Re Aaa Se ek aa : 
ie TS ed BS! : ; AD Sr ee es TN See a es ar. ire me oe iets  -s {ga yen eee pal ea ees ite 
ie . et ie : ade: pkey Rte, Tare Hy — Tee — US egg gee es oy ae aie. Bey RONEN he OER 
; ae Seat aa ee : Neer ty oe Se pear rene re — | oie ie a ieee FB es See Oo ar red RA Rata eK 
- act tee } ‘ a ee ay a Loni a a Sid ae e ’ *. eas ees —— i Sete > 1S Pig eae ReA SER tye aN me a i 
ig Re cae Bipets > Sh oer Fe : ae me pe Fel a i oS aie pie ae rg ee + Rs ea 
‘ak Ta : eens pee Ba ret orc : —— b> we 2 RR a Saar Disc Maer wie Neen ay ; 
as i ft ad Sue At : — 4 SWOT. 2 A a See : TU gee ee ng ak ae, : 
aca , ' ‘ iS oe fond mete 7 f ‘ i i ioicet See ame ASS i ee: ‘ai Satake, i et : shes iy 
ead f BPE Sy a Big rk RP ET Be *- * — f eee We | ane, <0 J) a : flies "oes : : : 
ba CT eae Tet ii Fal, Vn aii eas Moe ee nate II MDE bo pis i kk ey ? peta ta, ee ae Eno toe a — fg ' : cea Goes : 
=P ‘ ia IRS i tly s OO a BR i al bea eta ed ll Se Saba grit i "s eRe ee res a eo ay ale reer, 5 a re, 
ae ton yey a Soybe. mrs. eto ne ere eek sr" Bf pC. A ie ace Nae oe are ne iE ok een etre aS a _ sk St ae ‘ Se 
ond Me ee ee ee Ne er a nee 2 eh Oo a eer é er io. toes - ON es 3 5 rt de Te OB A oS SUS tee aa SS i is ao Ren sie tS be age e 
Acuna ane in mee oy pgricinik Sine Pt dies eve ae es eg : ‘ee i aK, ° i ey ee ee ‘a 5 es ae a ears as. Te ee Re ee ee ge ae ee eae ae 
woos ne Oe et a eeetintias “she jee oe e "1S eal => cea se OO eae | ee a 
siya pe . = emg mm Metis e bln be Ty ae Be Se 2D, ea ei ae” enews * ‘ ae et a 2S gla ab Snape _—- o Kae ae et % Pe aie [ca <a aa he Sy ea ae 
Rohe + SST DS STII iG 7 ne ea cr era =, ae : — — foe ee , OO 1 2; eR ee” TE ea Pm ae) 
ant eee oer os ee nS Sm eee he ees FR Epa ee i MM ee te RIM ro 2 ae Ge rr Rn 5 vo 
oi: Ra cata? 1! Pile Sah. ba eo ae pre ek eae —— ae aa ae I OS Rae aeett et 2 aE ORY ENR IE 2 = ay SLRs to a a7 
fe x a Sea ent RO apa 2 Fe eX, * era ge a ma pan ' — se er a eae ater dora ce aN a eae eee y) ieee sid 
iam ‘ ; : a Ee tile see “Ag Be aa RO 5 Sh aes Seer ee a eae Fa 
Jaci ee ime. Gee — vam ay & : : ee re eer es 
it ee ee ae 
i cee > 
‘ c ts : ae ae ° : ii 
oe x sebere, a es ws het & R's ase FS ' 
a Be ead ane eae : ———— meiehs; : al 
f Bee fc hee Soar es, ae rata eem z a 
: 5 EY eee dese ag =) : be i : ; ee 
egret eee a pri tare Boas aa pete ls r ae : é : 3 
’ . a hes pea a ” i ae ee Ses mea 4 : fe 
4 . tel ss Ee m * i gee sss #3) a: on at ae ee te. ‘! w3 
leony ‘ ete me : Bat . Bes ag suai sss eee si —" ee : 3 
# ae . Seem rae , vat ace hen is eon ? ENE RE a CN le a coe. nak 2 ea lis Paget: 5 ati evi cae "| 
3 uy f 5 (Uy rs ie teamed et ae ee, Seas ae ene ae We Aas Sone "oes Wa ead ee een 1 al 
ar % ; ine came | ee Ree re ay ee “< Re Sa eee SRR ie i Cage <meta Sas ee od ee 5 
‘ i eae ne ro es <a Se a B feo ef = ‘ : , : a Sa f R bd - 
pee Wee oie hg 4 ae ae ied ea . it's 5 5 ; ; : 
ee: od ie yee fet Be ree CME NETS nye. a ; ae : Sees Pe ee Se yr eee ; 2 
pe ee ig Eetyeee = So ee ee ee an , ig Tee ae rl ook era necemimey rer ical ca be 
ches WR ME PO ne aon Meee er ee ach af Pe” a. Lone ano 2: lege eg Oe ae get Sie ay ee ee 
oe Pa ae ea a ca Met ae 2 me oe digg egies | s ae as ae Sie (ots Rp rengre Dea Hog YS EB 5 nr Stee na an Bitty se iecn ae 
ee sii CN, Sante. mane aaa aay 7 fabio digits Roe, Saal i 4 Pr ae Ea sf Uh ere ne SOs ee ee ia ata nt anes i r 
(2 aes Oc 4 rh ae : : eae ee” re eR te oo ee a ee ee Ba eg a ieee gah tet Pe 
oan ; ao are pee a aes rf OE ae omy et oe =a . i e 
ST a! we: Fae 8 aE . ee i Soe ie £ Re er — 
Merge “pe ink i Hoare Pee? Ee ae hehe re 4 fh Ay eas : aN, 
a 5 Sines sc ek Le ae eae: cae ila 2% Sa ae A meee " Eich ot eh a é os 
re Beer 7 a het ee 2 es, O se a a ag + ee eee + 1 Ui Meee aoe °. : at a Renae ee Mates i ieee Ee 
‘abate eile ae gk SO sal eo ed Bre 2 set yl RARE Phin ae Soe I 17 8h 9 0 oa aay pote ae zi 
oreo Spepiee es’ Sey RSE hr Set Ain ao et a . b, Fr cer So Seat EF ere Sw SIE aa ee oe rarer 
/ fee 5 eis ey ee ge ee ee eee ae sis oa Rees aks oe 3 ST ST es ie eae 
j pe ey ot ; Re “t ee ee ae pia. 2°”: 4 roe Destine © ee a 
See, eee SMe ee) ee eee eee ae [a tere airs 1 oe { eee ae tl as 
Fee Det ies CUS sina e eae pple insets ® 7. er re ey: : i Lee ; on a “Sees Boe x 
RR! SS ae ee SS eee < Se Se fe oe Bis Ping, sont, * nes : ee Kane hes 3 ‘ ie ee 
ie . ot Tracie ie, Se eee eet eee ae ae i TE: a So! i: a saa ek Mea MR a gaat Ph ches a aa aes oa Wain 
Pah ee ee ea: EOE hee tamu ee aac Sah OG he RE ae ere aye uc keg wr eee : 
ee” Se EE one Taibo gr oho a ret en a oe as _ Oe aoe. ew Sea oo ee Siena . ee Cea alee “ES ea ihe oe a 
py gE a te ah Ae lies eG ae ate ae end aaa “i ore lies seen te a oe Be oa oe ee ies ae ‘ ers . 
4 te : iSeries epee eed eS et eee ree . ee” Ds MR SMT GUNES a0 Ok oy Me wna ea . ean = 
iy ae xk Ee Tsien A wear 38 ea ard ek . = Se aang 4 aretha Re oS i a meer ooh A ie : ees e 
$c : ee et hte Beal ae eek <i on Me a ae ‘ acid ye eseee eo a gs yes oe ‘ss 
ee Spa | cat Aa pas hy ed ot pias aa - i Pace ll <a ae ae, ge . ' one ie : 
: fe ; \ a ae Rees a thy Rane Ay eo: - eee res ‘ ay 3 Kt, i 
pe fates f Be Pi. : ee ve : iS : 
oh i Rr mer RS 2 , sat se ‘2 om 
4 « s * ee, ‘ te * 
és Fi 4 2 Cee Satie ae i an ae i zi ne o pea Si " eel Ka i vm ae a 
# 2 Rae ee a * Gaaan Fea tere ea, le pati Let Mona ee ee) See < a: Siguaeas ca ae em Sai 5 
ee an aes os a psa ar eck eee ene 3 gn geet — water ; a . Tata see - 
Shh, Ue ee Ps ane Te ; ean ata hind tle Sha sas ee alee a ' g sd ' Sa ig Ola Dap aay 
te 4 Ree nee ayia oe ae ale an ey Fae Find fate eke 3 ie os he oat ad ro esis = ul ate - M ie e ee 4 
= Ba oe Gory te ee Lice Pei ae z pei rea, rene Po aeae ae pies li ~ spt aa . * Be ote Bes i 
ae St ochre aaa ate os ote : malig Pol ee gn eee ae F ae ae pe . ~~ mt 2 We eee ee - 
Se } liga ch lant "othe Seer se Cee eo ey FM lt a ‘ . Bs 2 i Be) Tene cers tex : 
oh cates a ee 86 ie Se af ’ pepe 5 Saeed ae pee ae cS ieee i ; : : Be a ee. “Cage ge au as 
ee ater es Paap 125 "ee Ie Se eco a RN ic ot ae i Ae ee eis : 
rene 4 ce ae Lee ree By Salle ean ao ere aie ur aS Ne re ge ; 
€ . i a tl as Bare ‘e my Fa . ial ook ag i * i pix “3 ; Reels — 
es & : Oe Bide Shae 5 ei Te ea ae ace s a tr ae 3 We ie eee ‘ 
Z 59 Sd Se lh = s ae : i: 9 Nm ; : i “ eo eee). es ' 2 ae ees | 
5 : ! ea eee regen ala ere Poel 1 \ 3 ge pit EORS Uae Merrek eh y-- 7 Seer RE ST is E 
ay q Saleen — ey : “am STE erat cx i a + Ps) a “sage i Ae en . 
a ee by Mf > aa S/S “ie ad Rater nth Pn Sees i aes a Se = i) Seon 3 a Bier 
es pT site y ets ~ Tn + ts EBON citi 74S sa . ee wes ate = fiers pean, i 
e Pore ia ae Af 5 ii ii ai La rp wee sae a pends Ata RRS 3 aS va ‘ Poe agate SS s 
asl sce adem Tee: Ke vege aaa ee 57 Sa See RTE ME SSRN 2 pee ga aoe NS : ‘ meee 8 Poti y 
ze s ee , BS ga Pie MESS cists , RR <nis Pe ast : 4 Fp: ee eee ste pepsi ae ym ce We 3 oe 
Me 7 ny Scam ; ain peg he eee ae Stand ee : Ree. ice eerie Vale lee sane Pieced oak UAE re yee 
oe J Pe apts * ‘ iz oe LT hc SSE ca a a , ; oe at) 9. Ne at _ ie Pein a . 
See. . Ta Se ose ait re ae St) eee 0s. ed Ne tate 5a nh Fac ge neers eh « ; Fe ene | Rear : 
Reine. q fa % ng [TEE ear ge eR he 4 POET ee ee forges a ee ere: Wh Seco a ae 
Cnn se ie en ae . 2 pect a Peete at ee 2 agi mee aed ST a waar kee ra 3 ay or Meee Lae Baan Soumee fe: ease sige nal ME ki Pe Rs if y 
a . ics: We eee A Sire 2 is 3 alice ites ee a cust Dey +, ee a aro oa: . pees ter s OER: = 
: aes ee oe ae Pe ee eee ¥ i i 4 ss Seen ect ees ; . 
é i Pe rare "aii _ ee - eae i : < i : ; 
4 7 E te eine tate rnd = : . : Ae 
* a 2 a3 - 2 4 i 
he > « A Fy , ‘ 3 es Pe t : ine, i ak es i ue a Tae is : Ete ee rs : 
ae 4 q : 
as 
ee 
a 
— 
| i .. 
ie 
‘oes 
ae : eee: 
ah Nel 
~e _ t , 
ints, ag 
E 
" t — . 
" 4 — 
; F a 
‘ ‘ ‘ 
sg et - — 
E q 
| ee 
; i 4 
gg 
-q 
=, bes bs 


Sponsors Kid 


Selves, Ads in 
New Radio Spots 


By Ramona Bechtos 


New York, April 18—Timely| 
topics, alliteration and more humor | 
than ever are some of the tricks 
being used by radio advertisers to 
beguile listeners into buying their 
products. 

Many of the laughs seem to be at 
the expense of commercials them- 
selves, as they give the audience a 
peak behind the scenes at an ad 
agency or radio station. A series of 
such radio spots has been devel- 
oped by Campbell-Ewald for Chev- 
rolet. The auto maker has been 


sprinkling its radio schedule on) 
CBS and NBC in a heavy spot push 
with a number of amusing ads dur- 
ing the past three months. A typi- | 
cal example: 


Voice 1: Hey, George, I can’t | 
find the Chevrolet record. 

Voice 2: The one we're sup-| 
posed to play now? 

Voice 1:-Yeah. The one with all | 
that singing about all the different | 
models at your Chevrolet dealer. 

Voice 2: And how your Chevro- 
let dealer is a one-spot shopping 
center for a new car? 

Voice 1: Yeah. 

Voice 2: Well, isn’t it in the pile 
over there? : 

Voice 1: Is this it? 

Voice 2: No, that’s the one that 
tells all about the Chevy Im-| 
pala... 

Voice 1: Oh, here, this one? 

Voice 2: No, that’s the one that | 
has all the dope about the Chevy | 
Biscaynes ... 

Voice 1: How about this one? | 

Voice 2: No. That’s the Bel Air | 
jingle... 

Voice 1: Gee. What are we go-| 
ing to do? 

Voice 2: What can we do? [as-| 
suming tone of announcer] Ladies | 
and gentlemen, we regret the com- | 
mercial originally scheduled for | 
this time will not be heard. And we | 
suggest you see your local Chevro- | 
let dealer for the most complete | 
selection of new car models in 
town. In the meantime, we bring | 
you an interlude of organ music. | 


[Music is Chevrolet’s “See the | 
U.S.A.” theme.] 
Voice 1: [over the music] I) 
found it. 
Voice 2: It’s too late now. 


s Another company, V. La Rosa. 
& Sons, takes its listeners to a 
typical recording session. This 
week, La Rosa, through Hicks &| 
Greist, began running a series of 
five one-minute spots on about | 
40 stations in 22 markets. The 
10-week schedules include from 
70 to 80 spots per week per mar- 
ket, based on a “Kissed in the 
Kitchen” theme. One commercial | 
begins this way: 


Engineer: 
La Rosa, sir? 

La Rosa man: Yes. 

Engineer: Okay, La Rosa Elbows, 
take one. 

La Rosa Man: When was the 
last time you were kissed in the 
kitchen? Try serving La Rosa el- 
bow macaro— 

Director: Hold it. Remember, 
women listeners must feel they will 
get a kiss. Okay, try it again... 

La Rosa Man: When was the 
last time you were kissed— 

Director: Cut. You’re not put- 
ting anything into it. Taste this. 
Let’s hope it inspires you. 


Ready to record for 


La Rosa Man: [eating}) MMM, 
La Rosa elbows, very good. 
Director: That’s the same mac- 


aroni casserole that’s in the script. 
Take it from the top... 

Then the La Rosa Man delivers 
the commercial message with much 
feeling, and the director asks, ‘““En- 


gineer, how was the sound?” The 
engineer responds, “Delicious.” 


a General Mills has adopted a new 
light approach for Cheerios in 
schedules which started last month 
on NBC’s “Monitor” and in spots 
in about ten major markets. The 
wit of Stan Freberg is used in a 
series of six one-minute and 30- 
second ads. One spot chuckles at 
the company’s kiddie-aimed cereal 
packaging: 


Customer: Don’t you have any 
boxes of Cheerios without all this 
“free moon rocket” jazz on the 
package? 

Clerk: No, but that’s just for 
the kids, anyhow. 

Customer: I know, but I’m not 
a kid, I’m an adult. Why do I have 
to look at all that stuff on the box 
while I’m eating my Cheerios? 

Clerk: Well, what do you sug- 
gest? 


Customer: Why doesn’t Gen- 


eral*Mills make two boxes; one for 
kids and one for adults? 

Clerk: No, they’d have to re- 
tool all the machinery. Keep two 
separate inventories— 

Customer: Well, let ’em. 

Clerk: I mean they’d have to 
raise the price of the cereal to 
compensate for the increased pro- 
duction cost. 

Customer: That’s all right. If 
I like Cheerios, I like Cheerios. 
What do I care what they cost? 
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Clerk: No, no, it’s just too im- 
practical, sir. 

Customer: Yeah, well okay. 
Meanwhile, I don’t want any moon 
rockets. 

Clerk: All right, look, I’ll just 
open the box and pour the Cheer- 
ios into a plain brown paper bag 
for you, okay? 

Customer: [as clerk empties 
Cheerios box] Let’s see . . . Insert 
flap “A” into nose cone “B.” Then 
fold on dotted line “C.” Hmmm, 


Each dollar you invest 
in the Digest lets you 


double your 


O8R 
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that doesn’t sound too difficult. 


® Another Freberg commercial has 
a General Mills spy uncovered in 
a supermarket. In one 30-second 
spot in which the director aims for 
an economy of words, a chorus fi- 
nally sings out simply, “Cheerios, 


Cheerios, Cheerios.” When asked if | 


that is satisfactory, the director 


Several of the Cheerios ads, pro- 
duced by Dancer-Fitzgerald-Sam- 
ple, explain that the cereal is “O” 
shaped “For perfect toasting all 
around.” One has an enthusiastic 
consumer who says he dunks them 
in his coffee as doughnuts or sea- 
sons them and eats them like pop- 
corn because of their flavor. 
Still other Cheerio commercials 


a real adult breakfast” on their 
CBS show. 


es Riedl & Freede kicked off a 
45-market campaign for Glamo- 
rene products last week with com- 
mercials which poke fun at some 
over-worked formulas used by ra- 
dio advertisers. Various ads kid the 
over-use of jingles, humor, sound- 


erybody knows nowadays a com-) 


mercial’s not a commercial with- 
out a lovable, little kid.” 

Another sponsor, Monarch Wine 
Co., borrowed some _ colorful 
phrases from the hipsters to extol 
its new wine, Mighty Like a Rose. 
Grant Advertising introduced the 
product in New York last month 
on WINS and WLIB. One swinging 
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Voice 2: I’ve been up to the 
moon, and I’ve been to Mars— 
and I made me some stops on 
some other stars. 

Voice 1: So what’s the news, 
man, from them far-out joes? 

Voice 2: It’s like, man, they got 
a wine they call Mighty Like a 
Rose. And it’s Mighty Like a Rose 
that puts a beam on the moon and 


says, “Yeah, because, I tell you, are delivered by Bing Crosby and|effects and testimonials. Another |spot starts: 
we’re thinking of using billboards Rosemary Clooney, who chat about | spot has a child who keeps inter-| Voice 1: Man, the cats all tell 
instead of radio anyhow.” |the product’s “grown-up flavor for|rupting the announcer with, “Ev-| me you’ve been up to the moon... 


the twinkle in the stars and the 
power in Mars... . 


ee 


chances-to-sell 
washing machines 


Appliance marketers use Reader’s Digest 
to reach their best prospects millions of extra times 


Every time an advertisement is looked at, it 
has a chance-to-sell. And there are huge differ- 
ences in the numbers of chances-to-sell that an 
ad gets in leading magazines, according to 
nationwide research by Alfred Politz. For ex- 
ample, note the typical two-to-one spread in 
chances-to-sell to people in families which have 
bought automatic washing machines recently: 


In the Digest 25,327,000 
In Look . 10,234,000 
In Life 11,278,000 
In the Post 10,179,000 


The number of chances-to-sell to these prospects 
that you get per dollar with a 4-color page is illus- 
trated at the left. 


And Digest readers are top-quality prospects for 
all major appliances 


A typical Digest issue is read by: 


e@ About 40% of the people in the upper-income 
third of the country. 


@ Nearly a third of all the people in homes that 
own clothes dryers or freezers. 


@ 40% of the people in homes that have room air 
conditioners. 


Whatever product you market, be sure you know 
your chances-to-sell to your own best prospects. 


What about TV? Because TV audiences have not 
been measured accurately for proven prospects for 
specific kinds of products, comparisons must be 


based on chances-to-sell to the entire audience. On 
this basis, a 4-color Digest page gives you 60,947,000 
chances-to-sell, or 1401 per dollar. TV provides 
only 17,419,000, or 613 per dollar (with a com- 
mercial minute on the average nighttime network 
TV program). 


“Double your 
chances-to-sell”’ 


Tappan knows 
the Digest’s extra chances-to-sell get results! 
During a sales decline of 10-12% in the kitchen range 


field, Tappan added the Digest to its schedule and 
reported: “Our sales hit an all-time high.’’ 


Voice 1: Dad, Mighty Like a 
Rose didn’t come from outer space, 
like you'll find that wine most 


every place. . 
| 


# Pharmaco, deciding where there’s 


{acid indigestion there’s fire, is 
‘running a series on CBS and Mu- 
tual in which the fire department 
‘is called to the scene. Midst the 
‘sound of fire engines, one com- 
| mercial begins: 
Fireman: Where’s the fire? 
Man: [painfully] Me. 
| Fireman: You? 
Man: Yeah, I’m burning up with 
(Continued on Page 36) 


What they see on 


WJACTV 


| 
| 


| When you advertise your product on 
| WJAC-TV, you can be sure people 
| geeit.... and ay buy it, too! Both 
| ARB and Nielsen show WJAC-TV to be 
| the number one station in the Johns- 
town-Altoona market, but — 
| don’t buy products . . . . people do! 
| WJAC-TV Clients know that WJAC-TV 
gets action, turning viewers inte 
yers. If you're after e... pur- 
chasing people . . . pick JAG-TV! 


For Complete Details, Contact: 


HARRINGTON, RIGHTER 
AND PARSONS, INC. 


New York Boston Chicago Detroit 
Atlonta Los Angeles Son Francisco 
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acid indigestion. 

Fireman: Well, you don’t want 
the fire department, mister. You 
want Chooz. 

Man: Gesundheit. 

Fireman: No, Chooz, c-h-0-0-Z, | 
the chewing gum agra gall 
out the fire fast. Here, try one.. 


® Oklahoma Oil Co. got a lot of 
mileage out of its award-winning 
“Tiger in Your Tank” theme. In 
addition to its use on tv, Needham, 
Louis & Brorby adapted the theme 
in 25 various radio commercials. 
One with the jingle: “Oklahoma, I 
said Oklahoma will put a tiger in 
your tank, and your motor will 
purrr with perrrfect performance 
when you switch to Oklahoma 
Hi-Q gasoline. Your motor will 
purrr, and parrrticular people all 
switch to Oklahoma Hi-Q gaso- 
lines.” 


has 
its 


@ Grey Advertising Agency 
rousing 


been listeners with 


CRAYONS are a ‘natural’ as a give 
or a self-liquidating premium. 
All children love to color, especially 
with these low cost, quality non- 
toxic crayons. We'll imprint your 
firm name on the crayon boxes. 
Write Dept. ‘A-2" on your letterhead 
for FREE Samples and details. 
pre CRAYON & me onan 
Middleton St. « B’kiyn 6, 


“water-wetter” ads for Mennen’s 
Sof’Stroke ads on NBS’s “Monitor” 
and Mutual, as well as in spots. 
One in a series of three versions 
aired since early March begins: 


Girl: My darling, your face feels 
so smooth against my hand. 

Man: Because the water-wetter 
makes wetter water. 

Girl: Stop babbling, my foolish 
one. 

Man: I meant that the new in- 
stant shave cream—Mennen Sof’- 
Stroke—has a special wetting agent 
called a water-wetter to shave me 
better. 

Girl: 
love. 

Man: Sof’Stroke gives my beard 
a second soak. That’s how the wa- 
ter-wetter shaves me better. 

Girl: Water-wetter. Wetter wa- 
ter. Oh, my darling, you do need 
someone who understands you. + 


start To PACK YOUR 


Oh, clear your mind, my 


Ashworth Named President 


Maynard R. Ashworth, publish- | 
er of the Ledger and Enquirer, Co- | 
lumbus, Ga., has been named pres- | 
ident of the R. W. Page Corp. 
publisher of the Columbus Ledger 
and Enquirer and the Herald, Bra- 
denton, Fla. At the same time, W. E. 


| LITTLE PACKS—Following the success of its 


PICNIC oe A 


“trick or treat” 

featuring little packs of raisins last Hallowe’en, the California Rai- 

sin Advisory Board, Fresno, Cal., will use point of purchase displays 

to promote the little packs as a “picnic pick-up” for quick energy 

for campers, hikers, etc. J. Walter Thompson Co., San Francisco, the 
board’s agency, prepared the material. 


promotion 


’ Page, publisher of the Bradenton ceeding the late Alvah H. Chap- 


Herald, has been named president man. Mr. Page will continue as 
ot the Bracenton Herald Co., suc- | publisher of the Bradenton Herald. 


Shige > g 


“Far better than the minting 
Of a gold crowned king 


Is the safe kept memory 
Of a lovely thing.” 


SARA TEASDALE 


CM ine a Sha 


Se 


Superior photoengraving and offset 
platemaking add the quality touch 
to your finest printing. 


SUPERIOR ENGRAVING CO. 
215 West Superior Street 

Chicago 10, Illinois 

SUperior 7-7070 


a 


Chicago's Foremost Photoengraving and Offset Platemaking Plant. 


| 


‘Agency Exec Airs 
Views on Selling 
to ‘WSJ’ Salesmen 


Cuicaco, April 18—Because the 
advertising budget has become an 
increasingly larger item on the 
company balance sheet, the presi- 
dent of the company is becoming 
more and more the man to be per- 
| suaded to use a particular medium. 
| The need of the media representa- 
| tive to take the president into ac- 
| count was emphasized last week by 
| David H. Echols, vp and manager 
je the Chicago office of Fuller & 
Smith & Ross, in a luncheon talk 
| to the 12th annual meeting of space 
| representatives of the Wall Street 
Journal. 


|@ More than 70 space salesmen of 
| the Wall Street Journal congre- 
feve at the week-long meeting. 
which began the evening of Apri! 
| 10, including representatives from 
the London and Frankfurt offices. 
| In past years, the meeting has been 
| held in New York; it was moved to 
Chicago for the first time this year. 

A series of seminars during the 
| week reviewed latest developments 
be space selling, merchandising for 
advertisers, etce., and offered the 
_ salesmen an opportunity to ex- 
change views and new ideas on 
‘selling techniques. + 


Leslie Salt Sets Drive for 
Ist New Product in 50 Years 
A western regional advertising 
‘campaign involving both consum- 
ler and grocery trade publications 
/will be launched by Leslie Salt 
|Co., San Francisco, early in May 
|to introduce the company’s first 
|new product in 50 years. The new 
line consists of four seasoning salts, 
| Leslie garlic, celery, onion and all- 
purpose salts. The grocery trade 
jlearned of the new Leslie line 
| through a series of four-color lami- 
nated foil insert ads in 11 trade 
magazines; the consumer campaign 
begins May 3. 
| Prepared by Dancer-Fitzgerald- 
'Sample, the consumer ads will be 
large space two-color insertions in 
|21 daily newspapers in ten west- 
‘ern states, Alaska and Hawaii. In 
addition, two-color pages will be 
used May 7, June 4, July 2 and 
Aug. 6 in the Sunday supplement 
sections of the San Francisco 
|Chronicle, the Los Angeles Times 
and the Seattle Times. 


CBS Radio Adds 3 Stations 

CBS Radio has added three new 
affiliates. They are KCIJ, Shreve- 
port, La., and WLEU, Erie, Pa., 
both former independents, and 


WEMJ, Laconia, N. H., a new sta- 
‘tion 
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What values help sell 
business publications? 


If you’re looking at it from the 
viewpoint of a potential sub- 
scriber, you’re interested in the 
value that the editorial content 
holds for you. It has to match 
your job interests . . . help you 
solve the day-to-day problems 
you meet . . . compel your con- 
tinuing attention. 

Without this, a business pub- 
lication has no real value-in-use 
to you. You don’t particularly 
want to read it, let alone pay 
for it. 

Asan advertiser, on the other 
hand, you must view it from a 
different angle. Editorial con- 
tent is still important; it is a 
prerequisite to readership, as 
contrasted to receivership. But 
what you really want to know 
is: ‘“‘Who are these people?” 
“How many?” “Do they really 
want the publication?” 

McGraw-Hill has always be- 
lieved that its paid circulation 
policies give positive answers to 
both viewpoints. To put it in 
the language of those of our 
subscribers who are engineers, 
paid circulation is like a closed 
loop system. 

If we offer editorial content 
worthy of being sold, business- 
men will pay for this service. 
They, in turn, make up an alert, 
interested audience. ..a market 
place of value to advertisers. 
Advertising dollars complete 
the cycle, give us the sales mar- 
gin to plow back into continu- 
ing editorial improvement that 
satisfies present subscribers and 
attracts new ones. 

To us, payment for our prod- 
ucts represents the natural and 
normal way of doing business. 
Our subscriber-customers pay 
over $6,000,000 annually to 
read our publications. They are 
literally paying to reach you 
when you advertise in our pages. 


McGraw-Hill 


@: PUBLICATIONS 


® 
McGRAW-HILL PUBLISHING CO., INC. 


330 WEST 42nd STREET, NEW YORK 36 


More than a million key men in business and in- 
dustry pay to read McGraw-Hill publicatione 
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4 WORKMAN 


MARKET- MEDIA 

DATA BANK ™M a , 

than @ half-million IBM cords offers complete facilities and services with which to assist 
you at every stage of planning and executing complete, 
economical research projects and programs. 


containing county level mag- 
‘ azine, newspaper coverage 
and market data provide in- 
formation fast—tailored to 
your needs, and af cost of 
tabulation ONLY. 


DESIGN + SAMPLING + CODING + TABULATING ~+ PRESENTATION 


Atevery step in MEDIA ¢ MARKET e PRODUCT research, 
there's a Workman man to help you. 


widhiceion sss 


NEW YORK . CHICAGO—WH 4-6255 ‘ LOS ANGELES 


nis, Sees ‘ = 7 
mais ie Peers ae Jeli iui , 
se 3 


a complete MEDIA - MARKET - | — 
» PRODUCT TESTING SERVICE... x’ © few 


—— ie ” 


BIG SLICE—This is one of five new spectacular Betty Crocker designs 
being displayed in the Twin Cities and Milwaukee markets by Gen- 


eral Mills. Batten, Barton, Durstine & Osborn is the agency. 
| 


‘N.Y. Times’ Names Donlon §McCleery Urges TV 


Paul Donlon, most recently with 


the New York Times sales staff, Stations to Create 


has been appointed manager of the 

newspaper’s Toronto advertising Style in Programs 
office. He succeeds John Marley, ‘ 

who resigned to join James Lovick |__ PITTSBURGH, April 18—Albert 
& Co, Ltd., Toronto. McCleery, veteran tv producer, last 
| week issued a challenge to televi- 


what qualities... 


do you look for & 
in hiring salesmen? 


A wise man once said “What you are shouts so 
loud that I can’t hear what you're saying”. There’s 
a moral there for buyers of time. Screaming, 
shouting, sensational formats may be popular in 
some places, but Iowans prefer our style. Proof: 
our news and sports ratings have led all the rest 
for years and years. 


Choose your station just as carefully as you hire 
your own salesmen — on the basis of integrity, 
stability and responsibility. In Des Moines KRNT 
and KRNT-TV have these qualities. It's no wonder 


Iowans believe in and depend on the KRNT 
Stations: 


® People have been dialing KRNT Radio for reliable news and 
sports information for 26 years. Highest ratings for years. 


© ARB and Nielsen prove our television news and sports are 
also the “preferred ones”. Always top rated. 


© The community knows locally-produced religious and civic- 
minded shows appear regularly in our schedules. 


® Local radio advertisers have given us by far the biggest share 
of business in a six-station market. 


® Local television advertisers have given us 80% of the local 
business in a three-station market. 


Check our ratings with the Katz Man. 
He can help you hire our salesmen, too. 


KRNT ae 


Radio and TV - Des Moines 


An Operation of Cowles Magazines and Broadcasting, Inc. 


sion stations to lead the industry 
by creating style in their programs. 
Mr. McCleery was a speaker at 
the annual Public Service Confer- 
ence sponsored by Westinghouse 
Broadcasting Co. Some 400 broad- 
casters, educators, and advertisers 
attended the four-day meeting. 
“Rise, affiliates,’ Mr. McCleery 
urged, “you have nothing to lose 
/but your networks. No industry 
‘has gotten old fashioned so fast. 
| You can’t do this and you can’t do 
‘that. Engineers blame it on the 
| ene and producers blame it 
on the engineers. 
| ‘You can do anything with that 
|camera,” said Mr. McCleery, who 
is on the CBS staff but without as- 
signment. “It’s a most extraordi- 
|nary instrument, better than Hol- 
| lywood has. Networks have created 
|a sleek, slick Hollywood grayness. 
You should create style. Don’t be 
jafraid of that word and you have 
a fighting chance.” 


| 
| 
| 
} 


|= Humorist Sam Levenson criti- 
|cized the people with heavy black 
pencils for over-protecting audi- 
‘ences and preventing performers 
‘from reaching their full potential 
|on television. He urged business to 
give sponsorship support to educa- 
| tional fare and broadcasters to ac- 
\cept their responsibility to provide 
|cultural programming. 

Consensus of a panel on pro- 
|gramming was that public affairs 
shows are fine but that tv enter- 
_tainment programming was at a 
|low level. The question as to why 
| brought varied responses. 

Tv-Broadway producer Fred Coe 
| complained that “tv has taken the 
show out of show business.” The 
Reporter’s critic, Marya Mannes, 
said the networks have been cap- 
|tivated by the fallacy of “giving 
| the people what they want,” when 
| they should be one step ahead of 
' the masses. 


|@ Garry Moore was glum: “There’s 
very little culture and no democ- 
|racy in my end of the business. 
Programs are being produced sole- 
ily by the programming boards of 
‘the three networks. Tv is in the 
| doldrums because of economic fac- 
| tors.” 
| Oscar Katz, programming chief 
: |/at CBS, where Mr. Moore works, 
{ maintained: “If we try to force 
people to watch certain tv shows, 
we'll have a cultural oligarchy.” 
|/Henry Schachte, exec vp of Lever 
Bros., was willing to leave it to 
ithe broadcasters to “obey their 
consciences and do what they can 
/to improve television.” + 


Reach, McClinton Names Two 

William V. Linn, formerly with 
McCann-Erickson, has _ joined 
Reach-McClinton & Co., New York, 
as an acount executive on Ten- 
'neco Oil. Reach, McClinton also 
hus named Thomas S. Jennings, 
formerly with Warwick & Legler, 
a print buyer. 


ier SS a gl EAI SN MaMa eer SES ose a a eres el) ea a Si ae) eyes ae os pene er Pa! oS S  -. a we Rep an Avge PARC Say ayTbvo Se TE I Mi res So ee a 
se Ra eS ae ar. Pps ee 1 eeclsleaaier aoe ed: ¥ ae er mene Seo aie Bo ee) eee ARIE eE Gar ee are a i pes ee Ege, ie Get ate etc st ae ee nee fae BPE? FO hae ae = a 
mx ly SS z ae an as, : : * ; ' : , > Sere 
es ho hem. 
Pe Seat: 
nr ae ss 4 wey 
meagre 3 Advertising Age, April 24, 1961 ae 
Petey), 38 ad 
ean ' 
tbe ROSEN ‘ae i 
pie J. a “2 
‘ oe bi be Cees ores r ant 
5 oy oe i 
ata We) a — 
ies: . 
‘ ; 
AF *% " — 
ors 
ional ae Oe . 
TY 4 
> a Tr. bi aK ‘ 
| [3 et . ee 
bs . % 7 " is ae 
‘ | a eo ae weg 
: f Seria MR a. \ ae 
ony a, bed * ‘ 4 R ie: EGELE aoiee 
Tees > —— a og 
vegeee u - eet 2 ae 
Pree ’ } — =e —— aa. : 
So ee USE WORKMAN’S - ‘ . a 
ee : a 
se 2 E a 
ae ae 
digs fy , | ae 
waa? : ie % 
— BY Ce ; 
ors 2 
Nie ae | oie ; ‘ 
. 22 Binnie: ie mae ’ 
et ee —— 
Say (a ss es: :80,0q0, wee ae 
% oe 4 
2 cuialablaie a Poe %j 
pees: * a50°' e? : 
; ie ae ghd OF 
fas an '% a eect 
oe Be ee ee z Gee 
Atte : - of a 5 th c a Oe 
upaaiaie's 2 Sf Saeed : cero 
; = pe eg +. ee 3 ea 
oe re Fs cae a 4 ee ed 
‘ ke : = i / : : ts Se ite 
a ~ 1» oy i 
gee | pl pas . 
yh dew ty 7 a | 
a a | ‘ " Q 
; p - f t-* , 1 Beate 
eine Mhaaet f .: or f ieee gees. i 
i a tg . ie Po Y é eared ices. 
cee } ‘ be : q r " ee 
4 x - 7 7 AS: “ See ce *, r 
ee ? "a a = 
: -* an yy & \ ee ponte 
oo eS fs. : 
og m eee * vwtte ma ; 
hem |) in 2 bee 
} y oe ‘ a: _— ; em 
a ~9 é - | pi! "Say “a 4 a Pte Es see: 
nt 2 ' site V bbpnn ne - safe 
: ng ‘/ ; 4 oe | St - : hy m fo 
; y i : FG » tal a So in 
, ‘Or erage! ‘ id : atom Ve «ti ae Rpt ere 
a eer ee : ‘ . a ; yO if ce ‘, Bs, aaa 
ha ee 3 Grek Aces ‘ = we ae 
wey vas 7 : | eam . # ; ine “Eee 
gis : f; A = Bs doc a - Bea ae 
J cf ¢ ¢ EPS cae a ; ¥ ke 
; aoa ¢. Py ii ~ ee _ ee _ ot ates 
Pin te te . ss Bers Ot ae A Se ee oe ; 
pe J ‘ ee 3 te ge “J Aso 
a ee wy *. i e 4 ‘ ee sa tl bet aly - ' ee. 
ne nS : : Papo Pere fee, papa 
Rica . ‘mac RRR OS SE SR 22 seaman we) 
" . Sah, Si ee pe ~ 
aloes sie a 7 aes els a ~ 
: P — - ° re is y 2 - ~ - — : 
% : snttteeintiiltibsi ines ed eels a ie. ae r 
j ee ; ms 
a ia ‘ a ‘ 4 
ot fae i we 
Oe ae om 
a. 7) . 
; “face Panes oe : 
ae eee ‘ $ 
a ‘ . tee ee 
ne ; me ae 
: 2 . ; aie 
= : . b ent 
ea ee ‘; a . 
oe a 4 i 
| ae a ee ag ; ? 
ia. ji 4 das 
., es ; ; pl 
Sy eae es 4“ 4 ~ ool 
: De he] ee i @a 
; ae ;  '.s 
| aus 6 - ee j fi ‘ i 
: My - « - ‘ ip oo 
Pe j { ; 
- . + f 
| ee 
Po , f 
é : 
ee 


1961 


YEAR KOR 
PRECISION 
SELLING 


A sturdier limb 
for the Ad Man 


--who's often 


Until media selection becomes an exact science, the ad man’s 
recommendation is a demonstration of his judgment. Here’s one 
recommendation that can be made with confidence: 


Put The Wall Street Journal at the head of the list. It’s “the 
most responsive one.”’ You'll find it dovetails with just about 
every advertising target the business advertiser is shooting for. 

First, there is big national circulation (well over 750,000) . . . and 
available also in regional segments that can be accommodated to 
almost every marketing strategy. Second, it’s a business-minded 
market, uninterruptedly in tune with constant business activity— 
fat-free and packed solid with continuous buying power. And 
these prime prospects have already decided that business news on 
a daily basis is what they really need to get, and stay, ahead. Third, 
The Journal works on the sales staff, distributors, wholesalers 
and retailers while it draws response, inquiries and live leads from 


the buying-est business audience ever assembled by a single 
publication. 

What’s more, the advertiser knows all this—first-hand! Because, 
you see, key executives everywhere rate The Wall Street Journal as 
“The Most Useful One.” Its attraction is especially magnetic 
because ““How’s Business?” is a daily question. 

Why? Every business day the news that changes business does 
change . . . and The Wall Street Journal is the Only National 
Business Daily. 


THE WALL STREET JOURNAL 


Published at: New York, Washington, D.C., and Chicopee Falls, Mass. 
* Chicago and Cleveland + Dallas + San Francisco 
...and big, new Riverside (Calif.) plant now under way. 
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Martin Opens in Ohio 


B. J. Martin Co., Chicago, has 


opened an advertising sales office 
for Electrified Industry and To- 


ENVOY! 


steakhouse restaurant 


Brand the steak of your choice 
Lexington at 41st + YU 6-9155 
free parking for dinner 


,day’s Business for western Penn- 
|sylvania, West Virginia, Ohio, 
| Michigan, Indiana and Kentucky at 
35-41 N. Main St., Chagrin Falls, 
O. Gordon S. Garrett, formerly an 
editor, will be in charge as central 
manager. The company has also 
moved the eastern office, headed 
by Michael I. O’Connell, to 43 W. 
Front St., Red Bank, NJ., from 
West Nyack, N. Y. 


Bachrach Names Miss Murphy 


Margaret Murphy, formerly with 
Prudential Insurance Co. as assist- 
ant to the pr director of its north- 
‘eastern home office, has been 
| appointed director of pr and adver- 
tising of Bachrach Studios, New 
York, photographer. She succeeds 
| Priscilla Gough, who is retiring 
after 23 years in the post. 


Stanley Tools Moves Wheeler 

| CC. Frederick Wheeler, formerly 
marketing manager of the Stanley 
tools division of Stanley Works, 
New Britain, Conn., has been ap- 
| pointed marketing manager of the 
| Stanley hardware division. 


Those Westerners 
Sure Are Buyers, 
‘Sunset’ Reports 


*‘ New York, April 18—There’s 
nothing like the West, or the west- 
erners. 

That’s the tenor of a new slide- 
film presentation by Sunset Maga- 
zine called “How to Talk to West- 
erners Person to Person,” which 
includes some facts like these: 


e While the rest of the country 
was increasing 15% in population 
from 1950 to 1960, the seven west- 
ern states and Hawaii increased 
39%. 

e On a per capita basis westerners 
buy 20% more automobiles, 23% 
more compacts and 112% more 
imported cars. 

e On a per capita basis they con- 
sume 81% more frozen foods, 25% 
more wine, 218% more olives, and 
46% more salad oils. 

e On a per capita basis they buy 
23% more paper products, 10% 


more aluminum foil, 21% more 
cake mix, 28% more dry dog food, 
116% more new homes, 46% more 
dishwashers, 22% 


basis they apply for 52% 


tographic supplies. They earn 
14% more than other Americans. 

The presentation laid heavy em- 
phasis on the fact that Sunset is 
the only major service magazine 
published in the West, and stressed 
its three editions are localized for 
geographical and climatic rea- 
sons. + 


‘Harper's Bazaar’ Boosts Rate 
Harper’s Bazaar will raise its 
one-time b&w page rate from $4,- 
050 to $4,150 with its October issue. 
The magazine also announced a 
new rate base of 400,000, up 20,000. 


Everett-Bennett Moves 

Everett-Bennett Advertising, 
New York fashion agency, has 
moved to 422 Madison Ave. 


There’s no need 


Here’s why — 


to waste one dollar of 


your advertising budget to reach the 
buying influence in Texas’ liquor market! 


Of Texas’ 49 wholesale liquor distributor 


houses, 36 are in the TNG cities. Ten 


of the remaining 13 are branches of 
firms headquartering in the seven cities. 
Texas retail liquor chains with 5 or more 
outlets maintain a total of 162 stores. Only 


one chain with five retail stores, 


does not headquarter in one of 


these cities! 


The influence area of Texas revolves on 
the seven cities of the Texas Newspaper 
Group covering 75% of the buying power 
of Texas! Business begins in the TNG 


j 


U JOURNAL 


cities — spreads out to dominate the 
spending pattern of a region. 

For “liquor,” substitute any product: or 
service, and your answer’s the same — 
Texas Newspaper Group. Seven powerful 
newspapers speak, to sell for you — 
with 1,068,855 daily circulation, and 
discounts to 23%. 


4" %* BEAUMONT ENTERPRISE AND 


% CORPUS CHRISTI CALLER AND TIMES* 


= 


TT 
(i 


* DALLAS TIMES HERALD 

* EL PASO TIMES AND HERALD POST* 
y, * FORT WORTH STAR-TELEGRAM 

%* HOUSTON CHRONICLE 

* SAN ANTONIO EXPRESS AND NEWS 


* (Optional) 


he Represented nationally by 


The Branham Company. 


more freezers, : 
and 55% more gardening supplies. : 
e They travel—on a per capita) : 
more : 
passports and use 53% more pho- : 


(in his London Fog coat) 
The coat — DUNDALK Wash 'n’ wear (65% Dacron, 35% cotton), with 
luxurious zip-in pilé lining, 3rd Barrier construction for assured 
rain protection. About fifty doliars. It's a Maincoat® by LONDON FOG 


| SATIRIC—Londontown Mfg. Co. will 


promote its London Fog rainwear 
in magazines this fall via stylized 
cartoons gibing the “Typical Ad 
Man,” “Typical Suburban House- 
wife,” “Typical Egg Head,” etc. 
Daniel & Charles is the agency. 


United Air Lines 
Maps Drive Telling 
Merger with Capital 


Cuicaco, April 18—United Air 
Lines is expected to launch a heavy 
advertising barrage to announce its 
contemplated merger with Capital 
Airlines. 

United has to withhold its merger 
ads while the Civil Aeronautics 
Board—which approved the acqui- 
sition a week ago—gives other air- 
lines a chance to protest the deci- 
sion. If no hitches develop, the 
merger is expected to take effect 
about June 1. 

When Capital goes out of exist- 
ence and its routes are taken over 
by United, Kenyon & Eckhardt will 
lose an estimated $1,500,000 billings 
in Capital business. Advertising for 
United—considered to be about a 
$4,000,000 advertiser—is handled 
by N. W. Ayer & Son in Chicago. 


# John Clampitt, director of adver- 
tising of United, said newspapers, 
radio and some tv will be used to 
announce the merger. Where Capi- 
tal has good broadcast commit- 
ments, those will also be utilized. 
United, primarily an east-west 
carrier, will have to introduce it- 
self to many of the southeastern 
markets served by Capital. + 


Mutual Adds 12 Affiliates 

Mutual Broadcasting System, 
New York, has added 12 new af- 
filiates, all former independents. 
They are KRKS, Ridgecrest, Cal.; 
KRVC, Ashland, Ore.; KEPR, Ken- 
newick, Wash.; KSSS, Colorado 
Springs, and KDZA, Pueblo, Colo.; 
KMNS, Sioux City, Ia.; WABT, 
Tuskegee, Ala.; WKTG, Thomas- 
ville, Ga.; WDIX, Orangeburg, 
S.C.; WLAF, Lafollette, Tenn.; 
KFNV, Ferriday, La.; and WJAN, 
Ishpeming, Mich. 


Murray, Larson Join Chase 
Robert E. Murray Jr., formerly 
account executive with Ridgeway- 
Hirsch Advertising, has joined 
Barnes Chase Co., San Diego, in a 
similar capacity. E. Neil Larson, 
previously supervisor of public re- 
lations and advertising of Solar 


Aircraft Co., San Diego, has joined 
| Barnes Chase as assistant account 
executive. 
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A lithographed reproduction of this woodcut by Saf Francisco's Earl Thol- 
lander, size 22’’ x 15”, is available when requested on your business letterhead. 


EARL. THOULANDER 


san Francisco... City by the Golden Gate 


San Francisco...throbbing metropolis of the West. What makes it tick? 
Companies like Standard Oil of California (240 Business Week sub- 
scribers), Bank of America (199), Crown-Zellerbach (132), Pacific Gas & 
Electric (88). In San Francisco, and everywhere 
in business America, the men who manage com- 
T panies read Business Week. You advertise in 


Business Week when you want to influence 
management men. 


A McGraw-Hill Magazine - 8330 West 42nd Street, New York 36,N. Y. 
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IAA Gets Picture 
Against Backdrop 


(Continued from Page 2) 
unfair reporting of conditions in 
his country. ; 
e This tone was maintained by 
Andrew Heiskell, board chairman 
of Time Inc., who has just returned 
from a trip around the world and 
who addressed yesterday’s lunch- 
eon. Mr. Heiskell noted that while 
economic gains are being made in 
many parts of the world, there is 
confusion in the political realm. 

Mr. Heiskell cited examples of 
“irresponsible selfishness” on the 
part of nations and urged his audi- 
ence to do something in the way 
of establishing principles of free- 
dom. “You are all men and women 
of position and influence,” he said. 
“You make or break various me- 
dia of communication ...The time 
has come for you to stand up and 
be counted. There may not be 
another chance.” 


= On the more practical side, the 
IAA delegates heard reports on 
the development of Common Mar- 
ket areas. Leslie B. Cort, manag- 
ing director of Colman, Prentis & 
Varley International, London, out- 
lined the dimensions of the Euro- 
pean market. He reported that op- 
portunity in Europe “has never 
been better,” but he also cautioned 
about the pitfalls. 

Mr. Cort said, “No politician, by 
the stroke of a pen, can unite na- 
tions with different backgrounds, 
traditions, cultures and lan- 
guages.” He noted that in Eu- 
rope “you have to use at least 
10 different languages” and “the 
smallest countries are not even 
satisfied with one each.” As 4or 
advertising services, he offered 
the following comments: 

“There are methods common in 
Europe, even in larger countries, 
which are shocking by North 
American standards. Many agen- 
cies struggle to give some kind of 
indifferent service, after being 
bargained down, sometimes to as 
little as 2% commission! Ac- 
counts change hands frequently, 
for reasons of nepotism, or social 
finesse, regardless of the agencies’ 
expertise. Manufacturers build 
their own big advertising depart- 
ments and ask the question, with 
wide-eyed wonder, when ap- 
proached by a serious agency: 
‘What need have I for such a 
service?’ ” 


® The importance of the Common 
Market concept was underlined in 
the convention’s opening luncheon 
talk, delivered by William E. 
McKeachie, former president of 
McCann-Marschalk Co. and for- 
mer head of McCann-Erickson’s 
London office. Mr. McKeachie 
noted that plans for common mar- 
kets are afoot in many areas of 
the world, notably Latin America. 
He said that if the Common Mar- 
ket succeeds in Europe, “it will 
provide the momentum for the 
other common markets we hope to 
see develop around the world.” 
This convention was notable for 


the upbeat reports from Japan. | cided to have its cocoa crop fi- 
vp, nanced through New York banks. 
Matsushita Electric Corp. of Amer-| This, as he pointed out, is a high- 


Mamoru Matsumoto, exec 
ica, told the meeting that Japan’s 
gross national product has dou- 
bled since 1952 and is expected to 
double again by 1970. 


| 
s In accepting the IAA award as! 


the “man of the year,” Hideo 
Yoshida, president of Dentsu Ad- 
vertising, reported that Japanese 
advertising volume reached the 
$500,000,000 mark in 1960, and he 
predicted that it would soar to 
$1.3 billion in the next seven to 
eight years. 

“When this figure is reached,” 
Mr. Yoshida said, “you wili find 
that the country’s advertising in- 


of Ad Operations 
of Troubled World 


| dustry will have undergone a com- 
| plete change in every phase of its 
| business. We who are engaged in| 
the advertising business in Japan 
|are concentrating our entire ef-| 
‘forts in modernizing Japanese .ad- | 
'vertising in preparation for that, 
day.” 
| 


s Hirochika Seki, exec vp of Ha-| 
kuhodo Inc. and president of the! 
newly formed McCann-Erickson- | 
Hakuhodo agency in Tokyo, also 
cited Japanese economic gains and 
reported that surveys taken by 
|his agency have shown an over- | 
|whelming acceptance of advertis-| 
ing by Japanese housewives. 

All three Japanese speakers 
made a particular point of noting 
that Japan is now in the process of 
liberalizing import restrictions, so 
that in three years there will be 
no duty bars on foreign products. 
They pointed out that this will 
introduce some stiff competition 
for Japanese manufacturers. 

That perennial IAA issue—the | 
split commission—came in for its| 
usual attention at the congress. 
Representatives of overseas agen- 
cies were as adamant as ever in 
rejecting the split commission sys- 
tem, pointing out that if U.S. ad- 
vertisers want good service at the | 
local level they must be prepared 
to pay the local agency a full 
commission. 
= Leslie Scott, vp and general 
manager of Seven-Up_ Export} 
Corp., insisted throughout a_}| 
steady rain of searching questions | 
that his company has found that 
the best method of operating 
abroad is via different local agen- 
cies in each market rather, than | 
via an international agency with | 
branch offices abroad. Mr. Scott | 
said Seven-Up has tried both sys- 
tems and found its present one 
more flexible. He pointed out that 
if an advertiser coordinates its 
advertising through a big interna- 
tional agency, it must accept that 
agency’s office in each market. In 
some markets, he said, the agency 
may have good offices, but in 
others they may not be so good. 
Seven-Up’s domestic agency is J. 
Walter Thompson Co. 

Alfred di Scipio, vp of Interna- 
tional Telephone & Telegraph, said 
that a truly international company, 
one that looks upon the entire 
world as its market, should find it 
beneficial to work with an adver- 
tising agency that has a similar 
concept about its business. But 
Mr. di Scipio lamented that there 
are very few—if any—of these 
agencies to be found. 


® Kenneth Spang, vp of First Na- 
tional City Bank, suggested to the 
delegates that Africa represents a 
golden opportunity for U.S. com- 
panies in particular, because there 
remains resentment in the area 
against the old European colon- 
izers. As an example of a shift in 
the tide, he noted that the inde- 


pendent nation of Ghana has de- 


\ly significant step and a great 
| victory for the U.S. banks over the 
| British. Ghana is the world’s larg- 
|est cocoa producer. The U.S. has 
jlong been the chief consumer of 
cocoa—but the crop has never 
been marketed anywhere nrevi- 
ously without going through the 
cocoa exchange in London. 


McCANN OFFICES WIN 
2 OF 6 IAA AWARDS 
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Where dows the noise go in the Remington Noweless? 


...mas de 50,000 vuelos anuales sobre el Canal de la Mancha... 


WINNERS—Top prize winner in the 
first international advertising 
awards competition sponsored by 
the International Advertising Assn. 
were (reading left to right from 
top): In the automotive category, 
Esso France (agency, Sodico, the 
French arm of McCann); consum- 
er, Suchard Argentina (McCann- 
Erickson); travel, American Presi- 
dent Lines (Johnson & Lewis); 
business, Remington Rand (Doyle 
Dane Bernbach); corporate, Bris- 
tol Siddeley (Young & Rubicam); 
and Shell Petroleum (Mather & 
Crowther). 


Please don't part the sisters 


vertising Assn. 

McCann’s French company, So- 
dico, finished first in the automo- 
tive category with its campaign for 
Esso France, and McCann’s Buenos 
Aires office took the top award in 
the consumer category with adver- 
tising for Suchard Argentina. 


= Doyle Dane Bernbach copped 
first place in the business category 
with its new international cam- 
paign for Remington Rand type- 
writers and office equipment. 

The three other first place win- 
ners were Bristol Siddeley (en- 
gines) in the corporate category, 
with campaign developed by Young 
& Rubicam, London; Shell Interna- 
tional (petroleum) in the industrial 
category, advertising produced by 
Mather & Crowther, London; and 
American President Lines in the 
travel category, with campaign 
handled by Johnson & Lewis, San 
Francisco. 


® Two honorable mentions were 
awarded in each of the six cate- 
gories. These winners were: 

Automotive—Mobil International (J. 
Walter Thompson); Ford International 
(J. Walter Thompson); 

Business—Dentsu Advertising 
Advertising); Carl Gabler 
(Carl Gabler Advertising) ; 

Consumer—Northam Warren Corp.'s 
Odo-ro-no campaign (Adolf Wirz, Zurich); 
International Standard Brands (J. Walter 
Thompson) ; 

Corporate—Tokyo Shibaura Electric 
(Shanshodo); Parke, Davis & Co. (Young 
& Rubicam); 

Industrial—B aldwin-Lima-Hamilton 
Corp. (Gray & Rogers); Caterpillar Trac- 
tor Co. (N. W. Ayer & Son); 

Travel—Pan American World Airways 
(J. Walter Thompson); British Travel & 
Holiday Assn. (Colman, Prentis & Varley). 


(Dentsu 
Advertising 


Kellogg Boosts Nicolson 


New York, April 19—McCann-| 


W. C. Nicolson, formerly sales 


oa 


| INTERNATIONAL 


_ ADVERTISING 
_ ASSOCIATION / 


TOKYO-TO-PARIS—Hirochika Seki (left), youthful exec vp of Hakuho- 

do Inc. in Japan, meets at International Advertising Assn. annual 

congress with Bernard Musnik, head of the New York office of 
Publicis S.A., Paris. 


Technical to Launch New 
Quarterly, ‘Atomics,’ in July 
Technical Publishing Co., Bar- 
rington, Ill., will launch a new 
publication, Atomics, in July. In- 
itially the magazine will be pub- 
lished on a quarterly basis and the 
first issue will have a guaranteed 
circulation of 3,000 copies among 
utility personnel and engineers in 
manufacturing industries who have 
a basic interest in and responsi- 
bility for atomic applications. Rate 
for a one-time b&w page is $315. 
Second color is an additional $75. 
Andrew W. Kramer, a member 
of the advisory committee on tech- 
nological information of the U.S. 


|Atomic Energy Commission, has 
Erickson offices won two of the six | manager, has been elected vp in| 


been named editor of the new pub- 


top prizes in the first international | charge of sales of Kellogg Co. of |lication. Actually, Atomics has 
advertising awards competition) Canada. He has been with the! been published in one form or an- 


sponsored by the International Ad- | 


company since 1950. 


|other since September, 1945. Es- 


sentially it has been a section in 
Power Engineering, but at one time 
was issued as a pocket-size month- 
ly magazine. 


Barney Joins Saco-Lowell 

Allen F. Barney, formerly ad- 
vertising manager of Warner & 
Swasey Co.’s_ textile division, 
Cleveland, has been appointed di- 
rector of advertising of the textile, 
international and _ replacement 
parts divisions of Saco-Lowell 
Shops, Greenville, S.C. 


Mendelsohn Joins WABC 


Herb Mendelsohn, previously an 
account executive with WINS, New 
York, has been appointed sales 
manager of WABC, New York, re- 
placing Barry Geoghegan, who re- 
signed. 
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Give you 


you ve ever had in 
the fleet market 


bes: 
eR Le . 


FOLIOS FOR PROGRESS ae 


es ye x a ee ; 
cou eit wh c 


Sern and C 


what's in the box? 


The box contains charts that show the past trends and future patterns of the 
fleet market. This material is a sample of the most unique analysis of the 
market ,..an analysis compiled and edited by Commercial Car Journal. The 
complete study results will be bound into CCJ’s big 50th Anniversary Issue is 
— “The Golden Years of Highway Transportation’ Bonus Issue. This issue 3 
will contain a Blueprint For Fleet Management for the years ahead. It will : 
help give you, as an advertiser, the highest readership you've ever had. m 

Your copy of the study, detailing the past, present and future of the . 
industry, will be delivered to you this spring, months before the September 
publication of this bonus issue. For the first time you'll be equipped to follow 
—and capitalize on—the fast-developing trends in your industry. 


The study is just one of the many reasons why fleet operators will read—and 
respond to—CCJ’s 50th Anniversary Issue. Article after article by the nation’s 
leading authorities on fleet management are now in preparation. The issue 
will contain many exclusive features and will be packaged as a lasting addition 
to fleet reference libraries. Most important, the issue will contain the product : 
advertising of virtually every important producer of equipment, supplies and it 
materials for all of America’s top fleets. 


Don't miss this unique opportunity to have your product story read— 
and kept—by all your best customers. Get in touch with your CCJ representa- 
tive at once. He’ll bring your “Folios For Progress” box with him. 
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AUSTRALIA Carols by Candlelight/Carrying candles to light their 
way, hundreds of thousands of people gather each Christmas Eve in 
the great parks of Australia’s major cities. There, in the balmy eve- 
ning, they join in the singing of favorite carols. 


CANADA Sinck Tuck/Among the Eskimos of the far north it is the 
custom for one village to invite another to a holiday of feasting and 
revelry. Older than Christmas, but now associated with it, this mid- 
winter holiday lasts as long as the host village can provide for the 
feasting and dancing. 


COLOMBIA Night of the Aguinaldos/Masked and costumed, mervy- 
makers throng the streets of cities and towns. Each tries to recognize 
a friend in disguise. When anyone's identity is discovered, an 
aguinaldo, or gift, must be given to the person making the discovery. 


HOLLAND St. Nicholas Eve/By custom, on this night children place 
their wooden shoes in a corner or:on a window ledge to await the 
coming of St. Nicholas. The shoes are filled with hay for his white 
horse. When the horse eats the hay, it is replaced with goodies for 
the children. 


ee Chraditions 


AUSTRIA Village Caroling/Beginning with the family living farthest 
from the village church, torch-bearing carolers form a procession 
through the village. At each house the procession is joined by all the 
inhabitants. Eventually, the entire village is part of the procession as 
it arrives at the church steps. 


CEYLON Devi! Dancers/In Kandy, Ceylon, a grotesque celebration is 
held each Christmas Eve. Lanterns, torches, and huge bonfires light 
up the dark night. Then, as drums beat and fireworks are displayed, a 
strange Devil Dance is performed. 


ENGLAND Arrival of the Boar’s Head/Of medieval origin, this cere- 
mony is an imposing highlight of the Christmas dinner. At Queens 
College, Oxford, the boar’s head is still presented in the ancient 
tradition... conveyed to the table on a great platter, escorted by 
dignitaries and choristers. 


IRELAND Lights for Strangers/The Irish place lighted candles in 
their windows on Christmas Eve as a guide and an invitation to all 
who may be looking for shelter. Wanderers are given a meal and 
lodging, and in the morning sent on their way with a few coins in 
their pockets. 
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ITALY The Pipers of Rome/On St. Catherine’s Eve (Nov. 25), shep- 
herds from the hills come down to the villages to entertain. They 
travel from village to village, singing carols. Rewarded for their songs 
with gifts, they pack them into large leather sacks to be taken back 
to their families on Christmas Eve. 


PTFE ae MK 


MEXICO Breaking the Pifiata/The pifiata is an earthenware jug filled 
with fruits, nuts, and candies. Armed with a stick, the blindfolded 
children try to break it open. When they succeed, all join in the 
joyous scramble for a share of the sweetmeats that pour out. 


PHILIPPINES Lantern Night/Boys and girls make paper lanterns of 
different shapes and colors. Lit by candles, the lanterns create a 
beautiful sight as the children parade up and down the village street 
to show off their lantern handiwork. 


SWITZERLAND Bell-ringers of Valais/Mountaineers of the canton of 

Valais turn the traditional-Christmas bell-ringing into a competition. 
Each village tries to show that it has the most beautiful bells and 
attempts to outring those of neighboring communities. 


re 


A Gallery of Some of the Festive 
Celebrations of Christmastime by 
Diverse Folk of Many Lands 


JAPAN Revelry in Tokyc/Christmas Eve in Tokyo rivals New Year's 
Eve in New York. Hundreds of thousands of Japanese revelers jam 
the downtown streets, milling about and blocking traffic completely. 
The festive atmosphere cantinues until late in the evening when the 
celebrants gradually find their way home. 
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NORWAY The Julebukk/During the Christmas season, youngsters 
dress in fanciful costumes and go from house to house in small groups, 
asking for handouts of candy and the like, very much as American 
children do on Halloween. 


SIBERIA Cheer for Exiles/Along the old exile's transit route, the host 
at Christmas dinners always set aside a portion of each course for 
“those whom nobody must see." This food was placed on a table by 
a darkened window so escaped prisoners, traveling by night, could 
share in the Christmas cheer. 


| olf ee 

YUGOSLAVIA Bringing in the. Yule Log/Before sunrise on Christmas 
morning, a young tree is felled and brought into the home. Ignited on 
the hearth, it is struck sharply with an iron rod, causing sparks to 
fly up the chimney. Blessings, as numerous as the flying sparks, are 
called forth by the family. 


Mustrotions by Lionel Kalteh 
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ln New Post, McCall 
Rides Herd on 40 
Ogilvy Copywriters 


New York, April 18—The new 
copy chief of Ogilvy, Benson & 
Mather, a bright young phraseolo- | 
gist of 33, who looks even younger | 
than that, left) 
college in his | 
freshman year 
to work in an 
agency mail-| 
room. 

He is David| 
McCall, who is| 
assuming the}! 
duties that Da- 
vid Ogilvy him- 
self has handled 
ever since Jud- 


David McCall son Irish re-| 
signed as copy) 
chief in 1959. (Mr. Ogilvy had 


also served as copy chief of the 
agency prior to Mr. Irish’s term.) 

Mr. McCall jestingly described 
his new portfolio as that of “head 
housekeeper and doctrinaire” of 
the copy department. “We now 
have 40 writers in the department 
and about 30 accounts, and that 
means a lot of housekeeping,” he 
explained. 

Other main duties: “To see that 
the quality of people in the de- 
partment remains high, and to in- 
sure that the basic principles of 
the agency are taught and re- 
taught—amd retaught and re- 
taught.” 


® These principles? “To tell the 
truth in the most compelling 
terms. To pay attention to re- 
search and use it as a tool of the 
copy department.” 

Mr. McCall also feels it should 
be his duty to “keep a relatively 
simple business simple.” It’s al- 
ways a fight, he commented—“the 
bigger you grow, and the more 
people you have to hire, the more 
people try to justify their posi- 
tions by obscuring the simplicity 
of their jobs. Now I don’t say ad- 
vertising is easy; I do say it’s sim- 
ple,” he added quickly. 

He cheerfully disagreed with 
the recently published reports that 
the agency’s copy chief—Mr. Ogil- 
vy included—reads every line of 
copy that issues from the agency. 

“Obviously that would be im- 
possible,” he said. (One friend 
kidded him, on hearing this re- 
port: “What are they doing—re- 
placing a good bottleneck with a 
bad one?’’) 


® Although he’s lived in Manhat-| 
tan “basically all of my life,” he 
attended “all kinds of schools. I 
was in and out of a number in 
France, Maryland and Connecti- 
cut—sometimes self-propelled and | 
sometimes not.” 

After high school, he entered 
the military services—an inter-| 
lude he describes as “Japan and 
stuff’—and then entered Yale as 
an English major. Early in his} 
freshman year, however, his fa-| 
ther died so he quit college and | 
joined Young & Rubicam’s mail-| 
room in January, 1950. 

At Y&R, “after nine months in| 
the mailroom—the proper gesta- | 
tion period for a copywriter— | 
they kindly put me in the copy 
department.” There he stayed un-| 
til November, 1951, when he was| 
invited to join Ogilvy, Benson &| 
Mather. OBM was quite a differ- | 
ent agency then, he recalls. “Only | 
60 people on the staff, and an en-| 
tirely different selection of ac-_| 
counts.” 


@ After two and a half years of 
“learning” at OBM, he was lured 
away to a fledgling, David J. Ma- 
honey agency, where he was its 
entire creative department. “We 
had no tv director, no research 
man, nothing but a few clients.” 

One of the reasons he left Ogil- 
vy was that he had “gotten it in 


my mind that I could write ads, | 
but not campaigns.” There are 
three phases of a copywriter, he 
explained. First, the question is: 
Can you write the copy for an ad 
in a series? Next, can you build a 
whole ad by yourself? And final- 
ly, can you plan an entire cam- 
paign? At Ogilvy, he felt he still 
was only writing ads, so he joined | 
the smaller agency where he’d be 
on his own and would have to} 
write campaigns. 

“When you’re alone you learn a 


lot,” he said. “You have the mon- # 


key squarely on your back, and | 
you learn how much you owe to 
all the others that are around in a 
larger agency.” 

= The 


Mahoney agency went 


|along successfully until one of its 
| clients, 


Good Humor Corp., en- 
ticed Mr. Mahoney away to be its 
president. The agency was dis- 
banded, and Mr. McCall returned 
to OBM as associate copy chief. 
That was five years ago. Since 
then he’s worked on “practically 
everything in the agency.” Recent- 
ly he’s been occupied about 90% 
in tv. 

Some of his favorite efforts are 
the first Zippo ad, telling “The in- 
credible story of the Zippo lighter,” 
and the perking coffee pot com- 
mercial for Maxwell House. He’s 
also proud and pleased over the 
new Sears, Roebuck campaign 
which he helped create. In his new 
capacity, he won’t have any spe- 
cific copy assignments, although he 
hopes to “get a stab at something 
new when it comes along.” 


# After hours, Mr. McCall enjoys 
doing a “number of things badly” 
—tennis, golf and politicking. “I’ve 
been involved with the left wing 
of the Republican party for about 
ten years.” And he and his wife 
have both worked hard to help 
their friend John Lindsay win the 
past two elections as congressman. 

He also reads a lot—‘I’ve en- 
joyed the Durrell books very 
much, all of them. I’ve just fin- 
ished ‘The Rise & Fall of the 
Third Reich,’ another thing I en- 
joyed very much was reading all 
of Dostoevski in the order in 
which the books were written.” 

Besides the 40 copywriters at 
Ogilvy whom he guides and fos- 
ters, Mr. McCall has four young 
sons, aged 5, 3, 2 and 10 months, 
with another on the way. The 
McCalls live on E. 82nd St., in 
Manhattan, not many blocks from 
where he was born. # 


| 


Republic Paint & Varnish Co., | 
Chicago, has named Headen, Hor- 
rell & Wentsel, Chicago, to handle | 
its advertising. R. I. David & Co., 
Chicago, is the previous agency. 


Republic Paint Names Headen 
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BAHAMAS BECKONS—Bahamas Devel- 
opment Board has launched its 
summer promotional using maga- 
zine color pages like this one, plus 
newspaper ads. 


Bahamas Board Sets 
11.6% Bigger Drive 


New York, April 18—The Ba- 
hamas Development Board has 
hoisted its 1961 promotional flag— 
11.6% bigger this year—and set 
sail on a two-phase, $2,500,000 
cruise to capture more tourist dol- 
lars. The figure includes pr and 
sales expenses. 

The current March-August phase 
was ticketed for a 30% budget in- 
crease over the comparable period 
last year; the balance of 1961 pro- 
motional money will be used for 
the September-February phase, 
whose plans are “yet to be de- 
cided.” 

Meanwhile, the board has em- 
barked on a full-page, four-color 
magazine schedule for the March- 
August segment which includes: 
Bride & Home; Bride’s Magazine; 
Modern Bride; Glamour; Holiday; 
Mademoiselle; McCall's; National 
Geographic Magazine; and The 
New Yorker. 


s Newspaper ads, ranging from a 
200-line minimum to a seven-col- 
umn full size, will run concurrently 
in major metropolitan markets— 
usually via Sunday travel sections 
—in the U.S. and Canada. The Ba- 
hamas board, through Kelly, Nason 
Inc., its agency, will back up the 
consumer newspaper-and-maga- 
zine campaign with window dis- 
plays and literature in travel 
agents’ offices. 

Traditionally, the board has 
budgeted more ad money during 
the peak winter period. However, 
recent recession influences prompt- 
ed more attention toward insuring 
bang-up summer traffic. + 


Advertising Age, April 24, 1961 


Automobile Gross TV Time Billings in ‘60 
Sources: For Network, Leading National Advertisers—Broadcast 
Advertisers Reports; For Spot, N. C. Rorabaugh Co. 


By Company 
Network Spot Total 
| 1. General Motors $16,436,692 $5,173,600 $21,610,292 
Roe kg Rewer ea 10,328,980 5,143,720 15,472,700 
i SD CRE ecriidinnnecicraadnaems 8,529,308 1,716,270 10,245,578 
4. American Motors Corp. .........cc:000 426,297 2,677,130 3,103,427 
5. R It Co. 1,939,857 412,970 2,352,827 
6. Studebaker-Packard Corp. ............... 1,064,249 879,520 1,943,769 
P. Cate BUIIUED crcctsvitiieecsrccreiorcs 1,771,249 23,430 1,794,679 
By Brand 
Network Spot Total 
ee PR ea se tinesss<ceteneneetie $ 4,423,389 $4,641,140 $ 9,064,529 
i * 5,281,243 2,523,120 7,804,363 
| 3 3,100,881 936,990 4,037,871 
4. Carvair 3,829,108 3,120 3,832,228 
5. Rambler .... 426,297 2,677,130 3,103,427 
I ccnsssccriedokeamninnencndaicens 2,444,984 523,630 2,968,614 
i: GOIN. sinso isnishincsapcedausedledeieiinsieiis 2,361,857 14,990 2,376,847 
8. Pontiac 1,261,415 1,110,700 2,372,115 
9. Dauphi 1,850,575 412,970 2,263,545 
10. Falcon 2,109,513 4,470 2,113,983 


Note—Of the top ten brands, five are compact cars. A year ago, Dauphine and Ram- 
bler were the only compacts on the top ten list. 


Car Makers Spent 
$58,233,995 in TV 
in ‘60, Says TvB 


New York, April 19—The trend 
in the automotive industry is to- 
ward higher tv budgets spread out 
over more kinds of television, a 
spending analysis has shown. 

The spending patterns of the 
car makers was analyzed this 
week by the Television Bureau of 
Advertising, which reported net- 
work and national spot tv gross 
time billings of $58,233,995 for this 
advertiser category in 1960. This 
was a gain of 19% over the 1959 
figure of $48,966,026. TvB esti- 
mated the 1961 net tv time and 
talent expenditures for this cate- 
gory at $75,000,000, compared with 
$62,000,000 for the preceding year. 

Two years ago network tv for 
cars was confined mostly to ten 
prime time shows and specials. By 
the fall of 1960, car advertising 
was being scheduled on 18 regular 
prime time programs, plus speci- 
als, sports and daytime telecasts. 
Some 59 makes of cars were ad- 
vertised on tv in 1960, against 52 
in 1959. 


= The bureau also noted a change 
in spot patterns, with an increase 
in various types of programs and 
announcements. The favorite time 
period was found to be evening, 
with early morning turning up oc- 
casionally. : 

The trend toward a diverse use of | 
the medium is continuing in 1961, 
with prime time regular shows, | 
sports, and an usual summer day-' 


time schedule, the latter for Gen- 
eral Motors Corp. 

General Motors was the top 
spending company in tv. Its gross 
time billings were boosted about 
$4,000,000 over the ’59 level for a 
total of $21,610,292. Nearly $8,- 
000,000 of this went to Chevrolet, 
but this was not enough to make 
Chevy the No. 1 tv-advertised 
make. This position was held by 
Ford, with slightly over $9,000,000. 
In terms of parent company budg- 
ets, the Ford Motor Co. placed sec- 
ond with $15,472,700. + 


Wermen Names Rollins; 
Adds Insurance Account 

Joseph R. Rollins Jr., formerly 
vp of Kampmann Advertising, has 
joined Wermen & Schorr, Philadel- 
phia, as a senior account executive 
and member of the plans board. 

The agency also has been ap- 
pointed to handle Life Assurance 
Co. of Pennsylvania, Philadelphia. 
Plans call for use of newspapers 
and spot radio in the Middle At- 
lantic area and trade advertising. 


Rawlings Elected Club Head 

Robert H. Rawlings, retail-dis- 
play advertising salesman of the 
Pueblo Star-Journal and Chieftain, 
has been elected president of the 
Mountain Ad Men and will take 
office in October. 


Marvin Opens in N. Y. 

Marvin Leonard Advertising Co., 
Boston, has opened a New York 
office at 220 Fifth Ave. Jack Pos- 
ner will head the agency’s New 
York operations. 


Duram Budd 


Hinner 


TA 


Mahoney 


CLOSED-CIRCUIT SPECIAL—These pictures were taken at a recent Fuller 
& Smith & Ross party staged to demonstrate to clients the services 
the agency can offer them with its closed-circuit tv facilities. F&S&R 
used the $250,000 tv installation in its New York office to show the 
dedication ceremonies of a new Hercules Powder Co. plant in Lake 
Charles, La. Arthur E. Duram, F&S&R senior vp in charge of radio- 


tv, chats with Montgomery R. Budd, director of advertising-public re- 
lations, and Elmer F. Hinner, vp of Hercules. Edward H. Mahoney, 
F&S&R vp and manager of radio-tv, looks on, as a technician adjusts 
the agency’s equipment which picked up the tv signal from the Em- 
pire State Bldg. Agency men monitor the event in a control room in 
the third photo. 
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Touching 
the 
heart 


gee _—e ep: J 


‘A FARM IN EARLY SPRING’, PAINTED IN TEMPERA BY ROLAND RODEGAST 


Here lives the heart of America. 


Here also is where the catalogs get read. And studied. The seed catalog, 
the automotive catalog, the catalog of clothing and of household equip- 
ment—all touch the heart of America. 


Our four companies are skilled in producing catalogs that carry product 
pictures in full and faithful color into America’s homes. We take the same 
care in printing these catalogs that we take with the delicate artwork 
of a medical textbook. We will focus this skill on your color printing. 


Let us show you how your company will benefit from the excellence of the 
color printing we produce. (Most of our customers are repeat customers.) 


Leading advertisers and publishers depend on printing produced by: 


Four Manufacturers of Quality Printing Under One Management: 


J. W. CLES ZNT COMPANY PACIFIC PRESS INC. 

Buffalo, New York Los Angeles, California 
CLEMENT COLORTYPE INC. PHILLIPS & VAN ORDEN CO. 
Chicago, Illinois San Francisco, California 


SALES OFFICES: GRAYBAR BUILDING, NEW YORK e FISHER BUILDING, DETROIT 
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Southwest's 


Along the Media Path 


Progressive Grocer led all food 
business publications in 1960 in ad- 
vertising pages and dollar volume, 
with 1,555 advertising pages and 
a dollar volume of $2,015,085, the 
Butterick Co. reports. This marks 
the 39th successive year Progres- 
sive Grocer has led all food busi- 
ness publications in dollar volume, 
the magazine said. 


e Play-by-play descriptions of the 
81 home baseball games of the 
New York Yankees is being broad- | 
cast in Spanish in the Caribbean | 
area, Mexico, Central America and 
Venezuela by WRUL, New York, 
international short wave station. 


e Purchases of suits, overcoats, 


topcoats, raincoats, shoes and felt 
hats, according to numbers, types 
and prices, are covered in a survey | 
published by Sports Illustrated. 
Additional information on “Ap- 
parel Purchases of Sports Mlus- | 
trated Subscribers’ may be ob- 
tained from Sports Illustrated, 
Rockefeller Center, New York 20. | 
e WDSU, New Orleans, has print- | 
ed a booklet containing reprints of | 
editorials, dealing with what Lou- 
isiana can do to advance its geen | 
perity. 
e To promote its “Hollywood The- 


atre” feature film series, hosted by 
Don Ameche on WXYZ-TV, De-| 


—C«CRESTCOd 


750,950 
consumers in 
southern 
New Mexico, 
West Texas, and 
Juarez, Old Mexico, 
want to buy what 
you want to sell. 
They look and listen 
to El Paso, big Sth 
city of Texas, 
for buying news. 
The Big Sth is biggest in 
Southwestern sales, 
and El Paso 
Broadcasters provide 
100-proof coverage 
of this thriving market 
which scores well 
within the nation’s 
TOP FIFTY. Pour your 
sales a pick-me-up 
with the Big Sth 
... El Paso, Texas. 


EL PASO 
BROADCASTERS: 
KIZZ / KROD-TV 
KROD / KSET 
KTSM-TV / KTSM 
XEJ-TV /XES | 
-XELO / KELP-TV fj 


. 


| 


time buyers. Buyers were asked to 
call a New York telephone number | 


Mr. Ameche. 


e Westinghouse Broadcasting Co. | 
is offering one-minute spots, urg- 
ing children to read classics, to all | 
stations throughout the country as | 
a follow-up to its “Reading Out | 
Loud” public service programs 
produced last year. 


e National Safety Council has 
awarded its 1960 public interest 
award to WMCA, New York, for 


its leadership, initiative and orig-| 


inality in promoting accident pre- 
vention. 


e An all-expense-paid three-week 
trip for two to Europe will be top 
prize in a contest sponsored by 
W@QXR, New York, as part of its 
25th anniversary year celebration. 
Entrants were asked to write in 50 


Advertising Age, April 24, 1961 


Hayes Dimes 


Arkedis 


Doran 


SIXTIES SELL—Arthur Hull Hayes, president of CBS Radio, and George 
Arkedis, vp in charge of network sales, chat with Albert W. Dimes, 
director and secretary of Tetley Tea Co., and Jack Doran, director 


of marketing for Mennen Co., at th 


e network’s premier showing of 


its new sales presentation, “Expansion for the Sixties,” in New York. 


and an end to caution in major 
purchases as an _ anti-recession 
weapon is currently being aired by 
KMOX, St. Louis. 


words or less, “Why I Enjoy Lis- 
tening to WQXR.” 


e January, February and March 
are “bonus-audience” months, and 
the rest of the year is relatively 
level in viewing, the Television 


Bureau of Advertising reports in a | 


new folder, “This Is Summer TV?” 
Additional information may be ob- 
tained from the Television Bureau 
of Advertising, 1 Rockefeller Pla- 
za, New York 20. 


e The Minneapolis Sunday Trib- 
une published a 112-page tabloid 
special section on April 16 to com- 
memorate the arrival of major 


troit, Blair-TV sent “postcards” in | league baseball in Minneapolis and | 
the form of a telephone message | St. Paul. The section marked the | 
from Mr. Ameche to all New York | largest special section in its his- | 


tory. 


'to hear a recorded message from | e An editorial campaign urging 
jconsumer and business spending | 


GET THAT 


chandising your buy at eve 
saler, direct salesman, key bu 


EXTRA 


PUSH 


You know that it’s the extra push that makes the difference 
between an average campaign and a “Red-Letter Success.” 
You get that EXTRA PUSH when you buy WOC-TV 
WOC-TV effectively specializes in co-ordinating and mer- 


ry level — the broker, whole- 
yer as well as the retail outlet. 


This “togetherness” sells products in the nation’s 47th TV 


market. More than 2 billion 
the retailer’s cash register 


PRESIDENT 
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VICE-PRES & TREASURER 
D D. Palmer 
EXEC VICE-PRESIDENT 
Ralph Evans 
SECRETARY 
Wm D Wagner 
RESIDENT MANAGER 
Ernest 


SALES MANAGER 
Pax Shaffer 


THE QUINT CITIES 


} 1OWA 
} iLL 


| PETERS CRIFFIN, WOODWARD, INC 
EXCLUTEIE MATIONA REPRESENTATIVES 


DAVENPORT 
BETTENDORF 


ROCK ISLAND 
MOLINE 
EAST MOLINE 


dollars in retail sales ring on 
Over 438,000 TV homes are 


within the 42 counties of WOC-TV’s coverage area. 


To the National Advertiser, 
WOC-TV offers the greatest 
amount of local programming— 
over 33 hours each week — and 
the finest talent in the area put 
these programs across. 


Your PGW Colonel has all the 
facts, figures and other data as 
well as day by day availabilities 
See him today 


'e The Chicago Sun-Times will 
| publish a vacationlands section on | 
| May 7, a summer travel section on | 


June 4 and a mid-summer travel | 
section on July 9. The Chicago _ 
Saturday Daily News will publish | 
the same special sections on May | 
13, June 10 and July 15. Each | 
newspaper will present its own} 
editorial content. 


e A special outdoor living section 
will be published in the May 9 
| issue of the Buffalo Evening News. | 


| 
e Mademoiselle will focus its May | 
| issue on Greece as the fashionable | 
place to travel in 1961, with fea-| 
tures on Greek foods, wines, cele- | 
brities and the arts. 
| i 
| e A taped interview with Dr. 
Wernher von Braun, space expert, 
in which he discussed the U.S. 
| space program and possible politi- 
/cal repercussions that could result 
if the Russian space flight proved 
| successful, was 


broadcast by) 


April. The show features a 
weekly question on some major 
world, national, state or local 
problem, and a daily question 
on some lighter aspect of the 
news. A count is kept on the 
weekly question, and a final 
score is announced at the end 
of the week. Anderson-Erickson 
Dairy, Des Moines, has been the 
sole and continuous advertiser 
on the 15-minute show’s ten- 
year span. 

Parents’ Magazine has an- 
nounced its 12th Builders’ Com- 
petition, an annual event to 
find the ‘“‘best homes for fami- 
lies with children.” Houses of 
winning builders are editorial- 
ly featured each year in the 
magazine’s February issue. To 
be .eligible for the awards, 
houses must have been built 
and sold in the 12-month period 
ending June 30, 1961, and must 
be owner-occupied by families 
with children. 

Population, buying income, 
and retail sales of the Long Is- 
land area are included in a 
booklet, “Long Island Market 
Info,” published by the Long 
Island Press, Long Island. + 


| KDKA-TV, Pittsburgh, one hour | 


| prior to the firing of the Russian 
|space shot. Anticipating that the 
|/rumors of a Russian man in space 
| were true, the station sent news- 
men to interview Dr. von Braun 


scheduled to address the City Col- 
lege student body. 


|e WBRE, Wilkes-Barre, has in- 
| creased its daytime power to 1,000 
watts. 


|e A separate 24-page supple- 
ment by E. I du Pont de Nemours 
& Co., summarizing color, texture 
and knitwear news in fall boys’ 
wear containing Dacron polyester 
fiber, Orlon acrylic fiber and Du 
| Pont nylon, accompanied the April 
‘issue of Boys’ Outfitter. 


|e A citation from the St. Joseph- | 


|Benton Harbor Chamber of Com- 
| merce has been presented to 
| WSJM, St. Joseph-Benton Harbor. 
|Mich., for its “Buy Wisely, Buy 


| Now” anti-recession series. 


e WIL, St. Louis, personalities, 
plus entertainer Danny Thomas 
|}and several thousand St. Louis 
area high school students will 
stage a door-to-door march May 4 
to collect contributions for children 
| stricken with leukemia and for St. 
Jude Hospital, Memphis, WIL re- 
ports. 


e Department of New Laurels: 


Science carried 410 pages of paid 

| advertising in the first quarter of 

1961, a 40% gain over the compar- 
| able 1960 period. 

The Washington Post published 
its annual baseball section on 
April 9, one day prior to the open- 

|ing game at Griffith Stadium. 
| “What Do You Say?’”—man-on- 
| the-street type 


|in Grove City, Pa., where he was | 


Arvin Uses Cities Drive 
for New Portable Radios 
Arvin Industries, Columbus, 
|Ind., is using a key city test 
market plan to introduce its new 
eight-transistor automatic sig- 
nal filtration portable in Seattle, 
Portland, St. Louis, Cleveland 
/and Washington. Ads will run in 
|Life and TV Guide in those 
markets only, carrying dealer 
| listings. Outdoor posters, coop- 
erative newspaper and radio 
ads and point of sale material is 
also included in the campaign. 
Ruben Advertising Agency, In- 
dianapolis, is handling the cam- 
paign. 


CHAN-TV Names Peters 


J. Ray Peters, station man- 
ager of CHAN-TV, Vancouver, 
has been named general manag- 
er of the station. He succeeds 
| Art Jones, who will continue as 
|president of Vantel Broadcast- 
ing Co., which operates the sta- 
tion. The Vancouver Newspaper 
|Guild has protested recent lay- 
loffs at the station. CHAN-TV 
lopened last October with 135 
| people and now has about 90 on 
the payroll. 


Air-Lec Names Shumway 
Air-Lec Industries, manufac- 
turer of operating equipment 
for industrial automatic doors, 
has appointed Shumway & Car- 
man Advertising, Madison, to 
handle its advertising. Air-Lec’s 
name was changed from Schoel- 
kopf Mfg. Co., effective April 1. 


‘Hewitt Joins Brockway 
Donald B. Hewitt, who for- 

merly operated his own agency 

in Homer City, Pa., has joined 


radio show on’ Brockway Glass Co., Brockway, 
KRNT, Des Moines—is marking Pa., as sales promotion and ad- 
\its tenth anniversary during! vertising manager. 
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Craig Asks More 
Scientific Appliance 
Marketing Methods 


Boca Raton, FLA., April 18— 
The appliance industry must 
“replace intuition and hunches 
with near-science” in its mar- 
keting if it is to close the gap 
between factory and marketing 
performance. 

John W. Craig, vp and general 
manager of the major appliance 
division of Westinghouse Elec- 
tric Corp., who made this state- 
ment, challenged the industry to 
do just that, speaking at the 
American Home Laundry Man- 
ufacturers Assn. convention 
here yesterday. 

This, he said, will require 
“drastic upgrading of market 
research, advertising and dis- 
tribution methods.” 

“Had this industry been able 
to match the progress of its lab- 
oratories and factories with sim- 
ilar strides in distribution and 
marketing, this would be one of 
the healthiest industries in the 


world,” the appliance executive 
said. 
s Mr. Craig complained that 


vital decisions often must be 
based on statistical information 
which sometimes contains great 
discrepancies. Two statistical 
organizations, for example, 
show figures of American wash- 
ing-machine ownership varying 
by 7,000,000 homes, he said. 

To demonstrate “how little we 
know of the reasons for sales 
success or failure,” he raised 
unanswered questions such as 
these: Why one product sells 
well in Kansas City but not in 
Indianapolis; why two seeming- 
ly identical distributors perform 
differently; whether there is 
really a national market or 
merely a national collection of 
individual markets; and what 
the industry really knows about 
forecasting, advertising, promo- 
tion,.distribution and retailing. 


® Specifically, Mr. Craig urged 
the industry to reduce the dis- 
stance between the manufactur- 
er and the consumer. Dealers, 
he said, must be encouraged 
to migrate with the customers, 
either throtgh outright moves 
or establishment of additional 
stores. # 


American Rack Institute 
Reports Sales to Supers Up 

American Rack Merchandis- 
ers Institute, Chicago, reports 
general merchandise sales to su- 
permarkets in 1960 increased 
8.5% over 1959. The group’s 
members supply nonfoods to 
more than 22,000 stores. A ma- 
jor gain in the number of chain 
and independent supermarket 
accounts serviced leads the list 
of developments credited with 
the increase. 72% of ARMI dis- 
tributor members reported an 
enlarged roster of customers. 

Other developments that con- 
tributed to the increase include 
more display space devoted in 
supermarkets to general mer- 
chandise, installation of new 
non-food departments in many 
-steres, and more non-food pro- 
motions run in 1960, resulting in 
bigger sales volume per square 
foot display space. 


Lee Tire Opens ‘61 Push 

Lee Rubber & Tire Corp., 
Conshohocken, Pa., will launch 
its 1961 national ad program in 
April with a series of ads in 
Look, The Saturday Evening 
Post and Sports Illustrated. The 
Ultra M 200, Lee’s new premi- 
um-type tire, will be featured.in 
the ads. Gray & Rogers, Phila- 
delphia, is handling the cam- 
paign. 


NBC Tightens Budget 
in Pre-Summer Cutback 

National Broadcasting Co., New 
York, has started its annual pre- 
summer budget pruning. The per- 
sonnel cutbacks, falling mainly on 
the lower levels, will be somewhat 
sharper than usual. Among the de- 
partments ordered to trim ex- 
penses, reportedly by about 10%, 
were press, advertising and sta- 
tion relations. 

On the management level a few 
men in overlapping posts have 
left. Latest to resign was Jerry A. 
Danzig, who quit as vp in charge 


of participating programs after 
his department was absorbed by 
other network departments as a 
part of NBC’s structural realign- 
ment. 


Thompson Names Renaud 
John R. Thompson Co., Chicago 
restaurant chain, has appointed 


Ernest E. Renaud national adver-| 


tising and merchandising manager. 
Mr. Renaud has been assigned to 
special projects for the past three 
years, including the creation of 
Thompson’s Red Balloon coffee 
house division. 


| 
| 


SURVEY SHOWS 
356 Establishment 


doing an annual 
volume of sales 


TOTALING 
*309,772,000 


LUBBOCK, TEXAS IS THE 


SIXTH 


LARGEST WHOLESALE 


MARKET 

IN THE STATE OF TEXAS 
LUBBOCK 
AVALANCHE: JOURNAL 


Represented by Texas Daily Press League 


What? Do You Mean That The Real George Washington 
Advertised In The Pittsburgh Post-Gazette? 


That’s exactly what we mean. It was back in 
1796. The Gazette was then 10 years old. Wash- 
ington was President at the time. 

He had taken up some land in the Pittsburgh 
area in his surveying days. 

And the advertisements were for the sale of this 
land. Washington requested by letter to Major 
Isaac Craig that the advertisement should be in- 
serted three times in the Pittsburgh Gazette. 


It would be coy, probably, to suggest that Mr. 


1786 


(ie 


1961 
cee spa 


You're Invited To. Participate - In The 


Washington knew a good thing when he saw 
one. At any rate, the newspaper has grown 
through service to the Pittsburgh area. It has 
gtown in the respect of its readers and in the 
volume of its advertising. We suggest, in all 
sincerity, that the Pittsburgh Post-Gazette—now 
in its 175th anniversary year—certainly merits 
the investigation—and the continued patronage 
—of any merchant or manufacturer interested 
in cultivating sales in this rich and rewarding 


Pittsburgh Market. 


The Pittsburgh Post-Gazette 


Represented Nationally By Moloney Regan & Schmitt 


ost -Garette’ $ pa. Special 1 175th Annivers any «| 


Sunday, July 30 19 Call. 


oath folg 


wire 


te res oS 


or i 


Cee ee I Ce 5a ey le ee a i ie Nii a. aT ee oe ae TES) OR eR Ty eR pa eA 
1 Sige aie ae ee 2 oe a atheros tM Wintel Ln co eRe st Spey oe ¥- ease Oe Te Ne erties se nile ten . . Ao 
acd 51 
ies i 
7 ' a ee eet 7 
oe a 
iam 
ie hs 
i a . 7 bi ie 
he “ Bes wt 
ines pass oe 
ire “ eh PR oo See ee ae lie ‘a ore 
Sis ge ar ME Gale et een a. Sa Bs aa ee 
aye = ; ‘ Ne M i io ie nl i ‘ en Cae ee, e ey a x K ie 
gi eb a ee Sewer te — / PR 
Pa. nares a) See pr . us ye SP Bec hy as 2 ae 
are ee . : eo doe: = : a. ee eh 
" } ae Pewee at oe Ae FS Ba @ ae 
. hea ie Lees cap ty a z , 4 . ag i 65 oe ee 
eee a Tee . ¢ — * howe ee Oe ee et 
iy * Fee aa - Be eg oe: i ae ae 
ae ' ee ~~ ‘\N ies - (Say Rage ee 
ile | fe ah oe ne § ¥ ? 2 Ne FPS S ‘eo ees 
Sa Cr ate ate! 4 e ry ’ oa Sa ce ‘ fa 
— 3 ail ~X Fa. Oe ? re 
saree; : Bo a 9 wee ” us . “ 
i . | es 4 * : phi ‘ a : es ¢ . Pe a b ae ; 
. ee ee me i . ff Det ny 
se : . 2 Ge ais cake 2 oe pee —_ a ¥ a 4 * i : 
a 5nd al ° - by ‘ ‘ie 
1? ~ Fae ; ‘, ‘he & . 7 
: ~ ; , t AS ‘ey * ‘ i ‘ 
Site 4 Se ie risks “ = = “> . é PX: oe eee 
san ea ; b en ke 3 / ; “ : ; sess . 
‘ t q Fe hee A “ Ao) E = meet ae corner 
3 oa a r y . a ae oe eit 
Sgaee as: SEs a: ‘ 2 “¥ “ eae 2 j Sas 
ie > ie see: - - . : oy b : , 
| ae (s ™ de &: Ai iy i 
a. -— . = ag - a ri; a |e ; 
i es Pee eS oe 4 — ‘ ; * ¥ - ee : 
ee | a : J —_ ~xw 4 a, si 
ae | a: | es , > or , . » e . ia Ay om AL 
ei etry : eo ow . q d f° F \. - h * ie 
oe : aa Ls ‘ - Ae 4 oe Aspe 
ite . | y ; Ls eS “ &F i a. rae \ _~ a a 4 ; y: : hae a ieee a wie 
ae . fhe ’ sn a “ E : a a ° a oS 4 . a ihe a ae pee! 
+ ; 6 Ye ned =<s74 ! , ee: : + * ie “se eh 
: A Shy > oe ‘a ” oy - @y Cae 4 4 Ne aE ie 
me Ss ¢ rear < j e * : é s ue er rae he 
eth | ghey Ging ll : a Dy Se s 
es : ; OP ta sn a. 2 nan t * cy b bara *f ve a Saaeie ae 
oe ee ter Ors, ie . ioe eee? : rs os eee Peon 2 
ae | \¥ od : sy tm 5 ee. eee ae 
2. | = Bee i z ee ang oe feo} Teereee ie ei * . 4 
ins eee J Sage le as , é ie Pe ee | i 5 eee, 3 % ; ‘ ora . an 
a Pee Re See x re 5 mr gt lt i, ; - oe op ie ti 4 
= et rs ee Pa of: yp ro es 
- sa > = aa a a e = 
Fox Ri. wf nd a eC a / ‘ 2 k : 
ee te oe + eu . 6 ao J * 
echt ol” aan Wey ; eta m ec gel ee Pa 
| ee ek ae f ; hs ee ae 
' a aa ae Ae he ¢ « a Bs, . é : . 2 + ae ae 
:  iaeidenmces * ek ae ae ce) ea i Be 
i # | ean | *; rt < e ’ ae 5 x e ie z < | ’ 4% (ex, 
vf ae: es 7 : -* =r. sae : B| ie 
ak | ‘ent ee gore — MES + og Eh G an 
ees y a s > 4 < P ) Ps a , : : ore ur * . > as 
cei | iat : =. h= > in a ec AE. fee { ee 
‘ ‘ . ik a — - \ te Sth 3 ie eae 
s 4 AEE = “ 2 jae tae el { ' an 
ak 4 _ - ‘- 543s on 
- “a . . Z 2 A ra " ” 
i‘ ; : {. . “ : a ps ee oH ' }- a 
‘ iil a APE 
oe ir ’ . 
eas ech / ‘4 Ge aes ae 
eee — ‘ . U SS 
- , / me 
: ee . 
ae : J St 
_ um ‘ : 
ae : 
ui : 
= 
a f | 
i | | 
: 
3 ee " . gee acne iam re 
: | 1 uwewe on - J =* TIONS information i 
a ig : 
= Ea: ; ; 


Advertising Age, April 24, 196) 


Advertising Expenditures in Newspapers, 1960 


A 


ADVERTISING AGE here presents the expenditures of all national 
newspaper advertisers who spent $25,000 or more last year. The data 
presented here are copyright, 1961, by the Bureau of Advertising, 
American Newspaper Publishers Assn., and are reprinted by permis- 
sion. Included are 1,563 advertisers with listings of expenditures for 
3,706 brands advertised in daily and Sunday newspapers, including 
expenditures in The American Weekly, Family Weekly, Parade, 
Puck—The Comic Weekly, Sunday, This Week Magazine and other 
publications distributed as sections of Saturday or Sunday newspa- 
per editions. These figures are not directly comparable with data 
issued for previous years. This is due to a smaller number of news- 


AMERICAN CHAIN & CABLE 
| CO. 


Chef Boy-Ar-Dee Lasagna 
Chef Boy-Ar-Dee Meatball 


papers measured at the brand level which reduces the reported ex- 
penditure data in this report about 4%. It should be noted, however, 
that deviations from this 4% average are to be expected for some 
companies; primarily those regional advertisers whose advertising 
pattern may result in their placing a substantial amount of space in 
unmeasured newspapers. The total expenditure figure in the classi- 
fication data (see table on Page 54) is comparable with those of 
prior years because these figures include projections which cover all 
national advertising in all daily and Sunday newspapers. The com- 
pany and brand figures represent only the actual space used in the 
measured newspapers. 


AMERICAN PRESIDENT LINES 


: 254,341 
sto ere ll ll Se eee ere hr rere 636,737 | AMERICAN RADIATOR & STANDARD 
Pennsylvania Mowers .......... 25,430 & Spaghetti Dinner ........ 3,830; AMF Bowling Equipment ...... 523,792| SANITARY CORP. ........... 343,884 

AANSWORTH LTD. & AANSWORTH | AMERICAN CYANAMID GR. <.c% 220,572 Chef 'Boy-Ar-Dee Meat Ball i = SF eee 39,998 | American-Standard Air 
D SCS ge Gis ea 45.478 American Cyanamid Co. ....... 20,309 | Rt 14,667 De Walt Power Tools .......... 72,947 | PR 103 
Oo ERE eer 21,318; Creslan ........ 00. -ee eee eeee 199,249| Chef Boy Ar-Dee Mushrooms | AMERICAN-MARIETTA CO. ..... 108,341 | American-Standard Bathroom 
(ae eae apse emaiens as 16.408 SY NL koh Gad 53 ws 0458 1,014 SR EE, WD kasi gasVaresesyscaess 1,951 | PR. Sct ccee boutaree ne 93,113 
ES SS eae 7.752 AMERICAN DAIRY arr 1,379,346 Chef Boy-Ar-Dee Products ...... 608,416 0-Cedar Bowl Bath ........... 8,736 | American-Standard Fixtures 144,701 

ABBOTT'S DAIRIES ........... 45.737 Amerilan Dairy Assn. ......... 1,366,111 | nn ammo, tly. WE eee 17,212 O-Cedar Products ............ 59,100 American-Standard Heating 
Abbott's Dairy Products ...... 2,249 Washington State Dairy } Dennison’s Chili Con Carne .... 8,106 0-Cedar Sponge Mop .......... 15,720 | ae 66,951 
Abbott’s Ice Cream .......... 4.091 TE ee ees 13,235 | Dennison’s Chili Tamales ....... 25,089 | O0-Cedar Sweep-Queen ......... 15,720 American-Standard Products .... 8,559 
i ee eee ee 36,099 | AMERICAN DISTILLING aa 68,268 | Digene sc areadikh cous i ae 7.114 Youngstown Dishwasher ....... 1,328 
Jane Logan Ice Cream ........ 3.298 Bourbon Supreme ‘Whisky aes, ae 37,383 | Dondril SE OVAS ars d 2a%5 dese t 156,352 | AMERICAN MEDICAL ASSN. .... 30,719 Youngstown Kitchens ......... 17,670 

LEON ACKERMAN ............ 81.777 Cadillac Club Whisky ......... 1,870 A RTE SIRT RE eg SP SRE pre 541,038 | AMERICAN MOTORS CORP. ..... 9,399,679 Youngstown Kitchen Cabinet 
ADAMS DAIRY CO. ............ 67.833 Guckenheimer Whisky Watad cnc 8,488 CL eae we whe ddekwat © 42,444 | Ambassador Cars ............. 91,472 Re eS) Pee 10,149 

Se ae 5,300 Old American Whisky SPewsts +4 7,268 ESS ae eae 46,669 | Ambassador & Rambler Cars .... 17,727 Youngstewn Kitchen Disposal ... 1,310 

Cottage Cheese .............. 2.731 Stillbrook Whisky ............ 5,535 Easy-On Spray Starch ......... 122,335 Kelvinator Air Conditioner ..... 2,919 | AMERICAN SHEEP PRODUCERS 

O°, eR ce 1,349 - 0 rr 7,724 Frey's Meat Products ......... 21,985 | Kelvinator Dehumidifier ....... iY oe ee Te eee 521,291 

“tp eare Teenie 2.890 AMERICAN ENKA CORP. | G. Washington’s Broth & Kelvinator Dryer ............. 2,515 | AMERICAN SNUFF CO. 

CS or ort 3.370 Enka Yarns ..... RPA Pe eee 97,421 | SER a ee 32,029 | Kelvinator Products ........... 21,244 | Favorite Chewing Tobacco ...... 29,977 

TN 12.618 AMERICAN EXPORT LINES INC. 327,421 | Griffin Shoe Polish ........... 109,535 Kelvinator Range ............. 1,013 | AMERICAN SOCIETY OF TRAVEL 

OO ee ee 7,108 AMERICAN EXPRESS co. ee «eae eee 2,784 Kelvinator Refrigerator ....... SS EE nas + ok sa Pedeeere ss « 66,157 

Whipping Cream ............. 542 ge rere a 423,419 _— Painquellizer Tablets .......... 2.094 Kelvinator Washer ............ 31,936 | AMERICAN SUGAR REFINING CO. 267.318 

SS 5% Sat yet 31.925 | AMERICAN FEDERATION OF eS ea eee 6.416 | Metropolitan Cars ............. pe err ee 53,895 
ADELL CHEMICAL CO. ......... 109,864 LABOR & CONGRESS OF SE ree 806,949 | Metropolitan & Rambler | Domino Sugar ............... 67,725 

Re ieee 32,936 INDUSTRIAL ORGANIZATIONS te) 153,803 | SEES PES SS ct ee 13,572 | Franklin Super ............:. 99 859 

ae Sy Nie Sane 64.513 | AMERICAN FORE LOYALTY GROUP Me” lpn cre eee 425 Ege 8,960,441 Sunny Cane Sugar ............ 45,833 

Lestoil Spray Starch .........- 12415, OF INSURANCE COMPANIES 028| eum: 1.839 | _ Institutional ................ 12,461 | AMERICAN TELEPHONE & 
oa” ee 1,135,503 AMERICAN GAS ASSN. ........ 44,831 Snarol 19350 AMERICAN NATIONAL INSURANCE | I a 196,488 

eae ee 471 | AMERICAN HOME PRODUCTS CORP. 3,460,401, 3°) gic ad I Sa i aR 34,099 | American Telephone & 

Freezer & Refrigerator ........ 41,848 EN An ed whan be ik caw eked 572,580 Aer 2 Sg a ee a ea a ia 13.002 AMERICAN OPTICAL CO. | ; Se ee 178,429 

ee ee RS: 180.788 Antrol Products ididdie tieag tiles 8,360 | AMERICAN HOMES WNER IN : JRANCE . Cool-Ray Polaroid Sun | Bell Telephone Laboratories .... 1,000 

EE LEEDS 34,146 | Boyle Midway Products ........ 24,326 0 su DNR Ass akanics, - 162,777 | Western Electric Co. .......... 17,059 

See Sh 871.967, Burnett's Extracts ........... 42,401 | CO... 0. eee e eee cece eee 37,182 | AMERICAN PETROFINA CO. OF | AMERICAN TOBACCO CO. ...... 5,543,039 

RG cn 6283| Burnett's Vanilla ............ 12,259 | AMERICAN INTERNATIONAL . .. SS Ma or eae Se ia”. SE eee 4,379 
NS cr 49,453 | Chef Boy-Ar-Dee Chili MRO Ye 25,422 | AMERICAN POP CORN CO. RR ORES See 3,402,675 

St | ge eee 1,790 | Se: TE ae de ce cceweesetes 1,778 | AMERICAN LAMB COUNCIL 109,208 Jolly Time Pop Corn .......... 70,468 UE 5 64a enent<e@kviedas 727,157 

2 ES 1,790 | 

DL bei 6 seats taced bee vees 45,873 | 
AETNA LIFE INSURANCE . - + 

ae psa 35,732 | T 100 N t ] N Ad t 1960 d 1959 
AGAR PACKING CO. op ariona Cwspaper verrisers In an 

| FRA eres 49,211 
AILEEN KNITWEAR INC. 

NS Pe ee 43,606 1960 1959 1959 Per Cent | 1960 1959 1959 Per Cent 
SS FRENCH NATIONAL cast Company Investment Rank Investment Change Company Investment Rank Investment Change 
AIR-INDIA INTERNATIONAL ... 210.201 | 1. General Motors Corp. ................ $40,354,817 1 $38,622,558 + 45. 56. Standard Oil Co. (California) .... 1,925,230 55 2,087,706 — 7.8 
ALABAMA GAS CORP. ......... 25,365 | Di. ee Bete Ce. cca iene 18,669,074 2 19,679,542 — 5.1 57. Institute of Life Insurance ........ 1,847,344 90 1,365,083 + 35.3 
neon co. exam | 3. Chrysler Corp. ............... 18,091,428 3 18,095,839 — 0.0| 58. Eastman Kodak Co. .................. 1,833,495 60 1,965,392 — 67 
ALADDIN INDUSTRIES INC... 42.087 | 4. General Foods Corp. .......... 16,197,397 4 13,738,272 + 17.9 | 59. Pillsbury Co. ............. 1,827,032 18 5,305,357 — 65.6 

RE Sey 23,347| 5. Distillers Corp.-Seagram’s 11,654,170 5 11,373,763 + 2.5) 60. Bristol-Myers Co. ..... 1,785,538 93 1,343,395 + 32.9 

Vacuum Bottle .............. 18,740 | 6. American Motors Corp. ............ 9,399,679 7 8,507,433 + 10.5 61. Renfield Importers .............006.. 1,783,636 88 1,427,432 + 25.0 
pon pm cn =" INC. 26.772| 7. R. J. Reynolds Tobacco Co. ........ 8,485,691 a 8,192,351 + 3.6! 62. Phillips Petroleum Co. oo... 1,782,238 53 2,145,939 — 169 
ALITALIA AIRLINES .......... 496.595 8. Schenley Industries .................. 8,206,851 VW 7,549,830 + 87) 63. Continental Baking Co. .... 1,767,525 50 2,208,705 — 20.0 
ALLEGHENY AIRLINES INC. ... 117,973 9. General Electric .............cccccccccees 7,559,832 10 7,591,773 — 0.4) 64, Sterling Drug  ..........ccccceseeeees 1,763,927 58 2,017,570 — 124 
— yy CO. ....... ae 10. General Mills ............0cc0ccccccceee m 6,715,579 13 7,064,547 — 49 | Sete, WILE 5 xsnocansiceidesdvcisegbasdionte 1,756,511 25 3,799,166 — 53.8 

Alpe Dop Food 22... ~~ 205204 11+ National Distillers 6539.19 89 8,069,376 —19.0| 66. Johnson & Joh 1,730,520 * 1,107,008 + 563 

Alpo Pet Foods .............. 17,269| 12. National Dairy Products ............ 6,022,399 16 6,545,894 — 8.0 | SS 1,704,413 . 222,683 + 665.4 
ALLIED FLORISTS ASSN. ...... 49,626| 13. Philip Morris Inc. 2.0.0... 5,776,265 19 4,998,560 + 5.6 | 68. Florida Citrus Commission ........ 1,679,301 43 2,452,765 — 31.5 
— LABORATORIES INC. ... bm 14. American Tob Co. . 5,543,039 6 9,257,883 — 40.1| 69. Liebmann Breweries .................. 1,668,233 49 2,210,468 — 24.5 

ee et ee 83.331 See NE MINIs GING. Ghendndcdarscccccccsocceeese 5,162,958 14 6,876,767 — 249 | 70. Heublein Ine. ................ccceccsees 1,603,381 77 1,716,558 — 66 

Campana Preparations ......... 115,078 | 16. P. Lorillard Co. ............. 5,100,677 15 6,779,442 — 24.8) 71. Reader’s Digest Assn. ........ 1,559,377 80 1,631,430 — 44 

D.D.D. Prescription ........ 12,899| 17. Campbell Soup Co. ........ 419,378 20 4,906,207 — 5.8) 72. United Steel Workers .............. 1,556,424 92 1,359,524 + 145 
sateen himbei aas "°° tet'aon | 18: Colgate-Palmolive Co. .... 4,560,161 12 7,300,542 — 37.5| 73. National Airlines... 1,553,390 56 2,083,415 — 25.4 
ALL-YEAR CLUB OF SOUTHERN 7 19. Corn Products Co. ..........ccccsees 4,498,483 86 1,459,015 +208.3| 74. Plough Inc... 1,537,960 100 1,263,772 + 21.7 

RL cb wnedi ales esos 337,609 | 20. Brown & Williamson ................ ia 4,316,227 57 2,063,356 +109.2| 75. Whirlpool Corp. .........ccccccceeeeee 1,519,531 96 1,314,286 + 15.6 
ALOHA AIRLINES INC. ........ 29,462 | 21. Procter & Gamble ... 4,276,067 =—'17 6,249,563 — 31.6| 76. Revlon Inc. 1,489,901 * 1,074,990 + 38.6 
ALUMINUM CO. OF AMERICA .. 1,463,729 22. Quak c 92 4 + 32 77. F fi 6 9 

ion: to @ hain... 29.647 a RG = ES ee as 4,192,526 22 060,609 ‘ SII IIIS - Uiscéssclceconbaibddsachenntnen 1,489,493 776,159 + 91. 

i ee 22,832| 23. Eastern Air Lines 4,180,348 21 4,294,856 ne, TE -* iie T IE GD.. srescenniccvnesesinctiennsvccsens 1,481,870 37 2,919,317 — 49.2 

Alcoa Products .............. 33,544 | 24. Pepsi-Cola Co. ......... 4,105,105 33 3,222,211 TE MD GI Go crecesctcctcssectenecinscnstniores 1,477,571 82 1,594,441 — 73 

yoo a teeeeeesnccesers ima 25. Studebaker-Packard 3,775,068 26 3,743,778 + 0.8| 80. Aluminum Co. of America ........ 1,463,729 * 1,211,128 + 209 
AMANA REFRIGERATION inc. 89.860 | 26. Hiram Walker eccwcecccocsecsoosocs 3,763,018 28 3,445,156 + 9.2 81. Mead Johnson & Co. eccccesecooesocs 1,414,865 ba + Inf. 

Air Conditioner .............. 16,173| 27. Goodyear Tire & Rubber .......... 3,596,620 34 3,207,669 + 12.1| 82. New York Life Insurance ........ 1,404,790 91 1,364,095 + 3.0 

Freezer... 2. see e eee eee ees 12,552 | 28. Standard Brands ...................0000 3,465,145 29 3,388,216 + 2.3| 83. American Dairy Assn. ................ 1,379,346 64 1,923,548 — 28.3 
Po MC ee ara| 29- American Home Products ... 3,460,401 23 3,967,967 —12.8| 84. Hearst Magazines... 1378319 = * 908,507 + 517 

A-C-M Paints ....... eee ee! 6.518| 30. Radio Corp. of America 3,269,720 74 1,748,709 + 87.0| 85. Helena Rubinstein Ine. .............. 1,343,467. 72 1,759,850 — 23.7 

os ea liOCO OEE. COP LE 37,196 | ee eer reerere 3,145,404 40 2,566,606 + 22.6) 86. Mies Laboratories .................00 1,335,705 79 1,636,860 — 18.4 
———- a 141,993 | 32: Doubleday & CO. -revnnenonnre 3,046,467 35 3,055,069 — 0.3| 87. Continental Air Lines 1,257,001 98 1,301,893 — 3.4 

Agrice ...... BA ed one 132.922| 33. Standard Oil Co. (Indiana) ...... 2,991,744 32 3,252,097 — 8.0] 88. McCall Corp. .........:cccccccccccorees. 1,229,721 * 724,738 + 69.7 

OS ee eee 8.171} 34. Greyhound Corp. ......:ccccccecsseeees 2,942,676 94 1,332,863 +120.8| 89. Warner-Lambert  ..........0cccceee0e 1,218,265 69 1,817,364 — 33.0 
AMERICAN AIRLINES INC. ..... 2,743,841; 35. Pan American World Airways .. 2,861,692 42 2,488,295 + 15.0) 90. California Packing Corp. .......... 1,208,514 . 1,108,428 + 90 
ns “ane oar aS | 36. Liggett & Myers onncccmneneennen 2,792,485 31 3,262,609 — 14.4\ 91. B. F. Goodrich Co. .... 1,204,674 73 1,758,200 — 31.5 

Cook Book Bread ..... yas 163,264 37. American Airlines. ......... 2,743,841 30 3,302,266 — 16.9| 92. Reynolds Metals Co. ..........+ 1,181,508 ° 490,374 + 140.9 

D'Agostino’s Bread ........... 59,944 38. Trans World Airlines .... 2,660,091 27 3,635,011 —_ 26.8 | 93. Glenmore Distilleries 1,165,306 99 1,300,905 — 104 

ef ~ ROS e 117,796 | 39. United Air Lines .........ccssseeeeeee 2,496,343 63 1,924,971 + 29.7) 94. Helene Curtis Industries ............ 1,146,789 68 1,874,654 — 388 

a an i eae 2,460,342 71 1,806,412 + 36.2| 95. Admiral Corp. ..ccsccsssssseeneenee 1,135,503 * 582,413 + 95.0 

Taysiee Baking Products ....... 72.901 41. Delta Air Limes ......cccccccccccccceseees 2,449,142 52 2,154,953 + 13.7 | 96. Vick Chemical Co. ..............0000 ‘ 1,101,365 * 413,102 + 166.6 

Le ee 497,504) 42. H. J. Heinz Co. ........cccccscccoseeeees 2,447 658 39 2,843,715 — 13.9) 97. Kimberly-Clark Corp. .............5. 1,087,310 e 814,949 + 33.4 

ce mee esses << 4.593 43. Westinghouse Electric Corp... 2,385,138 48 2,212,259 + 7.8| 98. National Biscuit Co. ..eccccccco-- 1,065,049 41 2,500,723 — 57.4 
AMERICAN BEAUTY MACARONI | : 44. Columbia Broadcasting System 2,254,524 54 2,127,269 + 6.0) 99. Standard Triumph Motor .......... 1,039,240 * 332,038 +213.0 

SS ator ee ae 46,895, 45. Brown-Forman Distillers ............ 2,223,555 47 2,268,221 em BRD BU: Gee Ue Gai, cciricccescscesccccecsccrvesee 1,008,948 66 1,892,928 — 467 

Macaroni Products ........... 44,459 . Firestone Tire & Rubber ............ 147,979 62 1954355 + 99) i 

we BB. 2436) Siestd a ty rye saliaied 2198008 51 an. - 4)" uc; 
y= ae = Ine. 39.849 48. Dow Chemical Co ; 2,124,037 * 162,906 + 1203.8 | NOTE: The 1960 newspaper expenditure figures for comp cont d in this report 

ican a a + e le eescocccccoscececcce ’ , ’ : = . . o ¢« 

AMERICAN BROADCASTING— 4. Prudential insurance Co. .......... 2,059,397 65 1,913,440 + 7.6) are not directly comparable with data issued for previous years. This is due to a a. 
PARAMOUNT THEATRES INC. Ameer & Co 2,053,573 83 1,544,650 + 32.9| number of newspapers measured at the brand level which reduces the reported Expend- 
American Broadcasting Co. ..... 824,985 ‘ . a ead + ery orn 19.2| iture data in this report of about 4%. It should be noted, however, that deviations from 

AMERICAN CAN CO 232.630 51. Curtis Publishing i 1,972,198 44 2,442,550 — at ge : 2 m - i a 
Canco sb ore ata 105,321 52. Gulf Oil Corp 1,958,767 * 478,319  +309.5| this 4% average ore to be expected for some companies; primarily those regional ac- 
SS ee 1,012 53. Gerber Seats, Co ie el 1,957 836 * 1,199,035 + 63.3| vertisers whose advertising pattern may result in their placing a substantial amount of 

) . i Alasabogpllcceniateal 957, 199, . 

(Bondo ae lal oy TESS 1,939,254 59 1,977,553 —  1.9|sPC0 in 7. ae 

AMERICAN CANCER SOCIETY ... 41,000| 55. Libby, McNeil & Libby .............. 1,934,389 76 1,720,453 


+ 12.4 Prepared by Research Department, Bureau of Advertising, A.N.P.A. 


a PML aty Ee Rey REED Ci ge, oye. ae. ee ee Ss « a UE eS ae a I pe eS eae, 2 antes eed” TSI 2 SN Sine a a aes oy = a taka ema ove Iter SP ae it 2 i 5 «ee tere ee ORT he Scere. aes 
Be Ace er Beith ao a ee ee tS a a oe cS ea eee cee ue ae a ore, ee Rea aa gee Wee Meee a erm Mearns Se ae ae a AR i oc Rhy al et aa Gee ny NRT CP NR Se AMR oo EIS ei VF Se ea ae 
pees Be a es rae tea Me nt ied PR Rn ce ess 8 ad ey eee arene) ond tS Pose be bic eda ce: ee mea ye ee ‘ d Sy ee a 5 oh ‘ et ie 
-soulenes nabs : te : : ‘ , . Fa - a 
ee =o 
awe 
cars 
: a 
2 a 
: 4 
. 52 CSC 
re Pe 
eae 
a: aa i 
a Aa Ty 
ee 
Bare kc tt 
=. See ; 
a ‘ 
= he 
— 
gs 
nt 
7 oy 
A wh 
ee ae cae 
BS ee 
ee ie 
ey ial iG : 
a sae : 
72 wae ea 
ee | RE 
ee eerie 
; ene Cia 
t oe ice Z Weg. 
7 - file 2p 
pleas ice ee 
ee ae 
ete. BN 
ets ee ait Hewat ce 
aes i 
eee : a 
ha pie aia pee 
- se 
3 
i he 
; ry 
epee 
a ee 
+ 5 toe oe 
Shi oe 
sane ies 
il ge 8 GR hea 
a Se Neil ge 
fa cay pie ear ; 
SRiaeer 
ve ei 
fio age per ees 
eS Say 
te a 3 ad 
eee oe 
tia, ue 
Oe ae a v 
a up Bes 
oe & 
ee 
a WERE 
ah =e ? 
2 ae, 
t 
ait So aii 
pe ARS, Y : 
PEO eg is 
Rieger SSS 4 ae 
Te rae Pee 
Sees ee Sian 
3 Fi SP rts 2a 
pease Tel ees 
aes ae 
Se cer at a 
Geek “ Sea 
at bs gra b Bee ers 
Sas } RoE 
Raa NS: bein a 
“ia See 
5 ee Liane 
eee eet aes 2! 
aren 4 ven ae 
ees ees Ae tcicet 
5 iBte har dra 
Lae 
Ses ee 
fev dots re “ 
of = eed es 
abs q oe 
oe 
ay ey Pn See 
i Aaa 
ibe oe 
y Bgele. 
or j : 
een f ” a 
OS holt Seta 
Ses te waar S| > 
ho =e : 
sete 
Aspe yee Wye es 
Be as 3 eke 
mR EF. ' c 
rig : ‘ 
a t. 
Y . + 
s J ‘ 
7 4 
- ; 
{ 
* 5 - 
f 
, : 
D> 
. : 
— — - ————$—— ern ee a er = 
‘ ‘ : : ea 5 if Sea 
4 5 F fa 


1 STEAY cue TAT oUNTS 


Bey Gee: j 4 


r 6 months average net paid weekday circ 


ding periods previous year. 


. 


ee RE 8 SNR Mia aaliant Miie v cat 5 nh felis OEP oe a SE Seca PS 7 eee Fel ge e  g  S Mrr al hp any NS ae = 
oe ogg aie A Shepp Che Sa BR ae ie oat Se 7 op y ah ee sae ee ee Bie teat, Rh te oS a > er ar ra ogy) See eM To ae eae CMe 8 RN ke Py, Se ER Ee a te Fe \ ee ee 
— ite Bait a ee Se ae ieee eee ge ay >A. oc ales Bi) sa amen gE Bee og MARRS: ic, GN Ree eer eGR en 2S ee mg el plaptah tis cian or 
ad ng : . riee 
Sh i a £ 
By Soe oe cao 
at re 
to, 7 
aay ! 
Bee 
aia 
jigtietl 
~e 
= E ; 
‘ 
oo . 
as : 
th 
ibe : 
Patt, 3 - 
ue 
aes 
i eek “ 
ese ar 
eee pee ce 
ie ey ae 
tes pes Ark 
are oie: 
ee aa . 
si ; : 
eto 
pecan. : 
as scar a 
a . ease 
Oe ; : { * aa es 
e co Goose OR 
: # an 
a J ‘ soit oe 
=. A om 
| Ae 
: ee ee 
: - j " teint > a . : 
oo ga on 3 . — : : 
: iv ¢ * 8 , ee . 4 a 
— PS ae _——_—as ; 
. { Jed - eects all i) ‘ rags. a J . ¥ F ‘ ¢ 
4 a $c8 Shy Rae ike 2 : . 
— bites r Eee. a eee 
i wih ia kai a al , ae Le 
a er ; ? iv ae ia Ria at 
1 ~~ Lei RS 7 . Be ip. P= oe a Bak A , 
a * ; is . i * mo ie Ae us : 
; ow i em ye f — —- —— te 
ii ’ age : 4 % rhs 1 aa —" > 3 Po _ ; * ‘ — 
ee tas y , Cees Se ig ee ae 3 ; ‘poems. a all a ae : 
ri 4 a) $ * . J 2% - ag ¥ Bhs ab ee a i Ro Bo wo : es, oe uatiea) ag , 
; q ‘om > Wag a ‘ Ym ipl ‘ ss. : * : ee ee y we ; cy He ge - a oR 4 wee 
: pyar ne eae ; 4a ‘ a ears ‘ 7 age — me ay os , eS. is Seo 
ey eee iz * a eit. - Maes ee — : =e . an es > pie Sa oo Peat: 
Eee . : Sw eer ey i): SRR . im. ie _ > AS ene , 
b a x am 2 it, wt * ee bs i oe? Ye ad Es ra ‘ Z 
e 5 a ee ery, oe he, 446s oa “~Sqsueeihlie 7 
> ty Pea ae a ae a oe a i 
. : 4 ; fe hee 4 ey Fane? of. : “id as at we 
yee Wee Os: Fick emery fe "S oa ae AT ¥g Pe § 
s ie a - peek . > at, Sake BE rene ee ae Phin i Ras wt a i - i a a; : 
ite io Ps “is hog cat a % nae Ee EN ee ie eee a Pee ene, ee PO oh i é Pl Lh . "4 F Ap ene a ce 
cies ie ies peg as leila ay oe ee er eS ee i) 
oe a eee hy f Pari dap, Pens oe on ee : , glee) oedgiace hoy OS 97 a oe Sea 
WENGE 4 BRM yc AB igh i a eee ott Mecic ia ts eee : . Z f Page Mi i ia fy ts a eae 
4 ws F ; ene fy eh ie aa 
a : ce 7 : oa ; ‘ . Bets 
: : ; * 7 Be a ey 
¥ ’ i — E 
a E j a = 
4 a ‘ = ae i 
é renee es 2s ; 
tae Sa) an ; oS 
- bcs : Ae i 2 
a pare 3 ig ee 
es eet : se i e 
9 ae m4 Bass Sore eet ee aes es ee ae as ee aye : 7 ee m ‘ c pan, 
2, Natta a Om ENON NIL eg eee : eee oe pee a ea? 
; c oe : : . 3 4 a 
= ; ‘ ye : = ; aa Ay ae 
: : ; or A ca diate es as MR ene a Neat fale ——— 
oe: : : ; ie oe ie ; 
: 
ee ; a ey Ni iia Ro oe " gat Re) ae am : 
ae 9 we Siena. Rete i een hae eee , : ms bo ae igedeue tia — ; Boe 
e . snasirinas me £ “g aie a pias ~ eG Owe aon a a PL cay Seared : . i ine 
We :. q Pt ears * a “ eae ei a aces <r . ly pee seis eee Oh Pape irae: - Sad * Eo ¥ . . ips i 
yee q oe 3 ere ts pees br ta anf Saeet ake Fe ay. BM, 8 lg. z er gE Sep mare ln oR Ono sy Me OmpeaT Ter 87g ira ea Team i A aeets aa ’ a 0 
5 ? Pan ay ie ic 2 iciag 7 STORE ea eset lake ees Gera sane Re aE hate ee WES Ce Oe eae CODE, + 7.) eee ee eat a) ® ee ‘Sage 
co BS a gang eR en Ae Se mee at PE: <> eg nN OT ve es Wes oa OT eg ee gy 
ee ie ig ee ee ee a 
AAA Ee | NBER tant Ya ees Ee ae ra eee amir gi ne a Naar eo eee eB Dr eae peti eS vee ee en . ce 
a Picn  o— o Shas aun i dice rein Le es, ei Pe Mate log ese fete atae ery biy ey cs. + es ST. a oy one < cab oe ees fer eee 
Bae i Bea a ies: Reais hte en a ekg Mee a De Ket pins tee wee Seok Bee ice ae clot Sete read ae Ck gibt Ne pi 4 oO See ie Ae =, gs aes 
‘oan ae oe ae ee EAS eee aaa eee ae i F 2 
Ste So ee a ; ie eee. Bee eee io ke hgcI a ea ee est xs > a 
Sy ee See’ Sie ahs on a 7 fF Ber? Srey Ue Se ARNO TORS ey eee eee ick eae an as! ball foe a NAT Te Ye Nac pea) , — aC Ld i 
Se 4 pene ee Bie See . 3 : nga are SLOT) BA Sak rae copcen cht nae oi , * ean ak ee are 
ele ee ae 2b: beat aes tanee ert es eee ae Pre hae ee SOE ON tee ie SN a a ed ey 3 Bee 3 See te oe Sd ae a Mee cate at ta. ea ee 
Sire 4 Pa kes Siete Paerae tek Stuy ale Se aA a eaten Nemes, Ce a as yk ok gE COO a ae emi oo I ee ; _ eae 
i as - ja BR BOS i ty 2 ss nee rs ee a Oe ee I Rv 
Rice q F a ee a ot NS gee cae . : ee ie a aes , Os are ilatae eye ee ae 4 5 A 
a Sf mere eee netted sore Nites wo ee RR et emer dee. Pane as Go ae he ee. Se +) Dies : Sit 
a a eee ae. ag iets ere Ree ree eee EEA ML OCI RRA RR es aA, aus 
F AEGIS a aie See. Se +e ene ier a is ; GP Ra, LOI meas eran att tage Me ON, Te fag tes te or é 4, o 
ns 3 mine ak Sa : x one ae ee . 2,” PRE Sa het = eae sie S: « Ser x ste, ei A) 32 9e ae ity as 
se ’ es Sere + oe af xy x : fs if se ‘“ 
; ia aa . 
; i - ap ; ow s ae 
r : a ih : e ‘a * . 
, * ee Ris. 
ii CS ae . oe 4 ‘ 
: Baht s i ae ; : | 
Ri s * Hise oF sage = ao ; ik : hae i,” 
{ <: a3 ae : = ae tye Rotini | Se 
Esp is = bias topmearict ole Bee = Fe Renee A ae ty - 4 Bie 
i ce WEY te Pitt ini Uh dane GIN ; ele: By +. tata A a meee PE Tne i st ek eine? : ; : f 
iy q bait ee Pes fo a ae A " : ines Ieee eS | ae: F “ a) cyt i - ae he” iftiog . ] 
a i - ie Sone * cea « e ; mil hae * ‘ t i ead 
4 be J q : rs a rere : a ase sont 4, y : + . 3 : sh 
Seats a ee oe ee ? 
: J z costs os Oe ee er Tie wih. 2 > — a, ee ~ 5 
nk Sahar etic ii . ee ee a 
. x2) — i ‘ i ae eee ti oh ee ga ee fe eel cs aie 2 esiags 
prams ; io spate Ot ear ra ‘ 3 oe Rear ? Pa ‘ et: ae gh nah Tea get : 4 mG 
2 Se | ee ee ae March ’61vs."60 0 
is a ‘ ere Oe f ‘ep as aed . eoeow 5 ‘ é bs ‘ ee : ie ba - o— i} 
7 apa Ride We ed : iS ake fa eed ere Cece te F (ice ee alae “ cchoeege rr ars igh nl, des Gay "im Sue Bae gl ae. eet eae ‘pa 
Bees : a Hs. ' ar S Sy 1 ai cod : = Sea = ieee isch Rr Gere er ene ee 
‘ : Hea ut = | Fase Ha a cn emo “Ht ee oS Age eee ieee UMM nee Cag Lomein yas aL = : aoa: ef ae aaa asi hes et 5 Bs 
} oe, bo es eels, foeeer teenie 5 OY pice SOE eee Rr oo Eg as Siero ae : eve wag psc : Owe ee es Tae Be me eae ee : 
ie) ry ee a ere ch Pala ee Z ars < : a eM al NS :, Ll eee ome: eas eeae 2 US Ra Seer es hh eo Beau Ob TB EN a0 i aie. "Sa i: ee am Tr les a : 
? i eee ee 5, ee ee meu een! sc. ‘= SUR canni G1 oat Se aga eg See ae ag je Moet gS A Sie me et Bear ; 
ae so on a, 0 A ee ae += re ee ge ye oy), ke es << ean cy US SE et eae oe , a a ie ena pias ce a 
er pet Oe Se ee a ees Spee ge Se ot tere vais ae ‘ divert VS. Cau aes is on : : she iF 
r ‘Ge BR Ca en pales BE 2 ct a Cee OE ie ORR a CREP) 9 Ao ll Eee es AD ; ei ¥ ; — SS i ok es) eee mac So 
4 " fe ees ie jae > fe es SS aeneet eaay PP ee Ore ses : : Le un es ates Ue is ie 
; é iy cele Ps ee OO = 2u ame oe ¥ Bare : cans és : ie =. See ee Va Ci a ae 
5 “ay Rh Wy oe: ig Puen : Wiis : Bae ; ee a wis re. memes ca sree iq ne Fass : ce 
4 : eae ATS det aaa s Ka F ; EES ‘ va U Pe See ae wee tee = 
pie cae ae Gee Ne. pean eee ae ‘ 1s ere a ae ae: abe ee ear mae ws 
er. ¢ lact | at’ a plor- yrirciilc a Gow  Gumeee vee : ae) ere: tae : 
. Uld the | st. [nats the accelerating circulation Suc- — ; BR Kee i piel BA Ms ee. ie i 
: oe : : = Bee : Bare Bea Ao) Mees i: ak = ; 
7 citi a ¥ aed Ge Pe ES : SON URS aah ae é + naa? ‘ i SIE < ag ars. 
3 7 S Sie ioOr@mrr & > ; az i- ij oir yy \ PAS ee E eae a i er i Aah { nll S ge 7 
les t 1 pies MR alge ay ee ate oes Bian er Ye WIR aS ma. Sm eee Sipe ae ae oh P seen iy Sct WR ha : ae ou y 
‘ : a a5 Sees faigl Ege Tardeh. Sk den Rime Aer Oey ene ates 9 gees shy Zi tae lei Biv tea aoe x ae 
: 21 OR AE ll i ai ae eal MRL eas ae ck . r : ues ; 
; a ne De Giguere ie ‘ same Si 
See mien Be Pon lar gout a Soe ean te eu anges a ie 
: Ree) tke | af eee ae 3 mS bak a a 2 lag on, MM é =~ i 
; oe a lide eas 
d ; a de Me : be Pe 54 
ae ee ss Mien Bias Pa : . : 
} ¥ ts gy é: =e me ey eee A 
_ : - | MP Lage eles 
: a ae a nt BF ind Pa ‘ oN Da i u 
Sears Boon GS oak ..; NE ieee ae eds oe a 
: : Ne 4 i aaa tae ~ 2 i J Say ae ie a a 5 : a Les ee a lk ~ ose S. = = : 
= - - 2 4 - ; Day ss Oy = i aes ; fe err brad 3 ‘a z Pi 
j : : = rman: : *, = is P pais is 4 : ts sewn i Se 7 = - as 
: ‘ * 2 vel As a oh hi PT ee eee ene ee ee ene eee ote { 
: : ‘ - d bs STS Sip eimai © We iy aie eels Wome Ce ae tir ai ie 
= AS “= ae . - noe. 
{ ‘Heck ig ‘ c ta 4 Lad 4) “sa! y an i gains are fo lation _ 
ast moe 7 3 ao ~- “5 ‘ re eee a ‘ i # 
; : . “ci este ge : TE Ree ee at sae ss ¢ id \ eee ‘ 
1 . : ; : os ape SNe hay 7 : epi 2 neta ie ne See : pe EP Stas Sa gine ote vee 7 eee te : 
’ ‘ - ; : } . 
: 3 
v oS * t a 
; bs a 
‘ : : r 
wre ee 4 oats ‘ Hing, ba ” ait: ae " " bee ‘ a = Fe J * ¥ . bs ehh 


54 


Tareyton 
RE ee ee 
AMERICAN VISCOSE CORP. .... 
AMERICAN WOOL COUNCIL .... 


328,559) 

1,079,317 | 

952 | 
115,576 
122,547 


AMERICA’S INDEPENDENT ELECTRIC 


LIGHT & POWER COMPANIES 
AMICABLE LIFE INSURANCE CO. 
AMPHENOL BORG ELECTRONICS 

ara ae 
AMPRUF PAINT CO. OF N. J. 

RU teh dt eck es dai esiccess 
AMSTEL AMERICAN CORP. 

EE Wakes te dece ne 
ANCHOR POST PRODUCTS IKC. 

Aer ere 
ANDREA RADIO CORP. 

Television 


Budweiser & Michelob 

2 See 
Busch Bavarian Beer 
Institutional 


ARIADNE CRUISE LINES 
ARIZONA BREWING CO. 
RS "eee 
ARIZONA PUBLIC SERVICE .... 
ARKANSAS LOUISIANA GAS CO. 
ARKANSAS POWER & LIGHT CO. 
ARKANSAS RICE GROWERS 
CO-OPERATIVE ASSN. 
Riceland Rice 
EE PN nbc as cdaccccee 
Armour Beef Stew & Chili 
Armour Canned Meats 


Armour Frozen Turkey 

DORE ks Setvldbnse whdces 
Armour Hasty Hearth 
Armour Meat Products ......... 
Armour Poultry Products 
Chiffon Liquid Detergent 
Cloverbloom Butter ........... 
Cloverbioom Margarine 
Dash Dog Food 
Dash Gravy 


Cottage Cheese... 
Ice Cream Oe 


Mayflower Sour Cream 
Miss Wisconsin Cheese ......... 
Pan-0-Gold Chicken Products ... 
Princess Dial 


ARMSTRONG CORK CO. 
fe 
ARMSTRONG RUBBER CO. 
PE ET a ea eh eke wes case 


Baking Products 


EE en Serre 
ARROW LIQUEURS CORP. 
RRS eee 
Creme De Menthe 
ee eer ore 
ARTISTIC CARD CO. ........... 
Artistic Greeting Cards 
Hycrest Card Co., Inc. .......... 
ASHLAND OIL & REFINING CO. 
ASK MR. FOSTER TRAVEL 
SE 
ASSOCIATED BULB GROWERS OF 
EE Fira tn abe Sa d¥a 0% + « 
ASSOCIATED HOSPITAL SERVICE 
AND MEDICAL ASSN. OF 
Sarre 
ASSOCIATED HOSPITAL SERVICE, 
INC. MILWAUKEE & SURGICAL 
CARE, THE BLUE SHIELD PLAN 
OF THE MEDICAL SOCIETY sell 
MILWAUKEE COUNTY ....... 
ASSOCIATED HOSPITAL SERVICE 
OF CAPITAL DIST., ALBANY & 
NORTHEASTERN NEW YORK 
MEDICAL SERVICE INC. ..... 
ASSOCIATED HOSPITAL SERVICE 
i *& ears 
ASSOCIATED LABS INC. 
5 Day Deodorant Pads 
Cf eer 
ATALANTA PRODUCTS CORP. ... 
DE TE ch addtessces ee 
Atalanta & Krakus Ham ....... 
Atalanta-Krakus-Tala Hams 
Cherry Star Tuna 
Krakus Polish Ham 
Tiger Cheese 
OF re 
ATCHISON, TOPEKA & SANTA FE 
RAILWAY SYSTEM .......... 
ATHENEUM PUBLISHERS 
ATLANTA GAS LIGHT CO. 
ATLANTIC CITY, WN. J. 
Chamber of Commerce ......... 
ATLANTIC COAST LINE RAILROAD 
A  aTE ens dene cédeee 
ATLANTIC CRUISE LINE INC. ... 
ATLANTIC INSURANCE COMPANIES 
ATLANTIC REFINING CO. 
Heating Oil 
DE Swbcwcceccocescce 
ATLANTIS SALES CORP. 
French's Bird Foods ............ 
French's Black Pepper ......... 
French's Cake Gecorations ...... 
French's Chicken Stock Base ... 
French’s Chili-O .............. 
French's Condiments 
French's Extracts ............. 
French's Garlic Salt .......... 
French's Instant Mashed 
MEE 
French's Minced Onions 
French's Onion Salt 
French's Oregano ............. 
French's Salad Lift 


263,900 | 
31,960 | 


37,672 
39,558 | 
84,570 
34,992 | 
53,461 
996,641 


12,172 | 
848,351 


2,317 
125,767 
8,034 


| AVIS-RENT-A-CAR SYSTEM 


100,064 
44,152 


141,261 
35,763 
79,027 
33,128 


41,992 
2,053,573 
57,572 


368,912 | 
25,910 
39,619 


387. 117) BAHAMAS DEVELOPMENT BOARD 


6,575 | 

1,497 

4,362 | 
931 


36,674 


97,810 
43,422 | 
14,670 | 


59,153 | 
54,027 | 


74,675 


4,102- 
12,398 


91,446 
4.7399 
11,002 


Vv. A. BARRY CO. 


BAYUK CIGARS INC. 


French’s Sesame Seed 


French’s Spaghetti Sauce Mix .. 


French’s Vegetable Flakes 
ATLAS CANNING CO., INC. 
Laddie Boy Dog Food 
ATLAS SUPPLY CO. 
Atlas Products 
Atlas Tires 
ae cr 
S. AUGSTEIN & CO. 
Gacemy Fabries .......cceess 
AUSTEX FOODS INC. 
Beef Stew & Chili 
RES Sr ae 
Spaghetti & Meat Balls 
PE ig 666s bdsbe ree coe 
AUSTIN, NICHOLS & CO. ...... 
Fairfax County & Virginia 
Gentlemen Whiskey ........ 
Fairfax County Whiskey 
Grant’s Scotch Whisky 
Mouguin Brandy 


Virginia Gentleman Whiskey .... 


Wild Turkey Whiskey 
AUTO-EUROPE INC. 
AVCO MFG. CORP. 


AVONDALE MILLS 
Cottons 


B. C. REMEDY CO. 


Grandma Brown's Beans 
B. T. BABBITT INC. 
Babbitt Products 
CI NSrs cbiwdacecsseesue 
Bab-0 Pads 
Cameo Copper Cleager 
BACARDI IMPORTS INC. 
Rum 
BADGER PAPER MILLS INC. 
Freshrap Waxed Paper 


BAKERS FRANCHISE CORP. 
Lite Diet Bread 
BALL CLINIC INC. ........... 
P. BALLANTINE & SONS 
Beer 


BALTIMORE & OHIO RAILROAD 


B&O 
BALTIMORE PAINT & COLOR WORKS 


Gleem Paints 


RY 60654660 cbboeeeenee 
Everglaze Fabrics 


Barbasol 
BARCALO MFG. CO. 

CET wédéessovereseses 
BARCLAY MFG. CO. 

Fiberglas Panels 
BARCOLENE CO. 


Liquid Detergent 


Pilsner Urquell Beer 
Primo Beer 


BARTON DISTILLING CO. 
Barton Reserve Whisky 
Colonel Lee Whisky 


| BALI '‘BRASSIERE CO. 


BALTIMORE GAS & ELECTRIC CO. 


JOSEPH BANCROFT & SONS CO. 


BANKERS LIFE & CASUALTY CO. 
BANKERS LIFE CO. 
BARBASOL CO. 


| BAR'S LEAKS WESTERN INC. 


House of Stuart Scotch Whisky . 


Kentucky Gentlemen Whisky 
Old Barton Whisky ........... 
Old Bourbon Hollow Whisky 
Old Oklahoma Whisky 
SE EE > cheese 64000462 
Tom Moore Whisky 
BASIC BOOKS INC. 
Se ED Ran ceaad céasans 
Library of Science 


John Ruskin 
Se Re eer re 
All-Brands Wax Remover 
Cn WD. sesbaseteecescs 
JAMES B. BEAM DISTILLING CO. 
ge ere ree 
Beam’s Bourbon Whisky 
Beam’s Choice Whisky 


Beam’'s Choice & Jim Beam Whisky 


Beam’ s Olympian & Jim Beam 


Chateau Vodka 
OPN GUE WOU occa ccccscccs 
Gilbey'’s Spey Royal Scotch 
Whisky 
Jim Beam Whisky ........... 
Old Comiskey Whisky 
BEATRICE FOODS CO. 


Meadow Gold Egg Nog 
Meadow Gold Ice Cream ..... 
Meadow Gold Ice Cream & 
Tropical Punch 
Meadow Gold Milk .......... 
Meadow Gold Plan 900 
Richardson Mints 
BEAUNIT MILLS IWC. 
Beaunit Mills Inc. 
Bemberg Yarn 
Cupioni Farbies ........... 
BEECH-NUT LIFE SAVERS INC. 
Beech-Nut Baby Foods 
Beech-Nut Coffee 
Beech-Nut 


Meadow Gold Cottage Cheese _.. 
Meadow Gold Dairy Products .... 


2,277| BELL BRAND FOODS LTD. ...... 
268,796 Bell Corn Chips ............. 
2,926 Blue Bell Potato Chips ........ 


Tom Sawyer Nuts 
29,106| BELL & CO. 
Oo” ae 
431,670) BELL & HOWELL CO. 


So ad A 
20,222 | Movie Camera & Projector ..... 
| BELL TELEPHONE Co. OF 
43,485| PENNSYLVANIA .............. 

100,365 | BELMONT LABORATORIES 
35,002' Mazon Products ............. 
30,856 BELTONE HEARING AID CO. 
bye a dee ascce ccs 
, BENR 
mee) ee... 
BERMUDA TRADE DEVELOPMENT 
. 2 «oh eet 
1,087| BERNSTEIN’S ................ 
87,487 Garbecue Sauce .............. 
18,915 ORFs 
Re. Dressings & Sauces ........... 
38 806 | BERRY TOURS TRAVEL SERVICE 
46.529 BETHLEHEM STEEL CO. ........ 
¥ | Se 
29,907 
, BIGELOW-SANFORD CARPET CO. 
EE ID ccs ce ccc aee 
oa BIRD & SONS 
ee 
BJELLAND & CO. 
King Oscar Sardines .......... 
WALTER J. ‘BLACK INC. ....... 
Guesemms- Giem, Gms. ........... 
28,323 Detective Book Club .......... 
Readers Service Co. .......... 
29,680 | STANLEY BLACKER ASSOCIATES 
BLACKSTONE VALLEY GAS & 
31,360 2 tia 
375,526 | BLAIR LABS. 
45,633 EE eee 
282.033 | BLOCH BROS. TOBACCO CO. 
17,504 Kentucky Ciub Tobacco ........ 
30,356 Mail Pouch Tobacco .......... 
| | ee 
285,545 SIE ian do dcaess vsesue 
Wranglers Jeans ............. 
145,100 | BLUE CHIP STAMP CO. 
121,437 ae 
BLUE CROSS OF FLORIDA INC. & 
126,323 BLUE SHIELD OF FLORIDA INC. 
29,070| BLUE CROSS OF NORTHEAST OHIO 
36,189 | BLUE CROSS & BLUE SHIELD 
re 
562,440 | BLUE CROSS HOSPITAL SERVICE, 
802,186 INDIANAPOLIS & MUTUAL 
MEDICAL INSURANCE, INC. 
53,222 | BOBBIE BROOKS INC. 
EN 
77,647 | BOBBS-MERRILL CO 
44,030 ES 6.000.040 big esc see 
26,606 | BON AME CO. 
17,424 ES can 5.6% ded\60.a0% eos 
103,746 | BONNIE HUBBARD KUPBOARD 
25,316 | BOOK-OF-THE-MONTH CLUB INC. 
Book-of-the-Month Club Inc. 
63,418 RCA Victor Album Club ....... 
RCA Victor Metropolitan 
30,896 Opera Record Club .......... 
RCA Victor Society of Great 
51,325 aS Wes decd cccescces 
75,389 Young Readers of America ..... 
33,260 BOOTH FISHERIES CORP. 
36,688 Frozen Fish Products .......... 
CRE EE. sc nesccsicccccccs 
25,949 Borden's Baby Diet .......... 
2.024 a 
23,925 Borden's ‘Buttermilk .......... 
76,082 Borden’s Chateau Cheese ...... 
215,774 Borden’s Cheeses ............. 
5,563|  Borden’s Cheese Spreads ....... 
8.520 Borden’s Chocolate Milk ....... 
2.044 errr 
142,926 Borden’s Cottage Cheese ...... 
21,649| Borden's Cream .............. 
5,392 Borden's Cream Cheese ......... 
1,143| Borden's Dairy Products ....... 
2.537 Borden's Dip’N Chip nO Domes cee 
26.000 Borden’s Dutch Chocolate Milk .. 
37,015 Borden's Egg Nog -............ 
32.306 Borden's Egg Nog & Whipping 
4,709 SEN rer erer Tt 
102,063 Borden's Evaporated Milk ...... 
8.706 Borden's Fruit Drinks nied uened 
93.357 Borden's Golden Whip ........ 
~ Borden's Gold-N-Del ........... 
ae Borden's Grated Cheese ....... 
Re Borden's Half & Half ......... 
¥ Borden’s Ice Cream .......... 
690,029 | Borden's Instant Coffee ....... 
8,162 Borden’s Lemonade ........... 
2,389 Borren’s Mayonnaise ........... 
2,878| Borden's Milk ............... 
6,663 EEE vcwocceacsies 
Borden's Parmesan & Romano 
4,514 TC +ERSS + 6000626090 44s 
118,821) Borden's Pimento Cheese ....... 
103,056 ka Ee 
1,169) Borden's Ready Diet .......... 
30,660 Borden’s Sherbert ............ 
Borden's Skimmed Milk ....... 
1,141 Borden's Sour Cream ......... 
408,452 Borden's Whipped Cream ...... 
2,124) Gail Borden Milk ............ 
530,228 | Lady Borden Ice Cream ....... 
1,240| Marcelle Preparations .......... 
265,780} None Such Mince Meat ........ 
13,879| fReid’s Ice Cream ............ 
2.659 | BORG-WARNER CORP. ......... 
134,296 Borg-Warner Fitxwres .......... 
a NS Se eae 
3,280 re 
6,962) Worge Dryer & Washer ........ 
24,644 CEE: wostceéveseeses 
3,792| Worge Ranges ............... 
20,460 Norge Refrigerator ........... 
Norge Refrigerator & Freezer .... 
630| Worge Washer ..... 
21,776| York Air Conditioner ......... 
5,583; York Heating Equipment ...... 
15,861 | BOSTON CONSOLIDATED GAS CO. 
110,810 | BOSTON EDISON CO. ........... 
10,659 | BOSTON & MAINE RAILROAD .. 
51,990 | BOTANY INDUSTRIES INC. .... 
48,161 DEED: sevccdaccovies 
175.716 Richelieu Pearls ..... 
99.595 EE Shs dvs ccs es cn once 
3,905 Tansation 


3,612 | BOURJOIS INC. 
1,614 
66,990 | 


Barbara Gould Preparations 
Little Lady Preparations 


Advertising Age, April 24, 1961 


«= National New Volume, 1959-'60 
«=; National Newspaper Volume, 
130,012 Source: Bureau of Advertising, ANPA 
28,999 
2 A Compiled by Media Records 
Per Cent 
335,928 | Classification 1960 1959 Change 
55,740 ALCOHOLIC BEVERAGES. ..............cccccscee $ 62,276,000 $ 62,300,000 
Beers 12,625,000 13,907,000 — 9.2 
SET UNO Sntinreincadssidneiapentviendecicouennieatiiogs 1,637,000 1,469,000 +114 
28,589 NED cavinaindetecctersvadithousbabesesseans enlionias 48,014,000 46,924,000 + 23 
Datnuoe 2,167,000 2,041,000 + 6.2 
32,820 AUTOMOTIVE 196,685,000 178,460,000 +10.2 
7 ad IIE oye Ai hike asbkcartnckos ccs haceadcnnscspboola 516,000 1,025,000 —49.7 
<.937| Gasolines & Oils 22,891,000 25,999,000 —12.0 
49,395| Parts & Accessories 1,097,000 1,963,000 —44.1 
155,970 Passenger Cars (New) ...........cccceesssceees 113,963,000 96,461,000 +18.1 
79,927) Tires & Tubes 9,234,000 9,568,000 — 3.5 
174,478 SS Te IIE Sccadichnssekhd crenectlereicas 2,964,000 3,331,000 —11.0 
; Miscell Aut tive 46,020,000 40,113,000 +147 
195,992 | CDUGATIONAL .oecceccecssccccsssnesscsococcssonssccsee 2,281,000 2,000,000 +14.) 
39,921; *FARM & GARDEN 9,450,000 — 
887,357 | 
200,945 | *FOODS 138,090,000 — 
pity ONS RE ee 3,644,000 — 
57.585 Baking Products 18,603,000 ———p 
Ns li iinclikeinnersivvitetesesinislovenne 21,961,000 — 
33,576 Coffee & Tea 8,117,000 a 
169,537 Soft SI Suiiibicinstatiqnecasedonciee 9,766,000 — 
202.764 Miscellaneous Beverages 4,078,000 — 
178,175 Cereals & Breakfast Foods ................ 5,027,000 ae 
a SES a en RON 10,103,000 — 
—a Ne, scacasneniehiobedosnasine 2,200,000 —- 
118,779| Dairy Preducts 18,207,000 — 
Frozen Foods ... 9,047,000 — 
TP ON ass cacntnntanenssnncesernecsese 9,512,000 — 
90,608 Pet Foods 7,513,000 eae 
26,400 Miscellaneous Foods ..............::ccccsssee0ees 32,273,000 — 
55,067 | HOTELS & RESORTS 20,903,000 20,638,000 + 13 
*HOUSEHOLD FURNITURE & FURNISHINGS 4,812,000 _— 
90,788 | «HOUSEHOLD SUPPLIES ..........0..-:ccc00ss0 19,694,000 — 
38,760; Aluminum & Paper Products ................ 3,691,000 —_— 
Disinfectants & Insecticides .................. 1,661,000 _— 
PAUBPA LY, ° MUMMY sisallidkeyshtsiciasampldbesetiaandcsatintshiiaisscees 1,733,000 — 
43,007 Soaps, Cleansers, Polishes .................... 12,247,000 — 
58.058 Miscellaneous Household Supplies ...... 362,000 _ 
1,004,655 
452,550 | *HOUSING EQUIPMENT ..................000. 17,166,000 _ 
312,263 Air Conditioning 2,364,000 onianap 
2.355 Fixtures 1,207,000 — 
Heating Equipment 766,000 — 
67,882} Major Electrical Appliances .................. 6,643,000 — 
169,605 Refrigerators & Freezers ...........ccceeee 2,713,000 — 
133,969; Small Electrical Aggtianess 2,959,000 — 
1,756,511 Miscellaneous H g Equipment ........ 514,000 —- 
535 
108 | INDUSTRIAL 16,471,000 20,638,000 —20.6 
33,096 
8,307 | INSURANCE 17,008,000 15,589,000 + 9.1 
aay aan | JEWELRY & SILVERWARE ...0..ccccscsscnn 1,737,000 1,123,000 +547 
1 ea | MEDICAL 23,653,000 24,114,000 — 1.9 
ar * MISCELLANEOUS 32,313,000 — 
an PROFESSIONAL & SERVICE .............cccc000- 1,575,000 1,259,000 +25.1 
3,576 PRs, GW UOUIEE  Ghcstcntasctcicrenesstsscterencecess 23,340,000 23,477 ,000 — 1.4 
15,319 
9,367 | “PUBLISHING & MEDIA 2.000000... 48,652,000 —— 
aa Books ... 11,444,000 — 
2, M . eee 
a7 9 0 eS aes ROR OR 10,771,000 
2911 Newspapers 4,114,000 — 
3,516 SE Tie WE SONNEI,  nccsicenisuscensiscenesqresate 22,323,000 eS 
71,697 
4,686 | *RADIO, TV & PHONOGRAPHS ............ 8,620,000 — 
waa Radio & Ty Sets 5,915,000 
50.764| Phonographs & Records .............s0ss0- 2,705,000 
181 
29.735 | *SPORTING GOODS, CAMERAS & 
218,254 PHOTO SUPPLIES 7,395,000 — 
TOBACCO 35,031,000 41,498,000 —15.6 
ON CUIIIO cteseenereenreensenereenensensesnesee 2,619,000 6,041,000 —56.6 
47.635| Cigarets 31,907,000 34,814,000 — 84 
248,020 Tobacco 351,000 491,000 —28.5 
251 Miscell Tob 154,000 152,000 + 13 
3,828 
1 Ona | “TOILET REQUISITES 29,465,000 —_— 
1,030 RINE dshadisiiediceretuscsiguncacroccnecosouneincats 3,607,000 —_ 
5,082 Men’s Toiletries 6,152,000 — 
on Perfumes & Cosmetics ................ccccceeeeees 11,231,000 — 
45.028 onal Soaps coseensenaneenoreceemnes 2,846,000 — 
392,234 | Toilet q' 5,629,000 > 
2,002 
10,421 | TRACE ITTATIOIN cesiseccoccccescetccesceccccccecseee 52,547,000 49,986,000 + 5.1 
’ DUP IRIYS .. <aicercrescccassroccssccccrescrosensevesseonesse 31,508,000 31,382,000 + 0.4 
eeeee| 60 MMOD acencenereneeerretnernsvneneensone 4,292,000 2,447,000 +75.4 
SI cicctininmidicmintnidaecnsicasonsinn 5,042,000 6,328,000 —20.3 
100,311 | Stecmsbips  ..........ceccrserercesssccsssesenseesess 5,909,000 4,794,000 +23.3 
| i Paes s 4,337,000 3,695,000 +17.4 
saname Miscellaneous Transportation ................. 1,459,000 1,340,000 + 89 
sy'agg | WEARING APPAREL .cccsccsscsncesneenesne 10,818,000 8,716,000 +24.) 
52,486 | 
Be 1 ~ CUITTIIE, FEIT cccscseserretnencceetesiorccsccssee 585,464,000 594,445,000 — 15 
294,864 | 
BA GCORIID TTNE ba cseinctinics, pidgsiissin $782,149,000  $772,905,000 + 1.2 
83,405 *Because of a revision of Media Records classifications as of January, 1960, figures for 
174,638 | 1959 were omitted in those categories marked with an asterisk, since they are not ex- 
4 actly comparable for the two years 1960-1959. 
24,441 | NOTE: Figures do not include advertising production costs. 


ee, ee le ee ee ee ee ON ee a ee 
* age :. De 
: : = eS | 
oe. @el-Tan Clears ............... ee 2 ae 
a hs gers § ee eer 
jt ares, om Soe o 2. -- 
dices ere aa 
ee a P| _- 
: Po . 
7 
2. ee _ ec! 
aa. 2 ANHEUSER-BUSCH INC. ........ a 
pie a) Eee eres | | , “we 
pez es gree ‘ ee 
inca APPALACHIAN ELECTRIC POWER DLS ee = 
SS a 
alg Bee i a 
ae ae Zz B 2 
bs ue oe ile | BSR USA LTD. ae 
a ee ae BSR Record Changer .......... 7 
i = es > BWB FOODS 
ee a3 35,696 
soe Arm ed Beef Hash : 41,075 
: 33,258 
4,184 A 
; 801,668 
: 19,464 
Bie * Dial Soap “ 
erie he Mayflower . 
cae : Mayflower 
: : Mayflower 1,474 : 
5 Mayflower 515 . | 
Mayflower 27) =e 
ee 
462 
soc ese au ape 16,703 | 
Seer Ge 2220) —— ‘is 
la cd, : , PR a Soa 20.6: | 
a ee pecan 104,400 | Po 
, 
os 58,249 
ba eda ARNOLD BAKERS INC. ......... 182,508 
(are ence Eee 58.523 
ree ean Med his dkbdes shitecee so 71,923 
fl aie 5 aes EE eer 45,085 
eager 1,918 
5,059 ‘ 
Bleach Ops e dO whewes onic’ 
oe ‘ 09,843 
hee 3.693 | og” “piper 
oo Sa CD areas 
hs, 274 | see veces 
it es.706| [ND 
wee 160) ee. 
‘ 4,257 
Bie Pat sf, ae eas 
te yi! 
oi oe pala ae 68,29) | 
: 35,508 
fea Rg 125,294 
; 33,564 | 
28,752 
Eee : : 10649) eee 
. 9176) 
i =m yd isky MbGE Ee aeeks tke 
ee: f 12,027| Beam’s Products .............. 
3,786|  Beam’s Whiskies ........... 
ee ee 45,438 
maa a. Hae aet est. 16,880 
Baer St ed 
pte sista cee 666,976 
Se ae 
Bef loo ig 
einen aes aurice FOO! ack h ae Sea 
ieee aah aaa | lh | ae 
nore ee : Dannon Yogurt .............. 
tn - 188,985| Gebhart’s Hot Dog Sauce ...... 
oe a 120,343; ta Choy Products ............ 
i. 48,158| La Choy Sauce .............. 
: 41,383; Meadow Gold Butter waa’ 
| | 
9,035 
818,217 
252,140 
2,468 
9,658 
1,319 
33,049 
79,861 
3,081 
8,988 
: F French's Scalloped Potatoes ; 25.705 Beech-Nut Products peatees 
: French's Seasoning Sait ........ 4,262| Pine Brothers Cough Drops ... .. Te 


=eonhes 
Than Any Other 


innit Groin: 
In 1960, The Chronicle Published More 
General Food Advertising Than Both 


Other Houston Newspapers Combined _ Leads Both 
_ Other Houston 
TOTAL GENERAL FOOD LINAGE 


Chronicle . .. . 728,541 Lines 


Post . .526,423 Lines 
.. 97,182 Lines 
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BOWMAN DAIRY CO. .......... 141,024 | 
NS on. Sea chads <3 0.0 10,837 | oy 
Geese. Giese. ...5-+......-- 40,160| BROWN’S VELVET DAIRY 
Cottage Cheese & Milk ......... 1,141 
eee 27,733 
CL hd acess 0008s 2, 
eek a atdide cance 12,644 
PPT err ee eee 4,142 
Ice Cream & Sta-Slim ......... 2,811 Sherbet 
DC cca \elen a «2 > er 5,886| E. L. BRUCE CO. 
Milk & Sour Cream ........... 540 
Milk & Sta-Slim ............. 27,351; BRUNSWICK CORP. 
Re dadact scbgase ss 5,295| BUBBLE UP CORP. 
BOYD COFFEE CO. BUCKINGHAM CORP. 
pe ree errs 30,305 
ake ia 28,852 | 
E. J, BRACH & SONS 
RF ae 202,660| BUREAU OF ENGRAVING 
BRANDYWINE MUSHROOM CO. | 
RPO eer 48,538 | BURGER BREWING CO. 
BRANIFF INTERNATIONAL Beer 
GEORGE BRAZILLER INC. ...... 73,968 
George Braziller Inc. ......... 31,587 | 
BREAST O’CHICKEN TUNA INC. 203,689 | 
Breast O’Chicken Tuna ........ 198,456 | 
SN owas 65640500008 5,233) 
JOS. BRECK & SONS CORP. 
PM MRS 6 caigiba ses cdceds 85,113 
JOHN H. BRECK INC. ......... 
EE eee 
DD. dgabbwedabbecccece 


BRESLER ICE CREAM CO. ...... 
ee '% | Serer 
GE SUE” Ewecccestesseess 
Macaroni Dinner ............. 
ED dias a hieon's 66s 60 60 
DEE ncn GhGbaseotseesdeses 


Ee een cS cmeesekeeccseores. 
Ee eee 
BRIMM’S PLASTI-LINER CO. 
PE at whakewawieeeeee oe 
PE 6 dic cheese 060.0 60s 
BRISTOL-MYERS CO. .......... 


tad Wien esceresve sve 
Clairol Loving Care ........... 
Clairol Preparations .......... 
Clairel Shampee ............. 


Ipana Tooth Paste ........... 
Lady Clairol Preparations ...... 
Miss Clairol Hair Color Bath ... 


fetes to eee 
me Vitapointe Preparations ........ 
ye PRE « ods aveesbcces bene 
: BRITISH & IRISH RAILWAYS .. 
BRITISH MOTORS CORP. ....... 
EE EE Saneedawedsissves 
Austin-Healey Cars ........... 
Austin-Healey & MG Cars ...... 
Austin-Healey & Morris Cars ... 
British Motor Corp. Cars ...... 
SE ie idedndaeeneds cadena 
MG & Morris Cars ........... 
EE 4 ethacedsoccedad 
Rolls Royce Cars ............. 
ES 
BRITISH OVERSESAS AIRWAYS 
hikes ieehhee okies se 


BRITISH TRAVEL ASSN. ....... 
BROOKE BOND TEA CO. ....... 
Red Rose Coffee & Tea ........ 
 £ - Perr, 
Red Rose Tea & Instant Tea .... 
BROOKLYN UNION GAS CO. .... 
EZRA BROOKS DISTILLING CO. 
eS ee eee 52,864 


Early Times Whisky .......... 1,024,329 
Jack Daniel's Whisky ......... 250,333 | 
Old Forester Whisky .......... 916,320 
Usher's Scotch Whisky ........ 32,573 
EC Se O—E 250,225 
t ok i Pere 74,379 
Buster Brown Shoes .......... 44,405 
 k , 2 eer 58,869 
Naturalizer Shoes ............. 72,572 
J. 7. S. BROWN SONS CO. ...... 29,111 
a Lewis 66 Reserve Whiskey ..... 3,565 
Old J.7.S. Brown Whiskey ..... 25,546 
BROWN & WILLIAMSON TOBACCO 
Sh ~ 500.06 0sadaActene es 4,316,227 | 
ESF cin con ncee. 1.174.788 | 
EES Ane Se are 7,653 
Kentucky Kings .............. 1,727,463 
_ Sf Re 822 
Se Ge PHD Wa padcbaccesece 811 


GD” aecnedoccacedysasisnere 30,900 


PUBLICITY 


in 2093 Cities? 


Send for a copy of FEATUR 
Magazine, America’s prime 
publicity medium. It reaches 
all editors in the 2093 larg- 
est cities of the U.S. with 

our feature releases. 

ailed by Newsweek! Used 
by scores of major compa- 
nies and top PR firms. On 
your letterhead; please. 


CENTRAL FEATURE NEWS, INC. 
1475 BROADWAY, N. Y. 36 


Sidney Blumenthal Fabrics 
W. ATLEE BURPEE CO. 
BURTON-DIXIE CORP. ......... 
BUSINESS MEN’S “ASSURANCE 


Buttermilk & Milk 
ICA 
BUTTER KRUST BAKERIES, INC. 


JOHN E. CAIN CO. 
Coffee Cutty Sark Scotch Whisky 
WALTER N. BOYSEN CO. BULOVA WATCH CO. ........... 


CALIFORNIA FROZEN JUICE CO. 
Knott’s Berry Farm Frozen 


Boy 
CALIFORNIA PACKING CORP. 
Art Instruction, Inc. 


CALIFORNIA & HAWAIIAN SUGAR 
REFINING CO. 
OO Or ME specs clit 44 «con 
CALORIC APPLIANCE CORP. .... 
REN. wards 655 404.060 Web 400 
SEE) in khang 4 ab 5.0 KU S e010 w 0,8 
CALSO WATER CO. ............ 
CALTEX DISTRIBUTORS INC. 
PED. 6 ee6d pbnsyededereses 
CAMPBELL SOUP CO. .......... 
Campbell's Barbecue Beans ...... 
Campheli’s Beans ............. 
Campbell's Beans & Franks ...... 
Campbell’s Frozen Soups 
& Swanson Products ........ 
Campbell's Products .......... 
Campbell's Soups ............. 
Campbell's Tomato Juice ...... 
Franco-American Chicken 
Sf 4 Err ry er 
Franco-American Gravy ........ 
Franco-American Products ..... 


warn eb JOE Ee 838,641 BURGESS VIBROCRAFTERS INC. 
Book Find Club ............... 42,381; BURLINGTON INDUSTRIES INC. 


Burlington Work Clothes CALIFORNIA RAISIN ADVISORY 


Galey & Lord Fabrics 


CALIFORNIA-WESTERN STATES 


Franco-American Sauces ........ 
Franco-American Spaghetti ...... 
Swanson Frozen Meat Pies ...... 
Swanson Potatoes Au Gratin ... 
Swanson Products ............. 
Swanson TV Dinners .......... 
V-8 Vegetable Juice .......... 


LIFE INSURANCE CO. 
22,200 | CALIFORNIA WINE ADVISORY 


Pacific Mills Fabrics 


| HARRY T. CAMPBELL’S SONS CORP. 
BE Gaetan Sogo ade. 4 oa a 
CANADA DRY CORP. .......... 


BROWN-FORMAN DISTILLERS CORP. 2,223,555 | 


Canada Dry Beverages 


Canada Dry Whisky 
Johnnie Walker Scotch Whisky 
Pedro Domecq Brandy 

CANADA STEAMSHIP LINES LTD. 

CANADIAN BREWERIES, LTD. 
Carling’s Ale & Beer 
Carling’s Black Label Beer 
Carling’s Black Label & 


Carling’s Red Cap Ale 


CANADIAN GOVERNMENT TRAVEL 


CANADIAN NATIONAL 


Canadian Pacific Railroad 
Canadian Pacific Steamships 
2,804 | CANAM SALES CO. 
CANAVERAL GROVES INC. 

Real Estate Development 
JOHN B. CANEPA CO. 

Red Cross Macaroni Products ... 
4. J. CANFIELD CO. 
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= watt ere 4,373 50.816 | NS ’ 
: uk s oan 1,369,417 | | | Canada Dry Vodka Soest ie -21,362 ; 
84,166 356,691 | 204,943 
. Hess 57,278 198,152 | 32,805 3,450 
, 10,804 199,018 - 
; 35,176 | 22,001 27,929 re 
33,429 68,429 
Bese ie re 45,362 | 244,722 
Peseades 6,177 26,519 4,996 
Cc aay 201,877 
qav ances 232,215 .658 | 
ie toad 203,483 254,544 | _ eee 31,095 
Bicacatees 51,381 ee at 505 
Heidelberg Beer .............. 1,427 
mie: ore “io | ies = “* 
3,804 2 Ca ag 
a 1,826,452| BUREAU ................... 59279 7 
ee . . 50,494 | EE RAILWAYS 692,847 ie 
a .. 1,208,514 Canadian National ............ 402,782 ini 
re vee 168,948 i Oe Sareea ae 48,542 = 
— | Del Monte Catsup & Fruit ..... 4,536 437,102 | Trans-Canada Air Lines ........ 241,523 i 
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See: 258,461 Del Monte Prune Juice ........ 4,026 eee 299,206 seu 
Eel ‘ 23,941 | Del Monte Vegetables ......... 580,613 ae 1,635 fam 
Poe i. 41,484 Sane 
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She ed 6 31,881 = r a. oe 
ee: 515 | af ps ngtne * at ny eae re 
iva < HN 9,509 | : is ee 
ey 8.082 Tec OR REE sia i 
Boas BRILLO MF ; 445,801 : sug: = 
387,534 | 
58,267 . oe 
63,895 “ee ans 
8,749 Ss ; Bhs 
55,146 ee Ee 
1,785,538 eee ge 
ne : Ammens Powder .............. 145,976 a eee ‘ f a 
Pye e Assure er eee Er eee 8,987 bali page ; be 
. 43,160 et, . 
184,636 ae ae a 
198,077 sie eon 
er 21,411 ear 7 
; fe ME UN. a0 0S pabb4 + 00sec 8,006 wae ‘ 
Reman I cis ceeds 0 vS0'vs 4 108,536 : mee 
‘ EP eee 39,146 eas 
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ea . 685.817 ~ Bia 
eee Tas ee 25,702 uiSea 
ae eer eee aa 120,341 ‘6 alas 
aie 9,657 — ee : e 
101,341 | re ae er ey ae eee 
a 5,709 | 3 - Ae teed ~" eee 
45,045 ;  —_——> a scilbe 3 
: : Aerie es ae a, fe) SS = cate ee rena 
| | ap, zm. ANS = 
ss 53,319 | ee ee lead 7 > So ge ee ae in wae 
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16,391 | a> = as Ot es Ti Cat " Saee 
314,741 | pro ae Ba om ee Gaeta sient te ee ee 
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CANNON MILLS INC. .......... 94,152, Carnation Evaporated Milk |... 67,625 , GASSER TOURS ............... ee: le oe a ee -=5) 
Drapes & Spreads ............ 93,281 Carnation Ice Cream .......... 152) CATHOLIC KNIGHTS OF CHESAPEAKE & POTOMAC 
ED. Te a cee megs teh esas 871; Carnation Instant Dry Milk ... oT ie A000) rrr th a. a eee 
CANTERBURR KNITTERS LTD. . 26,062; Carnation Milk ............... 13,978 | CELANESE CORP. OF AMERICA . 254,993 | CHESEBROUGH-POND’S, INC. ... 
— co. Carnation Products ........... SES > GE Spies Seda bos Sass cass I ree eer 
pS CES es Sore 28,432| Carnation Products Institutional .. SE? MED GUN Sa bvd0s eens 000085 40,688 | Pollyderm Preparations ....... 
care ‘coo CHAMBER oF 2. | Berea ) 00 er ee 54,679| Pond’s Preparations .......... 
GOO, «csc csisceecccdse 28,450, Friskies Dog Food ........... 23,964 SR bus Wises euN Ue st ke oe 4,610| Prince Matchabelli Preparations . 
CAPITAL AIRLINES .. . 5 RSS Pareroere 100 | CENTRAL _— co. Seaforth Preparations ......... 
SE ti cahadge+sey sessed 904,501 Morning Evaporated Milk ...... 16,765 SE MME iace. a anise Gaus ae e's 46,506| Seaforth Shave Lotion ........ 
EEE ccc gwsseesceetaet 32,272 — Simon Frozen Pies ..... ' 2,565) CENTRAL HUDSON GAS & ELECTRIC Vaseline Hair Tonic ........... 
CARAVAN TOURS ............. | ee re ae Ss SG oc n'boW res oh. ck wwe kenk s 31,064 ne ng AMERICAN PUBLISHING 
CARBISULPHOIL CO. caseuea POWER & LIGHT CO. 55,959 | CENTRAL ILLINOIS LIGHT CO. . RT aa 
SECS sire deine 094 Van 45 0k ¢ « 31,429; CARRIER CORP. .............. 224,666 | CERIBELLI & CO. cutease. BURLINGTON & 
Ba he A SE SR ia 33,095 Bryant Air Conditioner ........ 20,993 RRR Yr ere 52,898 QUINCY RAILROAD ......... 
CARGILL INC. Bryant Heaters .............. 1,595 | CERTIFIED STORE BROADCASTING CHICAGO, MILWAUKEE, ST. PAUL 
Nutrena Dog Food .......... 56,744 Carrier Air Conditioner ........ 123,347 hs sched cetedGanecv'ccees 52,787 & PACIFIC RAILROAD ...... 
CARIBBEAN CRUISE LINE ..... 121,158 Carrier Air Purifier ............ 4,742| CHECKER MOTORS CORP. CHICAGO & NORTHWESTERN 
CARILLON IMPORTERS LTD. ... 77,654| Carrier Corp. Institutional ..... 72,403; Superba Motor Car ........... Ee 
Antiquary Scotch Whisky ....... 25,954 6 SS eS 1,586 | CHEMICAL COMPOUNDS INC. CHICAGO, ROCK ISLAND & 
Bardinet Brandy ............. 12,529| CARRINGTON & CO. .......... 41,856 MES cA Siac canswseehs< sane ks 78,601 PACIFIC RAILROAD CO. ...... 
Bardinet Cordials ............ 436| Canada House Whisky ......... 39,966| CHEMSTRAND CORP. .......... 372,456| CHICAGO TRIBUNE ........... 
Gold Leaf Cognac .............. 9,631 Carrington Whisky ............ 1,890 NN a ncn alk 's QN.6in Sav hee 283,308 | CHICKEN OF THE SEA INC. .... 
| Grand Marnier Liqueur ........ 14,280; CARS OVERSEAS INC. ......... 30,269| Chemstrand Nylon ............ 89,148| Capt. Kitt Cat Food .......... 
| V.0.L. Scotch Whisky ......... 14,824 CARTAN TRAVEL BUREAU INC. a eee 25,147 Chicken of the Sea Oyster Stew .. 
— AGENCY WE cava ists 0c SRWE bs owed 75,380 Atrix Hand Cream ............. 6,982 Chicken Of The Sea Tuna ..... 
| —R Beer eee ee 39,366| CARTER PRODUCTS INC. ...... 293,341 Oven Stick Cleamer ........... 13,993; White Star Tuna ............. 
canaaTion Aste eae 661,002 Carter’s Little Pills ............ 230 — RR rer rere. 3,749| Willapoint Oysters & Stew ..... 
Albers Muffin Mix ........... et ee ee re re ee 244,491 FS te eet ee SPT Ge WO ais 64 a wee ws eR ce 
7 Albers Pancake & Waffle Mix ... 73,061 SD bn o'a's 0sd'wd 604 aes 41,301 CHERRY GROWERS INC. — GREETINGS CO. 
a DD. a cekswbhwita wes ouhtereee 1,659 Reddi-Maid Jellied Cherry Sauce . eR rs ae 
ion Dairy Products ...... . a errr roe er ere rs 5,660 | CHESAPEAKE & OHIC RAILWAY eee FULL O’NUTS CORP. 


By any measure... population...income...sales...in size and importance, Nassau-Suffolk, Long 
Island—with a population of more than 2,000,000 — is fifth in the big city list of the nation’s markets. 
Nassau-Suffolk has the highest consumer spendable income per family among top cities in the United 
States — $8,605 per household. More than two-thirds of its 700,000 gainfully employed residents are 
employed locally. 


Newsday, now the country’s 14th largest evening newspaper, is the only daily paper published 
and distributed exclusively in this great market. Newsday’s circulation tops 330,000 daily net paid, 
88% home delivered. No other paper can match this coverage. 


Newsday carries more advertising than any New York City daily newspaper, morning or 
evening — 39,055,000 lines in 1960.* Join the satisfied advertisers who know that only Newsday is big 
enough to do their selling job in Nassau-Suffolk— America’s fifth city. Tell it— and sell it— to Long 
Islanders in Newsday. 


"Source: Media Records. Figure adjusted to eliminate general, 
automotive and classified linage counted twice by Media Records. 


Alicia Patterson, Editor and Publisher * Executive Offices, Garden City, Long Island, N.Y. * Represented Nationally by Kelly-Smith Co. 


MEE. i Kc has\'s. bn te takaiee, 
CHRYSLER CORP. 
Chrysler Airtemp 
SN Ss ee 
Chrysler Corp. Cars 

Chrysler & Dodge Cars 


Chrysler & Plymouth Cars 
Chrysler & Valiant Cars 
Cars 


De Soto & Dodge Cars -....... 
De Soto & Plymouth Cars 
Ry reese eae 
Dodge Dart & Lancer Cars 
Dodge & Lancer Cars 


Dodge & Simca Cars 


Imperial & Plymouth Cars ..... 
Ae 
ve. Eg 8 
Plymouth, De Soto, Valiant 
ae eS: hee 
Plymouth & Simca Cars ....... 
Plymouth & Valiant Cars 
. CRS eee 
Simca & Valiant Cars 
Valiant Cars 
BPE oe Per 
CHURCH & DWIGHT CO. 
Arm & Hammer Washing Soda .. 
ec apa GAS & ELECTRIC 


cuncanuaTi & SUBURBAN BELL 
be ae ee Pee 
CIRCLE LINE SIGHTSEEING 
» i 8. Sere 
CIT TRAVEL SERVICE INC. ...... 
CIVADEL PRESS .............. 
CITIES SERVICE CO. ........... 
Gasolines & Oils .............. 
ee OR. x5 sane ¢caecadiicn 
Pee 
CITIZENS GAS & COKE UTILITY 
CITROEN CARS CORP. ......... 
SD: GO "ss 'e'bd ocd ot.aWb ows 
SR, Brey Pre re 
CLARK BROS. CHEWING GUM CO. 
CLARK-CLEVELAND INC. ...... 
SEED bse’ X04 acoedescs 0 142 
Peer rrr err 
CLARK OIL & REFINING CORP. . 
Gasolines & Oils .............. 
Super Heat Fuel Oi) .......... 
CLICQUOT CLUB CO. .......... 
GR GUN, Secceaivcsosee 
ER: 9b ks 0.ngs ob taetmn-* mee 
S| whith d dee warne-cis 60 
CLING PEACH INDUSTRY OF 
yee 
CLIPPER LINE INC. .......... 
CLUB ALUMINUM PRODUCTS CO. 
SOE sewebhbcoussscuheses 
CLUETT, PEABODY & CO. 
Rey ar 
oo ee eee 
SR Se eer 
Sparkling New & Veep ........ 
COLDWATER SEAFOOD CORP. 
Fresher Brand Fish ........... 
Icelandic Fish Products ........ 
COLE STEEL EQUIPMENT CO. 
.. chin dG) waseecne eee 
ee yee 
Air Conditioner .........5.... 
Heating Equipment ........... 


ae PALMOLIVE CO. ..... 
- Bouquet Soap ........ 
TEE <5 chiaw chase edn cid senee 
Colgate Dental Cream ......... 
Colgate Dental Cream & 
Wildroot Hair Tonic ........ 
Colgate Family Toiletries ...... 


Snow-Lite Cooler & Jug ....... 


272. 372 


| New London- 


in New England. (US 


culation now 28,610. 


Groton-Norwich 
BURGEONING 
Metro Area! 


New London-Groton-Norwich is 
2nd-fastest growing Metro Area 


Census 


1960) And New London gives 
you the highest Retail Sales per 
household of any Connecticut 
city of 25,000 or over.* Get 
the ‘‘cream"’ of this rich Metro 
market with The Day. Total cir- 


* SM ‘60 Survey 


The Dap 


NEW LONDON, CONNECTICUT 
National Representatives: 
JOHNSON, KENT, GAVIN 

& SINDING, INC. 
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Colga Shave 42,473, Morton Frozen Biscuits ........ 12,162, Kasco Dog Food ....... sey 92,326 , CROWLEY DAIRY CO. .......... 43,813, DAFRYMEN’S LEAGUE COOPERA- 
«oreo homey NR " Morton Frozen Dinners ........ So "2 SSSR 1,213,594| CROWN PUBLISHERS .......... Meet MO. .......s5.0cecdee 59,089 ; 
Blades & Razors ............ 7,413 a Re aa 215,654 Mazola Margarine ............ 245,571 | CROWN ZELLERBACK CORP. RR ho 2o5 255-8 c bey ene 3,847 
Colgate-Palmolive Sreducts chy 290,934 Profile Buns ............05-. 3,000 ee 565,135 | Zee Paper Products ........... 117, 549 | SAL eee ee 10,995 
Colgate Toothbrush ........... 10,688 | Round-Up Bread ............. 29,223 Nucoa Margarine ............. 252,472 | CUBANA DE AVIACION . EE os. cs dciwkckicesce 44,247 
hone aa aa 361:993| Staff Bread ................. 8 Be Oi Oe eae 9,168 | BE Vis cakisicnks otha tnuten 51,719| DAISY MFG. CO. 
Se ia aOR 9,856 Wonder Baking Products ....... 264,095 Old Manse Syrup .............. 6,697 | CUBAN TOURIST COMMISSION . FOES MI cubs ce cicctajevss 53,477 
RR 1,688; Wonder Bread ............... 891,231| Presto Cake Flour ............ 37,273 | CUDAHY PACKING CO. .......... 253,381 | DALLAS POWER & LIGHT CO. .. 84,675 
meV aaa 1'636| Wonder Brown-N-Serve ....... 6,762 | Shinola Shoe Polish .......... 164,260| Bar-S Meat Products ......... 211, '623 | H. DAROFF & SONS ........... 84,621 
Saal Mle a 321.510| Wonder Buns ................. 11,804| Skippy Peanut Butter ......... 374,449| Cudahy Meat Products ....... : 29,140| Botany SOO Suits ............ 45,442 
Halo Shampoo ............... 450,792, Wonder Magic-Mix ............ 7,772 | CORNELL-DUBILIER ELECTRIC CORP. Virginia Reel Meat Products ... 12,618) House of Worsted-Tex ......... 39,179 
Lustre-Creme Preparations ..... Wonder Rolls & Buns ......... 5,009 CDR Rotor Antenna .......... 25,616 | PATRICK CUDAHY INC. DAVOL RUBBER CO. 
ITS, Sos ab. hs an hiweandel 701, pad | CONTINENTAL CAN i  ehweses 65,010 COTT BEVERAGE coRP. : ere ee 169,932 | Ee eS ee 113,600 
Poise Deodorant ............. 48,426 | Continental Can Co. ............ ——————— 285,229 | CUNARD STEAMSHIP CO. ...... 537,119 | DAYTON POWER & LIGHT CO. .. 31,007 
Spree es 8.494, Bondware Paper Products ...... 63.465 | couRTAULDS INC g9.0g3 | CURTIS PUBLISHING CO. ...... 1,972,178 | DAYTONA BEACH RESORT AREA, 

SS Sees SS ae 45,632| DAYTONA BEACH, FLA. ..... 30,346 
oy ee 94,639 | CONTINENTAL CASUALTY CO. .. An | et ob to... 200 | American Home . oe ; me 
EAR Sepa 371,820 | CONTINENTAL OIL CO. ........ 65) a... FRAN | AMEND no oresereraseeianeys, 133, DEAN MILK CO. .............. 404,6 
Wildroot Hair Tonics ......... 20,474) Conoco Anti-Freeze ........... 1,199 King Lovie Shirts ........... 16,186 | Ladies’ Home Journal ......... 655,715 Dean's Cottaye Cheese ........ 39,695 

COLLINS & AIKMAN CORP. .... 77,522 | Rn pe thnnerneylg DOD sevcecs 360,294 COWARD-McCANN INC. ........ 43,193 Saturday Evening Post ........ 1,137,613 _— or ay Bog & Milk .. a 
L COLLINS CO. c " ran's Da b witetidy hie 
eeee teh ......:..-.- 83,547| Real Kill ......2.. cece ~ Vie > sce yl Pe D Dean's Dip & Dressing ........ 21,473 
COLOMBIA COFFEE BUREAU | THOMAS COOK & SON ......... 249,373 | caeaMETTE co. Beae's Ev hy Saaekpwaks 16, as 
ES Saree Terie 408,746 | COOPER INC. | Grenmettes Macaroni Products .. 77,621 sear oS foe ee gna 
COLOMBIAN NATIONAL AIRLINES | Jockey Underwear ............. 347,019 CREOMULSION CO D.C. TRANSIT SYSTEM INC. ..... 104,727 | Dean's Ice Cream .......... Me 
igh ons bw v's sexe) 172,807 COOPER TIRE & RUBBER CO. . Gus. Vedat oh sdddviv codes $4,160| Dee's WWE .........cuudeden 67, 
COLONIA INC ta ee ea ea 29,773 | Greomulsion ................. 89,950 | trans Caribbean Airways ...... 70,567 | Dean's Sour Cream ............. 22,209 
4711 Preparations ........... 54,332 | WILLIAM COOPER & NEPHEWS INC. SS aeenene CO. 953 | DCA FOOD INDUSTRIES INC. ... 86,955, Vim ............. AO eho a 
COLONIAL BAKING CO. ........ 42,324, Pulvex Products ............. 62,522 abrics «1... 21... ee ee eee eee 77,953 | DCA Food Industries Products . . 6,434, Wilson's Evaporated Milk oe 77 
IGE. deGdniceseniins 40,649 ADOLPH COORS CO. CROSSE & BLACKWELL CO. .... 136,555 | Downyflake Frozen Muffins ..... 22,984 DECORATIVE SHOWROOMS GUI 
SINTRA 3 y'snine sds bode teks Seer rs ere 33,202 pong! Rolls ..........-.0005 ran | | Gold Mine Ice Cream ......... 57,537 | — MILLIKEN & CO. ye 
. N PRODUCTS CO. .......... 4,498,483; Eoo Nog ................... DKW AMERICAN INC. hc SPAR Ree y 
pee ey thy . ae 46,208 | a Foods Mayonnaise ....... 3,537| Mince Meat ................. 30,485 | Auto Union & DKW Cars ...... 118,027 | DEJUR-AMSCO CORP. .......... sham 
COLPITTS TOURIST CO. ........ 27,691| Bosco Chocolate Drink ........ 6,491| Orange Juice ................ 6,090 | DAIRYMEN'S COOPERATIVE SALES | Dejur Cameras ..........-.--- ae 
COLUMBIA BROADCASTING Hellmann's Dressings ......... 187,360 Predutts ... 2... eee eee eee _.. / ee *—ED RRR 30,366 |  Stenorette FAIA TY ‘ieee A 
JS 2,254,524| Hellmann's Mayonnaise ........ 561,283| Relish ................. 200 42,821| Cottage Cheese .............. 6,502 | DELAWARE, L piss 
Columbia Broadcasting System .. 1,292,950, H-O Cream Farina ........... 34,693 | CROTON WATCH CO. Seer rere 12,054 | RAILROAD co. saad as + 5, 
Columbia Phonograph ......... oo ae ener a SOM0R) Wr... 5..5.%.... A NO acais acess bs kp cas TR ae 2,904 | DELISHTFORM FOUND aie 
Columbia Record Club ........ EDT GHP NOD. Ck cka ies incase 645,375 | THOMAS Y. CROWELL CO. ...... SR I eck i avdaecenesn a's GOURD un conn e daasanper ce coves, , 
Columbia Records ............ 62,963 
Panorama Colorslide Travel , . annie - 
Oe Fee eae 39,630 ee : = 
COLUMBIA GAS SYSTEM ....... 93,009 woe St = eer £3 
Columbia Gas System .......... 14,516 = 
Manufacturers Light & Heat Co. . 32,028 


United Fuel Gas Co. 


ec ' s 7 
———— Dentury 21 Hxposition 
COLUMBUS COATED FABRICS CORP. Be. : ‘tes 
RRS eS ep 38,878 ‘ a ite PES 
COLUMBUS GAS CO. ........... 41,534 es LAS RR Sn 
COLUMBUS & SOUTHERN OHIO . bi... 
a a ae : 93,624 
COMBE CHEMICAL INC. ....... 211,469 
ES ao sade bbhae cs det vn cod 62,445 “ 
ENE oe 102,924 
ET cake Wy divas ¢se4s i 04) 46,100 
COMET RICE MILLS 
Re Le Ch Ao wid sw Ane rerecd sore 96,425 
COMMERCIAL TRAVELERS MUTUAL | 
ACCIDENT ASSN. ........... 110,197 
COMMONWEALTH EDISON CO. . 380,264 


COMMONWEALTH OF PUERTO RICO oo = 


ECONOMIC DEVELOPMENT Model of Century 21 grounds, including ny 


ADMINISTRATION ........... 319,657 Pee 
Commonwealth of Puerto Rico... 128,354 550. foot Space Needle Restaurant a 
Puerto Rican Rum ........... 191,303 y 
COMPAGNIE GENERALE TRANS- 
ATLANTIQUE FRENCH STEAMSHIP 
ENCES beh godite 60 tise webb d On 6 0 6 250,276 
COMSTOCK FOODS INC. 
. 2... eR ree 63,186 
eg eee eee ee 97,869 
a ee 67,830 
4 dhhb-<0 cnchagerihuas « 6¢ 30,039 
CONGOLEUM-NAIRN INC. ...... 260,538 
. 2 Se rarer 222,668 
Forecast Vinyl Floors ......... 37,870 
CONNECTICUT BLUE CROSS INC. 51,473 
CONNECTICUT DEVELOPMENT 
ENE, dvadewescesisés 55,353 
CINNECTICUT LIGHT & POWER 
Nr tack on Wh ds ichilas 00.ba.s ne us 30,499 
CONSOLIDATED CIGARS SALES CO. 949,251 
Ce GUD: ciwkecdcacesac 24,753 
ee WIA bitten ees eb Geen o 324,844 
DLE “Snens Cod nGa saVeens 164,738 
SED 54:56 RACH oR ak aAbeNe eae 65,548 
IR Se te 369,368 
CONSOLIDATED DAIRY PRODUCTS 
ae eee 78,005 
Darigold Butter .............. 23,112 
Darigold Cottage Cheese ....... 300 
Darigold Dip & Dressing ....... 1,316 
Darigold Dry Milk ............ 2,807 
Darigold Evaporated Milk ...... 2,552 
Darigold Ice Cream ........... 3,034 
Seer 11,603 
Darigold Products ............ 33,281 
CONSOLIDATED EDISON CO. OF 
NEW YORK 
EE Pe eee 423,785 
CONSOLIDATED ELECTRONICS INC. 
ee | LO eee 71,250 
- CONSOLIDATED FOODS CORP. .. 482,816 
Blossom Cottage Cheese ....... 697 
Blossom Dairy Egg-Nog ....... 709 
Blossom Dairy Products ....... 1,187 


Blossom Ice Cream 


vet eeness 1,424 
SE WE a oo oo anc 0 40 0 4,993 
Brown Beauty Beans ......... 11,408 
Brown Beauty Spanish Rice .... 6,794 
Sara Lee Baking Products ..... 17,104 
Sara Lee Frozen Cakes ........ 245,228 
Sara Lee Frozen Chicken Products 130,467 
Sara Lee Frozen Foods ......... 62,805 
CONSOLIDATED NATURAL GAS CO. 
East Ohio Gas Co., The ........ 195,498 
CONSOLIDATED ROYAL CHEMICAL 
NY dave mae cv dk oe de bd'e 80,326 
BE ere eee er 78,898 
Krank’s Super Shave .......... 1,428 
CONSUMER LABORATORIES 110,729 
DEE 1h s Sb-t.s0 ORGS S690 oa oe 49,778 
rr ht eee 6,931 
AEM a EG nant wae teeok oe 54,020 
CONSUMERS POWER CO. ........ 32,993 
CONTADINA FOODS ........... 83,840 
Contadina Foods ............. 1,067 
Contadina Pizza Pie Mix ...... 82,773 
CONTINENTAL AIR LINES INC. . 1,257,001 
CONTINENTAL BAKING CO. .... 1,767,525 
Cobekee Grend .......-.cceess 2,276 
Continental Baking Products ... 1,380 
Continental Bread ........... 7,094 
County Fair Bread ............ 23,841 
County Fair Products ......... 9,537 
Daffodil Farm Bread ......... 60,869 


Hostess Bakery Products 
Hostess English Muffins 
Hostess Handi-Pie ........... 27,913 
Morton Frozen Baking Products . 95,329 
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DELTA AIR LINES ............ 2,449,142, Kessler’s Whisky ............. 412,794 Audubon Nature Program ....... SEDGE; - OeiiePep. .664 ery 
DENMARK CHEESE ASSN. Lord Calvert Whisky ........... 565,352 Doubleday & Co., Inc. ......... 399,942 I a so ae 
Danish Blue Cheese ........... 77,548 Martell Brandy .............. 4,016 Doubleday Living History Program 46,596 Man-Tan & Miss Man-Tan ...... 
DESOTO CHEMICAL CO. Mumm’s Champagne .......... 29,070 Doubleday, Nelson, Inc. ........ 12,713; Miss Man-Tan ............... 
: Gator Roach Hives ............ 27,460 Noilly-Pratt Vermouth ......... 58,645 Doubleday One Dollar Book Club . 1,115,392) Positan ............0.00000e 
DETROIT EDISON CO. .......... 178,700, Old Lewis Hunter Whisky ...... 41,892 Junior DeLuxe Edition Club .... 22,928 GA - oS ak diccdodd ete sbsact 
477 3) Ae eee 42,547 Paul Jones Whisky ............ 358,078 Know Your America Program ... 27,903; Super Sustamin 2-12 .......... 
675 E. C. DE WITT & co. sete ee tees 197,313 Seagram's Distillers Corp.— Know Your Bible Program ...... 107,763 We SEES is vccubeveseveves 
621 De Witt's Cough Medicine ....... 15,488 RPE are 132,588 | Literary Guild of America, Inc. . RT, © CRs ois abeatn ec caress 
442 De Witt’s Gum Lotion ......... 2,616; Seagram’s Gin ............... 700,629 | Nelson Doubleday Personal Success puBuauE PACKING CO. 
179 oe a ee rere re 129,280! Seagram's 7 Crown Whisky ..... 2,730,599 | eee Ree ers oe 39,405| Meat Products ............... 
aa m.,  wee re bXda seh ey WHE CESS is — i 1,193,928; Science Program .............. 496,571| DUFFY-MOTT CO. .............. 
S Se eeeerssooare on EEE eee 144,458 | J. A. DOUGHERTY’S SONS DISTILLE Clapp’s Baby Foods ........... 
007 DIAMOND CRYSTAL SALT CO. ... _ .. 2 Sea e See 6,966 ; BS no 54 5 ito eames beats we 55,010 Mott's poe ae EEA SS 
DIAMOND NATIONAL CO. ...... 60,269| White Horse Scotch Whisky .... 243,063| Governor's Club Gin ........... 13,910; Mott's Apple Sauce ........... 
346 Diamond Match ..... nebaseees 5,652/ Wilson Whisky ............... 130,302 | Governor's Club Whisky ........ 41,100; Mott's Products .............. 
679 Neet-Heet Charcoal Briquets ... 54,617, Wolfschmidt Vodka ........... 61,183 | poUGLAS AIRCRAFT CO. ..... 47,160 | Sunsweet Prune Juice ......... 
695 = WALNUT GROWERS INC. DIXIE BREWING CO. DOW CHEMICAL CO. ........... 2,124,037| DUGAN BROS, INC. ............ 
986 ae teas sete sets ease ee | a EPPO cee 26,514 Dow Crab Grass Killer ......... 13,297 RD Be 
483 . —- CORP. -SEAGRAM'S OR. PEPPER CO. .............. 132,060} owgard ..........0secceeeee 1,883,163} Products .................005 
“73 LTD. ee eeeseeeeceeeenseness 11,654,170 | DR. POSNER SHOE CO. SD ws sseicaicbdossscs, "35,825| DUKE POWER CO. ............. 
,232 > eres gains hohe ave zteneqs EE, Fadil sy wby'0s 5.0. ee tawes 29,540 Re aC ee RN 86,083; JOHN H. DULANY & SON INC. .. 
232 ew ge |< Fasteestcess saan DODD, MEAD & CO. eee Ree ee 105,669} Frozen Foods ................ 
378 DE ee BIS RE li 68.348 DOW CORNING CORP. .......... 30,014) Frozen Snacks & Fruit Rolls .... 
oa Calvert Reserve Whisky ........ 1,507,776 | COEMLA. CO.. HARRY Shoe Saver ...- 0. .-.eceesnes 20,086 | DUMAS MILNER CORP. ......... 
‘501 Carstairs White Seal Whisky... 765,190 | , “reeting Cards ............... 45,046 | _ Syl-Mer Silicone Finish ........ 9,928) Perma Starch ........-.-.-++. 
‘717 Chivas Regal Scotch Whisky .... 21,663 =, CORP. 128.557 bow JONES & co. eee ee secees 747,668 PEP® Chew chive os.6scds eed 
682 -< "ayaa 35,434, Dolein ....-....- 0. ees eeeees 4 Barron’s Magazine ............ 66,997 EEE. Gada Oidcda de op.csecce 
Fresh Deodorant .............. 31,295 — REPUBLIC PRESS Wall Street Journal ........... 680,671 | ALLEN B. DUMONT LABORATORIES 
A?2 Four Roses Antique ...... pcs 960,336| SOCIETY .................... 47,804 | DOYLE PACKING CO. OF Le, grt» REE Ee 
281 Four Roses Whisky ........... 1,010'556 oouuevae CORP. NEW JERSEY Pe eat =e 
144 Gallagher & Burton Black Label Sa cite Wate 6s bs cca 94,450; Strongheart Dog Food ......... 245,369 | DUNCAN COFFEE CO. .......... 
137 Mo c65 Capac aes pices 83,095 | DORMIN INC. DREWRY’S LTD., U.S. A. Admiration Coffee ............ 
Gallagher & Burton Black Label & SEP ERIE oN Ae ten s<' , 62,083 EN pea nb-a ete. a Geer cnteewe 290,418 Maryland Club Coffee .......... 
629 White Label Whisky ......... 2,953| DOUBLEDAY & CO. .......... 3,046,467 oreens INC. Maryland Club Coffee & Instant 
2 Se ee 20,428, American Geographical Society ... . se. Mere eerie cert oe Pe 65,471 GEE edae ViGache he esedess 
523 Ee Tne 40,033; Around the World Program ..... 275.196 onve RESEARCH CORP. ..4.607 . 486,812, Maryland Club Instant Coffee .. 
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-Furst Space-Age World Fair 


Seattle’s Bold 
“Man In Space’’ Idea 


Century 21 is another progressive idea born in Seattle—first 
INTERNATIONAL EXPOSITION heid in the United States in 23 years. 
An estimated 10 million people will visit this 80 million dollar 

show, which opens in April, 1962. It’s another reason why we can Say: 


Seattle’s progressive spirit enters into everyday living and 

buying! Look at.the record: During the latest five year period 
surveyed (1954 to 1959), Seattle’s retail sales rose 39.4% —fifth 
largest percentage increase among 30 metropolitan areas doing 
more than one billion dollars annually in retail sales. 

Seattle offers much to advertisers who buy schedules 

in the area’s leading newspaper, The Seattle Times. 


Put your money where the market 1s—Seattle. 
Put your money where the readers are— 


Che Seattle Gimes 


by O’Mara & Ormsbee, Inc.—New York, Detroit, Chicago, Los Angeles and San Francisco 


E. M DU PONT DE NEMOURS 


Ws 3.040 dark thakussadee 2,460,342 
fede hided aca oaictehe ahehne' SS b oeerS 3,103 
ES Gierkt'e ohaeaad 6-0t0e wes 24,226 
SS an 605 a0) <6 e'es Suasaene 413,364 
Dacron & Nylon ............... 3,260 
Dacron & Orion .............4. 51,620 
BT MES oa crane von ¥eiiee 7,860 
Garden Products .............. 65,795 
Karmex Spray ...........05.. 822 
eee er Cree 41,178 
GRE Fike ck aeke secebsbekaoks 83,645 
CN dacs Fea os es 51,363 
GRA SEA devine s cbc neue 233,629 
CRE edad 05 GaNiee vic Geeeds 35,036 
Peters. Ammunition ........... 9,727 
Remington Cartridges .......... 17,782 
COE BD Aoties vevicvcics 44,660 
Spray Oil & Sprayer .......... 209 
Ck ere 692,810 
POD 0 GiGn kenny 04ins cb440R 5,116 
Vinyl Upholstery ............. 100,166 
Dr Gach eh abate oc08ye cee 25,750 
PL ccardeckine Cineed pb eeas os 173,114 
BE A EE | Saw eeaeagescun 3,039 
PE Waid Kaen 6 00s ecdses 360,022 
,.. , eee 13,046 
DUQUESNE LIGHT CO. ......... 132,236 
E. P. DUTTON & CO. .......... - 111,737 
E as B BREWING CO. ........ 

camaies BO NnciaWess cos 


EASTERN AIR-LINES INC. . 
EASTERN SHIPPING CORP. 


EASTMAN KODAK CO. ..... 

Brownie Cameras ...........+. 

GUE Ad cdwctcccccuctent 

Eastman Kodak Co.—Institutional 

i RR ee re 

aS rr 

Kodak Cameras ..............- 

Kodak Cameras & Film ........ 

Kodak Cameras & Projectors 

OU FUE oo cesciusucesvess 

Kodak Products .............. 

Tenite Acetate .........66005- 

\. WEEP PErrirerrs c 

Tenite Polyethyleme ............ 

, MP Pere Teer eee cer 

i i mere eee ee ee 
EAT-ALL FROZEN FOODS CO. 

Sree rere 27,943 
PETER a & SONS 

—_ BCP PPT Tee 75,814 
ECONOMICS LABORATORY INC. .. 169,565 

GNU hc siewhdavendsésipcedes 53,259 

Finish Detergent ............- 11,493 

OO. ccakbredben bead eeive vase 8,122 

SE cc Teh ec aah ded b aps eae 96,691 
EL AL ISRAEL AIRLINES LTD. .. 164,603 
EL PASO NATURAL GAS CO. .... 116,037 
ELECTRIC AUTO-LITE CO. ...... 25,747 

Auto Lite Products ........... 4,166 

Auto-Lite Spark Plugs .......... 21,581 
ELECTRIC STORAGE BATTERY CO. 60,299 

Grits. GID sn ccved cc cvess 1,235 

‘Grant Batteries .............. 1,059 

Willard Batteries ............- 58,005 
ELECTRICAL ASSN. OF 

PHILADELPHIA ...........-- 74,857 
ELLIOTT PAINT & VARNISH CO. 

DRA: chu wadabeaycsst ke «sans 31,733 
EMBASSY TOURS INC. ......... 64,583 
EMERSON RADIO & PHONOGRAPH 

BOR” scdsweccdddsdewtadwae? 175,323 

Dumont & Emerson Television ... 360 

Emerson Phonograph .......... 5,948 

Emerson Products ...........-. 23,390 

Emerson Radio ..............+. 13,254 

Emerson Radio & Television .... 4,830 

Emerson Television ..........- 43,779 

Quiet Kool Air Conditioner .... 83,762 
EMPIRE STATE PICKLING CO. .. 25,840 

Silver Floss Sauerkraut ........ 23,233 

Silver Floss Sauerkraut Juice .... 2,607 


Here’s the Medium 
That Gets Results 


In the rich three-county mar- 
ket of Southern New Jersey, 
it’s the PRESS with a phenom- 
enol increase in circulation 
that more than matches the 
rapidly expanding population 
growth of the area. 


Atlantic City Press 


New Jersey's 
cy yo ot Newspoper 
ROLLAND L. ADAMS, President 


SCOLA MEEKER & SCOTT, Inc. 
Ap ee hepresontatte ives 


61 a . 59 : 
pn 
188,669 : 
5,086 
; 
— 
27,509 5 
3,552 | 
250,075 | 
98,276 | 
79,054 | a 
19,222 | 
64,636 | 
4,997 
23,104 
36,535 | : 
60,229 
4,124 
56,105 
181,427 
1,477 
62,478 
z= a 
a i : eee ee ee ee a ata ed: OT ee ee ee ERROR Me oP OE ee sa 271,292 
| | 
; : 4 ; ’ 
co te . 
res | 
a oy | 
as / 5 4 
;: cae ie ae 
at Ba ; aes a pers ae Ba " ° . . wv ‘ 
eee eee “The best thing about The Seattle Times...is the people who read it. 
eg. bs: er e. SS ae 
——— —_—_—— 
he 3 se a a oi yo | 
\ = ; 4 “ag {7 
— <q af NZ 
ti : = a 
ies ior q . : ‘ ‘ j 7 a ; es. —_ ‘ a Se 
q i @ ae Ry side Me 
uae Y * "fe - ; =. en .* 
— == ‘2's Jan UMBERLAND A: 
im. eles se = Be ee ie ‘ COUNTY . ‘ 
— Pa be” 
1 Si a? ee - ie 
Rete ea e . o 
SS a 
ae 2 3 . a ~ hy 
‘ : * a . me | 
Ee ; a ai rk ] 
te i. “ae - pe. Ye, | 
: oy by ri ——— : “eg | 
‘s es : a A PO i 
re, 4 ‘i a : “ . e. ¥ . | 
| (NS | eno 
es eS ; + :, ant ik 5 | 


No matter how, it all adds up. 


it’s the results 


That counts. 


Retuilers depend on the Sterling Gazette for results 


and here's the reason. 


Spendable income Sterling and Rock Falls $7,440 per household. 
Spendable income $113,618,000 (Whiteside County). 


Average income per farm $18,709. 


(Whiteside County 136% above national average.) 


Population up. 


City and county population up over 20%. 


STERLING GAZETTE 


STERLING, ILLINOIS 


Source—SRDS 


EMPRESS TRAVEL SERVICE .... 
ENCYCLOPEDIA BRITANNICA INC. 
Encyclopedia Britannica ....... 
Great Books of the Western World 
EQUITABLE GAS CO. ........... 


EQUITABLE LIFE ASSURANCE 


ESQUIRE INC. 


. SS 9 Ra 
EUREKA WILLIAMS CORP. 
Eureka Cleaner 
E. B. EVANS PNC. 
9 | ES ees 
EVERGLADES SWEET CORN 
ADVISORY COMMITTEE ...... 
EVERSHARP INC. 
Schick Blades & Razors 
EVER SWEET CORP. 
EE ois 4 6s ce akkece 
EX@RCYCLE CORP. 
SN elite 64-010 0 0 f4:60:6 09068 
| EXQUISITE FORM INDUSTRIES INC. 
Brassieres 
i <  & GAS 
| EZO PRODUCTS CO. 
Deatal Cushions 


60,112 
310,162 F 
266,049 
44,113 

en GN 108. kc seterete 
78,062 | Henny Pen Dog Food .......... 

| Switeh Cat Food ............. 

289,080 ‘Switch Cat Food & Henny Pen 
42.257| "DS Feed 
der eoy |. 000 Food 2. eeeeeeeeeees 
126.45 | MAX FACTOR & CO. ........... 


39 434 | Men's Toiletries ............. 


ee ee iat 

eo ES ore 
s.aa7| FADEX COMMERCIAL CORP. 

. SG EF Rear 

BM W & Prinz Cars ......... 

346,736 errs 


35,044 FAIRBANKS, MORSE & CO. . 


FAIRCHILD CAMERA & INSTRUMENT C 


Cinephonic Camera & Projector . 


31,897| eaIRMONT FOODS CO. ........ 

Ca er 

1,007,743 Fiesta Corn Chips ........... 

GR Sereda ces cheusdebecos 

68,223| frozen Fruits ..........-.--- 

| Fruit Drinks ..........---++- 

69,058; Honey Spred ................ 
166,024; Ice Cream .............-- 

106,966 Milk 


59,058 FALL RIVER GAS CO. ......... 
FALLS CITY BREWING CO. 
86,141| Beer 


Advertising Age, April 24, 1961 


FALSTAFF BREWING CORP. 
FAMILY CIRCLE INC. ......... 
FAMILY GARDEN’S NURSERY 
i 5 crea ahs nas 5 
32104 | FAMOUS ARTISTS SCHOOL INC. . 
16.36] | FARMERS INSURANCE GROUP 
| FARMERS MUTUAL AUTOMOBILE 


10, ee, 2 Se eee 
157.712 | FARRAR, STRAUS & CUDAHY INC. 
19,297 | FAULTLESS STARCH CO. 

99,039 | cat oa ne 
39,376 | FAWCETT PUBLICATIONS INC. 
27.767 | Fawcett Publications Inc. ...... 

3,466 Fawcett World Library ....... 

1,956 | ete a. Sa 
22,345| FEDDERS CORP. .............. 
161,088 | Fedders Air Conditioners ...... 
0. Fedders Dehumidifier ......... 
40.882 Fedders Heat Pump .......... 
150,234 | FEHR BROS. BREWING CO. 

57.264 | PME vax o¥eseadececee 
10,429 | FELS & CO 

6,649 Rr 


13,197 FERGUS IMPORTED CARS INC. . 
4.404 Borgward Cars 
1793 | Daimler Cars 
29.870. I ee ee eee 

26.628 FERRY-MORSE SEED CO. 
ye Rarer 

| FERTILITY TESTOR CO. 

, Sarees 

175,995 | FIAT MOTOR CO. 


THEODORE 
ROOSEVELT 


when you think of 


Many folks living in the Phoenix Metropolitan area have a "big lake” in 
susie & their yards about every two weeks.. Water for irrigated-growing is sup- 
ww!" Tae plied by large reservoirs, such as that created by the Teddy Roosevelt 
Dam. Abundance in this market shows up in many other ways too; in eight years, 
food sales have more than doubled; buying income is up 94% ; retail sales are up 
76.4%. And, 93.7% of the families own passenger cars, with 33.7% owning 2 or 
more. Penetrate this abundant BUYING POWER with the ONE low-cost medium 
that does the big job. Daily metropolitan coverage 91.6%. (Arizona family cov- 


erage 63%). 


CHAS. €. TREAT,NATIONAL ADVERTISING MANAGER, BOX 1950, PHOENIX, ARIZONA*REPRESENTED NATIONALLY BY KELLY-SMITH co. 
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The Pheenix« 
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Evenin 


Fiat Cars 

FIELD ENTERPRISES EDUCATIONAL 

CORP. 
Chicago Daily News 
Chicago Daily News & 

MON Sesh wee ees tiades 

Chicago Sun-Times ........... 
Field Enterprises, Inc. ........ 
World Book Encyclopedia 

HENRY FIELD SEED & 

| WURSERY CO. ........0..00 

| FIESTA CRUISE LINES 

y. H. FILBERT, INC. 

| Mrs. Filbert’s Margarine 

Mrs. Filbert’s Products 

FILON PLASTIC CORP. 
Fiberglas Panels 


| FINANCIAL WED sc erdisacoce 
| FIREMAN’S FUND INSURANCE CO. 
FIRESTONE TIRE & RUBBER CO. 
| Synthetic Fibers 

Tires 
| Institutional 

EG Wedededntacccsavoes 
FISCHER BAKING CO. 

Bakery Products 
FRERVUGRS GR incevcsevcccses 
Kasacur! Hair Waving Crystal ... 
ge ee eee 
Tintz Color Shampoo 
Tintz Hair Color Stick 
WEED. dost dv deus dsctcsceas 

FLEETWOOD COFFEE CO. 
Fleetwood Coffee ............ 
FLORIDA CITRUS COMMISSION 
Fruits & Juices 
SD. Wt dccdewdwedeacencs 
CEE. Scbxs cbc ccscdec 
ED “ws nd ob Abdu pe dveauses 
, Se ere 
FLORIDA CITRUS EXCHANGE 
Florigold Grapefruit 
Florigold Oranges ............ 
FLORIDA POWER CORP. ....... 
FLORIDA POWER & LIGHT CO. . 
FLORIDA STATE DEPARTMENT 
OF INFORMATION ........... 
FLORISTS’ TELEGRAPH DELIVERY 
RS i. Wawat esard aces ivecnavs 
FLOTILL PRODUCTS INC. ...... 
Flotill Spaghetti Sauce ........ 
Tillie Lewis Dessert Toppings .. 
Tillie Lewis Dietetic Foods 
Tillie Lewis Dressings ......... 
Tillie Lewis Gelatins & Puddings 
Tillie Lewis Jellies & Preserves . 
Tillie Lewis Products .......... 
FLYING TIGER LINE INC. 

SS re ee 
J. A. FOLGER & CO. 
6 ie... OPT ree 
Folger’s Coffee & instant Coffee 
Folger’s Instant Coffee 
FOOD SPECIALTIES INC. 
Appian Way Frozen Pizza 
Appian WayPizza Mix ....... 
Appian Way Pizza Mix & Sauce . 
| FORBES INC. 


| Comet & Ford Cars 


Continental Cars ............. 
Perey rit e Pree 
Ce MN. ci viandacedeses.s 
Falcon & Ford Cars 
Falcon & Ford Trucks ......... 
Falcon & Thunderbird Cars 
Falcon Trucks 
Oe ND. “bnddc cccescacesdcr 
Ford & Thunderbird Cars 
Ford International ........... 
Ford Motor Co.—Cars ........ 
Ford Motor Co.—Institutional 
Ford Parts 
Ford Tractor 
Bi . . SPORE TEEUTCLEE 
a 2. Serre. 
Lincoin Continental ........... 
Lincoln & Mercury Cars 
SE MD diccbucctuesccece 
Mercury & Taunus Cars 
. « oper 
Veunderbird Cars ............ 
FOREMOST DAIRIES INC. 
Dolly Madison Ice Cream 
Foremost 
Foremost Canned Milk ....... 
Foremost Chocolate Drink 
Foremost Cottage Cheese 
Foremost Dairy Products 
Foremost Egy Nog 
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The $33 million a year which readers spend for the 
Chicago Tribune is $14 million more than is spent 
for any other Chicago newspaper. 

But this is only one aspect of buying activity. 
MARKET POWER: CHICAGO, the Tribune’s new 
research study of people and their purchases, shows 
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NEW CARS 
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MEN’S SUITS 
SPORTING GOODS 


What about the 30% of the market with incomes of 
$8,000 or more? Big buyers? Sure. But MARKET 
POWER pinpoints how big. 51% of the new car 
buyers are in this upper income group. So are 42% 
of the refrigerator purchasers, 52% of the home 
buyers, 65% of the air travelers. 

Even household location affects buying. There are 
twice as many book buying families in the inner sub- 
urbs as in the outer suburbs—and there are more in 


who buys what in 39 other classifications. 

Do you know the most important buying age group 
in metropolitan Chicago? No, it’s not the young fam- 
ilies. It’s the established, settled families where the 
head of the house is between 35 and 54. Look how 
they dominate the market: 


18-34 YEARS @ 35-54 YEARS 


@ 55 AND OVER 


the city than in all the suburbs put together. 

MARKET POWER provides a wealth of facts 
about buyers—and buyer coverage, the most signifi- 
cant measure of a newspaper’s productivity. Whether 
you sell books or boats, tires or travel, dresses or 
dishwashers, you’ll learn from MARKET POWER 
that the Tribune delivers the most buyers in Chicago 
and suburbs. Why not call a Chicago Tribune repre- 
sentative for the full story? 


Chicago Tribune 


THE WORLD’S GREATEST NEWSPAPER 


I MARKET POWER: | 


CHICAGO © 


A STUDY OF THE CHIC AGO MARKET 
AND (TS NEWSPAPERS 


This research study will not be 
mailed, but copies are avail- 
able to advertisers and their 
agencies from Chicago Tribune 
representatives. Call any of the 
following: 


CHICAGO 

Chicago Tribune 

435 N. Michigan Ave. 
SUperior 7-0100 


NEW YORK CITY 
Chicago Tribune 


220 E. 42nd St. 
MUrray Hill 2-3033 


DETROIT 

Chicago Tribune 
1916 Penobscot Bidg. 
WOodward 2-8422 


SAN FRANCISCO 
Fitzpatrick Associates 
155 Montgomery St. 
GArfield 1-7946 


LOS ANGELES 
Fitzpatrick Associates 
3460 Wilshire Bivd. 
DUnkirk 5-3557 


EUROPE 

Mortimer Bryans 

3&5 Warwick House Street, 
London, S.W. 1, 

Trataigar 2482-3 @ 
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Foremost Evaporated Milk 
Foremost Forti-Cal 900 


At the HEAD of the parade! ea eB 


Golden State Dairy Products ... 
Golden State Milk 


PE Rs 5 sade xnntsskease 
IN GROWTH ist in Illinois in 10-year growth rate ar. 
... 36.9% increase. 


IN POPULATION ist in Illinois, outside Chicago, SRPMS per 


| Sleex Girdles 


in Population . . . 128,075 .. . ABC City and retail trading | FORREST KEELING NURSERY 


FORT HOWARD PAPER CO. 
zone... 552,243. ‘ Page Paper Products .......... 
. oF 
IN RETAIL SALES st in Illinois, outside Chi- “Cowwence 
cago in retail sales . . . more than $220,000,000. sig a agiaeatone 
IN ROP COLOR ist in Illinois in ROP retail color, | ee cauises 
INCLUDING CHICAGO! remmens SReWine co. 
IN CIRCULATION The ONLY newspapers that FRANCO AFRICAN INDUSTRIES 
cover this rich market are the... "Frank's Beverages ..... 


Frank's Beverages 

LE Gino s Vavedve'nss¢ 

FRANK PURE FOOD CO. ....... 

; : | FRANK TEA & SPICE CO. ...... 

ROCKFORD  £(/#eehore 
SECS ots Suc Frank's Red Hot Sauce & Mister 

'. 4 MEE ea day oo. cepevevcas 

% a SE MR os anln 9 ad me's 

MORNING STAR € Regisfer-Republic [RO 


| Bread 
| Products 


Advertising Age, April 24, 1961 


FRENCH GOVERNMENT TOURIST 


in the center of a fertile 
28-COUNTY TRADING AREA 


595,211 
CIRCULATION COVERAGE MOMNNS 
by The Columbus Dispatch 
and Citizen-Journal 
Gam A.B.C. Retail Trading Zone 


Wat Geographic Trading Zone 


in the morning...in the evening ...and on Sunday 


uaranteed LIVING ROOM COVERAGE 


that TELLS and SELLS BEST in the MIDWEST! 


In Columbus and Central Ohio, this staff of 595,211 hard-hitting 
salesmen are guaranteed to be cordially invited into more homes 
than any other media . . . guaranteed to tell more people about your 
firm’s products in the morning, in the evening and on Sunday! 
Plan ahead to a more consistent sales pattern in this busy billion 
dollar TEST CITY market . . . secure valuable “extra mileage” from 
every ad budget dollar . . . let the proven sales ability of The 
Columbus Dispatch and The Citizen-Journal go to work for your 
firm to increase your product sales . . . take advantage of our 
optional money-saving combination rates. 


EVENING AND SUNDAY 


THE COLUMBUS DISPATCH 
and THE CITIZEN-JOURNAL 


Represented Nationally by 
O’MARA & ORMSBEE, INC. 
*¢ New York « Chicago « Detroit * San Francisco « Los Angeles 


Florida and Caribbean Area: McASKILL, HERMAN & DALEY, INC., Miami, Beach 


a aE Sg Pan 33,324 
eT a sav ccns od ebee et 232,027 
Barbecued Beef .............. 6,443 
EE nn ch che ekeeraeee 3,468 
ME a's wns. s ddenebeaiesucs 9,852 
in vic nesauebicces 14,880 
0 ES Eee rr 25,299 
Fritos & New Era Potato Chips . 3,042 
New Era Instant Mashed Potatoes 15,581 
New Era Mashed Potatoes & Potato 
RSS eee 9,309 
422,952| New Era Potato Chips ......... 144,153 
| FROMM & SICHEL INC. ........ 216,734 
| Christian Brothers Brandy ..... 78,745 
| Christian Brothers Champagne .. 2,072 
| Christian Brothers Wines ...... 135,917 
FRONTIER AIRLINES .......... 181,538 
| FRONTIER STAMPS ........... 25,096 
FROZEN DESSERTS CO. 
Wi-Satt Ice Cream ............ 33,767 
| FROZEN-RITE PRODUCTS INC. 
| Me WOME. owhdncewevses 29,113 
29,692 | FULLER, W. P. & CO. 
Pee. FR onc sacaseeannes 333,752 
FUNK & WAGNALLS CO. ....... 114,991 
| FURNESS BERMUDA STEAMSHIP 
ERE s 0 <u 56 sknthls waiee's 173,432 
FUTORIAN-STRATFORD FURNITURE 
GE ka cvancavagescus 50,150 
25,037 | 
12,253 | G 
79,594 | 
44.250 £. & J. GALLO WINERY ....... 176,958 
DEL SEEE once Co eveeius sees 162,164 
ECR A Pree 14,794 
GAMBLE RANCH DEVELOPMENT 
|. | WO aha conch nhegaeins cans 41,512 
| GANCIA PRODUCTS IMPORT CORP. 42,606 
SUED in octhbe dacaes tases 38,776 
UR Rea in ate 3,830 
| GARCIA Y VEGA, INC. 
SS ere ae 75,930 
| GARDEN SPECIALTIES INC. .... 77,608 
| GARLAND CO. 
See. Gee CUED Sasacsccityens 33,904 
GAS SERVICE CO. (KANSAS 
Re Per Pore 82,829 
GAS SERVICE CO. (WICHITA) .. 45,188 
GASOLINE TAX EDUCATION 
| TEE isGa'ettadeeis assess 269,943 
PGRTRPNY VOGUE cccdeccscecess 53,757 
BERNARD GEIS ASSOCIATES .. 28,122 
GENERAL ANILINE & FILM CORP. 420,770 
CUD PN nc ace tsis as se 40,450 
Ansco Cameras & Projectors ... 31,977 
GO PORE | cccewsvecines 348,343 
GENERAL BAKING CO. ........ 256,431 
Bond Baking Products ......... 73,553 
NE ME Side Baw dhs enscd’s 127,046 
Bond Brown & Serve Rolls ..... 1,757 
Dy JE. Acar ouesedecenss 4,034 
Grossinger's Bread ........... 3,246 
O'Connell's Bread ............ 46,795 
GENERAL CIGAR CO. .......... 708,041 
DEN GVERb ds kad dddhaeeee oe 23,876 
PP te tee cat Obes kt ewueses 239,377 
i a ee 70,840 
SE aa risa apewdsavwises 44,135 
BP ereere re 329,813 
GENERAL DEVELOPMENT CORP. 492,221 
GENERAL DYNAMICS CORP. ...  —_ 76,884 
SA ee ot Peres 26,431 
General Dynamics Corp. ....... 41,213 
Stromberg-Carison Auto Radio .. 1,950 
Stromberg-Carison Phonographs . 4,187 
Stromberg-Carison Television .... 3,103 
GENERAL ELECTRIC CO. ....... 7,559,832 
GE Air Conditioner .......... 539,728 
2 2. errr re 20,398 
ee EE ols 6 phd d wee es 1,251 
Ferrer 526,861 
& 2 Seer er cee 23,318 
ee MN a5. 0 sss s ces ace uneds 113,162 
Oe. Gee BEd ccearsacewes 1,046 
GE Coin-Operated Laundry 1,800 
GE Dishwasher ......... 176,366 
Oe GE ccndvceanssivercscs 32,434 
GE Dryer & Washer .......... 96,603 
i .. .. Brera ee eee 5,941 
Oe MU 44442008 0064645405 15,620 
Ce PD. Sa vddsteseccecs 1,536 
GE Flight Propulsion Division .. 1,812 
GE Floor Polisher ............ 29,736 
Bee PE abbas ete cadvecion 78,440 
GE Freezers & Refrigerators ... 3,991 
 f | arr rr 36,157 
PME Gadedee vecesdeencus 6,869 
2 bf Sarre 3,402 
errr rer 608,321 
Se WEEE, Vdc ccccviscccsnr 21.28 
i Pe rere 94,540 
ff Reeser rr 13,342 
GE Knife Sharpener .......... 27,839 
Oe ES Sdudcca'aketuattnes 64,759 
Ge wives ccs euensianes 10,900 
GE Missile & Space Vehicle Division 8,534 
OE FD Fcc c'esiveccee 72,560 
GE Portable Mixer ........... 306 
Oe We cawhaavascte dscns 1,742,111 
8 A errr 388,208 
GE Radio & Television ......... 1,798 
en, ES te Ces dada vkavae 245,084 
GE Range & Refrigerator ....... 2,953 
ee SEED 5 eg cas ces es és 874,055 
GE Rotisserie Broiler ......... 4,899 
Ge PEED. wcksdccrcssccvcces 40,859 
GE Steam & Dry Iron ........ 1,123 
GE Stereo & Components ...... 4,321 
eb ME dc dnethesaantine< 559.677 
oe RT ee 3,936 
GE Vacuum Cleaner & Floor 
ae 65,695 
ere re re 486,806 
Hotpoint Air Conditioner ...... 1,234 
Hotpoint Appliances .......... 6,648 
Hotpoint Dishwasher ......... 18,916 
| Hotpoint Dishwasher & 
| ee 6,121 
| Wotpeint Oryer .............. 14,319 
Hotpoint Dryer & Washer ..... 18,306 
GD. hades vcecgeccs 1,547 
Hotpoint Products ........... 199,164 
Hotpoint Range & Refrigerator . 1,920 
Hotpoint Ranges ............. 6,063 
Hotpoint Refrigerators ........ 151,165 
| Hotpoint Washer ........... 19,691 
Be eee 55,381 
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You have just seen 


on the back of this page a specimen of 


the newspaper spectacular! 


* Color-i is a full-page newspaper 
insert, preprinted in beautiful quality 
colorgravure—an explosion of color 
of an inescapable impact. It gives the 
advertiser a spectacular advantage in 
life-like color, presents the product at 
its visual best, stands out brilliantly in 
newspapers, commands instant reader 
attention, generates enthusiasm, and 
sells merchandise! 
© Advertisers for years have wanted 
just such effective color in the daily 
newspapers. Color-i not only gives color, 
but color at its gorgeous best —the food 
reproductions look flavorful, lipsticks 
are iridescent, cars have an exciting 
sparkle, and people really come to life. 
Reproductions of any merchandise have 
powerful selling realism. 

© Color-i is very simple to use. It is 
delivered in rofls to the newspaper and 
run through the presses. The back of 
the insert is printed by the newspaper 
with standard content. 

© Advertisers can have the newspaper 
overprint their copy in register on the 
preprinted side—showing local sales 
messages, the regional prices, dealer 
listings, testing copy, ideas, or coupons. 
_© The preprint overruns make ideal 
merchandising material, for advance 
promotion for jobbers and salesmen’s 
use, mailing pieces, trade paper inserts, 


and point-of-purchase displays. 
® Color-i is a proven sales producer. 


In three years, forty-one gravure inserts 


with total circulation of 155,000,000 
have been used by national and regional 
advertisers. It has helped launch new 
products, added push and sales impact, 
contributed glamour and prestige, and 
developed extraordinary enthusiasm 
among salesmen and dealers. 

® Color-i is flexible. Preprints can be 
scheduled at one time for any number 
of spaced and dated insertions, in any 
list that fits your marketing pattern, 
distribution, and sales strategy. Normal 
reproduction time is eight weeks or 
slightly longer, depending on the size 
of the run. 

¢ Preprint & Publishing Service was 
established to give advertisers and their 
agencies maximum help in utilizing this 
potent new medium for most effective 
use. We work with media departments, 
account, and merchandising groups — 
and provide a vital service to facilitate 
the development of a preprint schedule 
to move merchandise. We advise the 
creative and production people on 
copy, gravure reproduction, and printing 
sources. We give close cooperation to 
newspapers in the mechanical handling 
of Color-i. Our organization is always 
at your service! 


Preprint & Publishing Service, Inc. 


305 East 46" St., New York 17, New York... PLaza 1-2056 


’ 


Color-i has been 
used by: 


AMERICAN ELECTRIC 
POWER CO., INC. 
Bonsib, Inc. 
BREAST O° CHICKEN TUNA, INC. 
D’Arcy Advertising Company 
DEAN MILK CO. 
Clinton E. Frank, Inc. 
GENERAL FOODS CORPORATION 
Dream Whip Dessert Topping Mix 
Jell-O Gelatin Desserts 
Instant Sanka Coffee 
Young & Rubicam, Inc. 
THE PROCTER & GAMBLE CO. 
Duncan Hines Cake Mixes 
Compton Advertising, Inc. 
PETER ECKRICH & SONS, INC. 
Bonsib, Inc. 
S. C. JOHNSON & SON, INC. 
Shoe Polish 
Needham, Louis & Brorby, Inc. 
KAISER ALUMINUM & 
CHEMICAL CORP. 
Young & Rubicam, Inc. 
KELLOGG COMPANY 
Leo Burnett Company 
CORN PRODUCTS CO. 
Hellmann’s Italian Dressing 
Knorr Soup 
Dancer-Fitzgerald-Sample, Inc. 
McKESSON & ROBBINS, INC. 
Merry Christmas Drug 
Store Promotion 
Dancer-Fitzgerald-Sample, Inc. 
CLAIROL INCORPORATED 
Loving Care Hair Color Lotion 
Foote, Cone & Belding, Inc. 
PERSONAL PRODUCTS CORP. 
Modess 
Young & Rubicam, Inc. 
LEVER BROTHERS COMPANY 
Mrs. Butterworth’s Syrup 
J. Walter Thompson Company - 
NATIONALE DAIRY PRODUCTS 
CORPORATION 
Sealtest—Cottage Cheese 
N. W. Ayer & Son, Inc. 
Breakstone—Cottage Cheese 
Mogul, Williams & Saylor, Inc. 
SIMONIZ COMPANY 
Simoniz Vista Wash and Wax 
Dancer-Fitzgerald-Sample, Inc. 
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GENERAL FOODS CORP. 


Advertising Age, April 24, 1961 


16,197,397 
Adams Extract & German's | 


Se See ee 839 
Gaher’s Chesslate ............ 158,963 
Baker’s Chocolate Chips ........ 123,695 | 
Daber's Gommeel oo... csc see ces 190,394 | 
Bird’s Eye Frozen Baby Foods .. 106,397 | 
Bird's Eye Frozen Chicken | 

NG cw cp dae ENS aS bie CER 35,735 | 
Bird’s Eye Frozen Dinners ..... 228,606 | 
Bird’s Eye Frozen Fish Products 50,150 | 
Bird’s Eye Frozen Foods ...... 461,080 | 
Bird's Eye Frozen Fruits ...... 136,843 | 
Bird’s Eye Frozen Juices ...... 169,876 | 
Bird's Eye Frozen Main Dishes . 175,560 | 
Bird’s Eye Frozen Orange Juice . 82,229 
Bird's Eye Frozen Pies ........ 46,378 
Bird’s Eye Frozen Potatoes .... 83,020 
Bird's Eye Frozen Products .... 67,832 
Bird’s Eye Frozen Turkey Dinners 15,348 
Bird's Eye Frozen Vegetables ... 953,196 | 
Gerte & Gure-JeR .....4...... 68,280 
DME. dokitancasedcaden 216,227 
Dream Whip & Jell-O Gelatin .,. 92,798 
I Pe ae 49,803 
General Foods Minute Potatoes .- 1,643 
General Foods Products ....... 507.837 
General Foods Institutional 109,448 
Gravy Train Dog Food ........ 1,123,659 
aS a 9,020 
Horizon Foods Buffay ........ 80,887 
Horizon Foods Italian Casserole . 138,653 
Horizon Italian Casserole Mix 12,674 
EAL A st isp hesehe trea hss 927,973 
Jell-O Pie Filling ............ 9,255 
Jell-O Pie Filling & Pudding ... 730,516 
EE, was 5-0:4.0:03.6 65:8 6 205,693 | 
ST has. Ae otek a wcakee 499,119 
Ae et Pee 87,469 
EE oe oe kd has os gh 729,962 
 & ff. errr 188,059- 
Maxwell House Coffee ........ 89,666 
Maxwell House Instant Coffee ... 159,137 
Minute Mashed Potatoes ....... 48,847 
ener ere 1,942,769 
Minute Sliced Potatoes ........ 938,108 
Minute Spanish Rice ......... 54,792 | 
Peer 6,772 | 
RO ee 174,996 
FN eee 6,017 
Post 40% Bran Flakes ......... 148,531 
Post Grape-Nuts ............% 149,991 | 
DE: sertensaceetaves at 231,433 | 
Post Toasties Corn Flakes ..... 299,977 | 
2 } Serer (yr 101,495 
D. setstinasmeedeat.os Gs 12,416 | 
Sanka Instant Coffee ......... 85,901 | 

ang Ait 'es kaa bie skh 4,189 | 

Swans Down Cake Mixes ...... 522, 993 | 
Swans Down Cream Puff-Eclair 

__ Rea 424,633 | 

© PR Ee wats CRN 227,929 | 

errr rr 496,312 | 

Yuban Instant Coffee ......... 1,195,377 | 

GENERAL MILLS INC. ......... 6,715,579 | 

Betty Crocker Au Gratin & | 

Scalloped Potatoes ......... 343,931 | 
Betty Crocker Baking Products . 19,774 | 
Betty Crocker Brownie & Pudding | 

ee ee ae 31,077 | 
Betty Crocker Cake & Frosting } 

_ SP, eee 55,398 
Betty Crocker Cake Mixes ..... 1,637,373 
Betty Crocker Cake Mix & Bisquick 175,560 
Betty Crocker Frosting Mix . 237,922 | 
Betty Crocker Frozen Baking 

SPEDE. + civecnedearwees-x 20,414 
Betty Crockers Holiday Favorites . 164,916 
Betty Crocker Instant Mashed 

.. re aerrrver 324,845 
Betty Crocker Mixes ........... 113,061 | 
Betty Crocker Muffin Mix ..... 122,901 
Betty Crocker Pancake Mix .... 12,698 | 
Betty Crocker Pie Crust Mix ... 143,089 
Betty Crocker Pizza .......... 459,818 
Betty Crocker Potato Casseroles . 375,395 
Betty Crocker Products ....... 468,495 
Betty Crocker Rolls .......... 5,920 
SEEN. ihn siensutncreeies $39,474 | 
Country Corn Flakes .......... 2,207 | 
General Mills, Inc.—Institutional 155,708 | 
General Mills Products ....... 43,650 
Gold Medal Flour ............ 182,532 
Se EE. dvs o0cngdkbaneas 22,500 
Hot Toasted 40% Bran ....... 22,151 
O-Cel © Sponges ............. 25,077 
Purasnow Flour .............. 1,421 
Red Band Biscuits ........... 10,892 | 
8 OL ee 3,681 
Sperry Drifted Snow Flour ..... 1,854 
Sure Champ Dog Food ........ 10,556 
3 Little Kittens Cat Food ..... 284,188 
CS an oo cknsawihaceses 397,101 

GENERAL MOTORS CORP. ...... 40,354,817 
cf §. Sears 3,092 
OT  —eaae eee 14,128 | 
AC Spark Plugs & Delco Batteries 28,577 | 
AC Spark Plug-Electronic Division 1,617 
ae eee 4,828,650 | 
Buick & Buick Special Cars .... 74,583 | 
Buick & Cadillac Cars ........ 5,236 | 
Buick & Chevrolet Cars ....... 7,368 
Buick & Opel Cars ........... 13,763 | 
Buick Special Cars ............ 303.610 | 
ee GE Bees hai hes os ive 3,712,246 | 
Cadillac & Oldsmobile Cars .... 29,544 | 
Cadillac & Pontiac Cars ......... 10,126 
GHG: GRID ces tcwecccsccs 8,016,108 
Chevrolet & Corvair Cars ...... 2,258,334 
Chevrolet Trucks & Corvair Cars . 139,396 | 
Chevrolet & Corvette Cars ..... 13,269 
Chevrolet & Oldsmobile Cars .... 9,563 
Chevrolet Soap Box Derby ..... 102,987 
SD WOR. veueceadscaes 1,428,398 
Chevrolet Used Cars .......... 586,934 
a eee 2,582,836 
Corvair & Corvette Cars ....... 4,736 
i SP $4,016 
SE ME: pevicucspensedad 222,438 
Ree 14,487 
Deico Heating Equipment ..... 11,185 
ae 25,598 
Delco-Remy Products ......... 19,135 
ETE °s onan CaS e 40 ad4o0 0 346,704 
F-85 & Oldsmobile Cars ....... 31,787 
Sn: Se. chaps Sede wens 18,213 
Frigidaire Coin-Op Laundries .... 6,100 
‘Frigidaire Dryer ............. 15,440 
Frigidaire Dryer & Washer ..... 61,497 
ER eee 2,036 
Frigidaire Products ............ 69,796 
Frigidaire Range ......... 5.951 


Frigidaire Refrigerator ......... 173,777 Harrison Car Air Conditioner ... 184,991; Vauxhall Car 
Frigidaire Washer ............. 123,870| Oldsmobile Cars ............. 6,389,486 | GENERAL PRESERVE CO. et im aa. aise 
GM Diesel Engines ........... 1,522} Opel Cars .......--+++s0-0e. 69,890 | Honeydew Jellies & Preserves .. mn! oe — 
gmc Tracks ee 22,922 Pontins Ses sassttsenes 4.860.548 GENERAL SERVICES General Telephone Co. of California 51.853 
Pe PRUE SR tac & Tempest Vers ....... ADMINISTRATION ........... : j ’ 
Institutional ..............- 1,482,267 Pontiac & Vauxhall Cars ...... 1,085 GENERAL TELEPHONE & — pa toatene Go. of ee — 
General Motors Corp. (Service) 1,274,677 Tampeet COS isc dane deca 536.037, ELECTRONICS CORP. ........ 477,263 | Penneyivania 6 pa 
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RIBBON 
POSITION 


WITHOUT THE LOS ANGELES COPLEY NEWSPAPER GROUP! 


Eight dailies and their 18 shoppers cover key communities 
in the vast "hometown" market surrounding the city proper. 
One order, at a discounted rate, buys the entire Group. 


For details, ask any office of WEST-HOLLIDAY CO., INC. 


(NELSON ROBERTS & ASSOCIATES) 


SSS SSHHHHSHEHHES ESSE EESESEEEESESESESSEEEEEEESES SOSSSSSSSSSSSSSSSSSSSSSSHSESSSESESHE SESS HEHEHE HTEHEHEHSHEEHET ESSE EHEEEEEEE 

lll LOS ANGELES COPLEY NEWSPAPER GROUP: ALHAMBRA POST-ADVOCATE + EI Monte 

Post-Advocate * Alhambra Post-Advocate Shoppers * BURBANK DAILY REVIEW + Burbank 

Review Shopping News * CULVER CITY STAR-NEWS & VENICE EVENING VANGUARD « Culver- 

Paims Advertiser * Mar Vista Advertiser * Venice Advertiser + Baidwin Hills Advertiser + 

GLENDALE NEWS-PRESS « Glendale News-Press Shoppers * MONROVIA DAILY NEWS-POST 

* Monrovia-Duarte News Advertiser * SOUTH BAY DAILY BREEZE (Redondo Beach, Palos 

Verdes, Torrance, El Segundo, Manhattan Beach, Hermosa Beach) + South Bay Breeze 

Advertisers * South Bay Breeze Peninsula Advertiser * SAN PEDRO NEWS-PILOT «+ San 
Pedro News-Pilot Advertiser 


“THE RING 
OF TRUTH" 
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Second 
in Size 


Represented by the John Budd Company 


FIRST in WEALTH 


Louisiana’s second-largest city is Louisiana’s richest city. 
in 1959, the average Baton Rouge household received 
$6,788 spendable dollars—over $60° a month more than 
the average New Orleans household. The Baton Rouge 


reader buys Baton Rouge newspapers — then buys from 
Baton Rouge newspapers. 


‘Income figures from 
Sales Management's Sur- 
vey of Buying Power. 


gee Be 
MORNING ADVOCATE 
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General Telephone & Electronics 


Sylvania Products ............ 

Sylvania Radio & Television 

Sylvania Television 

 . s. Ferree 
GENERAL TIME CORP. ........ 

Westclox Clocks & Watches .... 

Westelen Radio .........0..-. 
GENERAL TIRE & RUBBER CO. . 

Boltaflex 400 

Bolta Wall Tile 

General Tires 

oes Bas Sy tbe es 
GENESEE BREWING CO. 

ORR RP pce ere 
GEORGIAN BAY LINE ......... 
GERBER PRODUCTS CO. 

Baby Cereals 

SD UE. Kaw des sche Nive 

Hickory Farm Products 

SE  lunvhss sy sca cent et 
| A. C. GILBERT CO. 

ML OC8 vacreentapeceresnes 
THOMAS GILL SOAP CO. 

Johnson’s Foot Soap 
PTE Gb .ssccieeveceustta-<4 
| Bobbi Home Permanent 

Gillette Blades & Razors 

Gillette Products ............ 

Paper-Mate Pencils & Pens 

ED Sulla bas pakngaca> bees 

Toni Home Permanent 
| Toni Preparations ............ 
| DUNCAN GILMOUR & CO. 

Glen Rossie Scotch Whisky 


19,063 | 
84,709 


4,215 | 
19,335 
12,612 

921 | 
291,811 
282,433 | 

9,378 | 

911,955 | 
6,515 
4,117 
858,907 
42,416 


26,679 


137,984 


INSIDE SOLID CINCINNATI: 


“Guess Fred was right about Cincinnati Enquirer families having $600 


more a year to spend than the average Cincinnati family.” 


eeeeeeesceesesess SOLID CINCINNATI! READS THE CINCINNATI! ENQUIRER 


Daily Enquirer families make more, need more, spend more. You're in solid 
with them when you advertise in their newspaper . . 
Enquirer. For more facts on the market-that matters in Cincinnati, write the 
Cincinnati Enquirer's Research Department for the latest Top Ten Brands survey. 


Represented by Moloney, Regan & Schmitt, Inc. 


. the Cincinnati Daily 


GINDEN NURSERY CO. ........ 193,165 
GIRARD’S INC. 
GR ee 47,378 
GIRL-TOWN INC. OF BOSTON 
EY (sy 30s oRDAO ss Ke'4 29,070 
GLENMORE- DISTILLERIES CO. . 1,165,306 
Glenmore Bourbon & Vodka .... 360 
eg OU SR 3,088 
Glenmore Gin & Whiskies ..... 1,785 
Glenmore Products ........... 114,209 
cc cdc acess 2,859 
Glenmore Whisky ............. 204,401 
Glenmore Whiskies ........... 45,649 
House of Lords Scotch Whisky .. 20,201 
Kentucky Tavern & Old 
Glenmore Whisky ........... 6,960 
Kentucky Tavern Whisky ...... 229,868 
King’s Ransom Scotch Whisky .. 9,101 
Old Glenmore Whisky ........ 134,649 
Old Thompson Whisky ........ 90,520 
Yellowstone Whisky .......... 301,656 
GLESSNER CO. A 
a ES Br a 37,446 
OK. SE FRSA 276,848 
Durkee’s Black Pepper ........ 3.222 
Durkee’s Instant Onion ........ 16,367 
Durkee’s Margarine ........... 1,024 
Durkee’s Mayonnaise .......... 5,252 
rr eee 2,383 
i 2 190,634 
Spred Satin Paints ........... 57,966 
GLOBAL TOURS INC. .......... 84,146 
M. K. GOETZ BREWING CO. .... 49,924 
Country Club & Goetz Beer .... 1,126 
Country Club Malt Liquor ..... .. 31,604 
TL” BFS Oe ee ee 17,194 
‘GOLD BOND STAMP CO. 
tenths nam Gwebeke+d aes 114,603 
PL ME 6 6-0 60dp bis 649 527,243 
Se ME: dodévacdbensn ae as 137,759 
SO eer 389,484 
GOLDEN GRAIN MACARONI CO. 
Es Sree ee 170,500 
GOLDEN PEACOCK INC. ....... 62,134 
I, 2s ieee cng ea ka dnt 24,770 
Golden Peacock Preparations ... 4,310 
SNE. 225 cad aoeeensecedes 4,328 
Mitchum’s Anti-Perspirant ..... 28,726 
GOLDEN VALLEY NATIONAL INC. 
Vademecum Tooth Paste ...... 63,175 
B. F. GOODRICH CO. ........ 1,204,674 
FR ey pe er 4.846 
Goodrich Batteries ........... 855 
a See 1,198,973 
GOODYEAR TIRE & RUBBER CO. 3,596,620 
Goodyear Flooring ........... 99,133 
Goodyear Tire & Rubber Co. ... 149,426 
*. ££ rer. 3,348,061 
| GOODY’S MFG. CORP. 
Headache Powders ............ 39,720 
as welhvne Clete tans 29,924 
a ee 8.634 
ee £sererer verre > 21,290 
| H. W. GOSSARD CO. 
OPA errr 35,813 
| GOVERNMENT EMPLOYEES 
PE WE, wececssnciace 25,989 
KR. Ok Sere 187,257 
a ORE eR ree 162,831 
1. Mr, Nestea Soa58 cocas ke 20,862 
a OG ee eee 3,564 
| GRAMERCY TOURS INC. 
Bachelor Party Tours ......... 43,027 
| GRAND DUCHESS STEAKS INC. 
| Frozen Meat Products ......... 41,256 
| GRAY LINES SIGHT SEEING 
COMPANIES ASSOCIATED ..... 27,914 
GREAT AMERICAN INSURANCE 
RE PE ERP Bee 39,152 
| GREAT NORTHERN RAILWAY CO. 274,062 
| GREAT WESTERN SUGAR CO. 
oe. SS RRS re 45,786 
| GREEK LINE INC. 
| Steamship Transport ........... 125,458 
GREEN GIANT CO. ............ 843,099 
Green Giant Vegetables ........ 688,302 
Kounty Kist Vegetables ........ 52,441 
Le Sueur Vegetables .......... 32,878 
ES a ere er 69,478 
| GREEN SHOE MFG. CO. 
.  s. Soe 26,791 
GREENWOOD MILLS INC. 
ES a Nee Nee ee eta w eaae & 64,322 
| GREETINGS UNLIMITED ....... 35,638 
| GREYHOUND CORP. 
Bus Transportation ............ 2,942,676 
GREYSTONE CORP. ........... 838,365 
Angel Record Club ........... 6.458 
Capitol Record Club ......... 737,224 
ee revi rr Tir 89,837 
a ae ee ee 4.846 


GROCERY STORE PRODUCTS CO. 298,103 


B In B Mushrooms ........... 97,895 

SE Mr CE de nkcenendes 104,103 

Kitchen Bouquet Gravy ........ 96,105 
GROLIER SOCIETY INC. ....... 103.857 

Encyclopedia Americana ....... 97,902 

Grolier Society Inc. .......... 5,955 
GROUP HEALTH MUTUAL 

SE Si Gaweay cscs s 47,898 


GROUP HOSPITAL SERVICE INC. 

& GROUP MEDICAL & SURGICAL 

SERVICE (DALLAS) ......... 61,340 
GROUP HOSPITALIZATION INC.., 

WASHINGTON & MEDICAL SERVICE 
| OF DISTRICT OF COLUMBIA . 75,591 


| GUEST AEROVIAS MEXICO ..... 90.409 
i. 2. Seeererrrrre 34,281 
Dt. Wthiedeas aaeetd cus ce *< 2.600 
SM canbe ce SEELS 654684 baka 31,681 
CHARLES GULDEN INC. 

SEL, ig 434 OR SAD Means oes 89,337 
GULF GUARANTY LAND & 

. to Sree ee 65.827 
GULF LIFE INSURANCE CO. ... 76.155 
CTE GING ccceeetsccvdca 1,958,767 

Pee 1,134,592 

SE  adtacvadedsnteh dee cd 209,929 

ME HhevhevevsOUcaé béab sees 40.433 

SED hac dédcakectwaa’ 573,813 
S. GUMPERT CO. 

a See re 44,807 


H. D. T. COMPANY FACTORS INC. 


Blue Coral & Blue Coral Sealer . 35,328 
HABERLE CONGRESS BREWING CO. 
eS eee 29,274 


HABITANT SOUP CO. 
Biers 45440 sorien ses scant 28,561 
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MARTIN L. HALL CO. ......... 69,631, HAWAII VISITORS BUREAU .... 81,689); L. S. HEATH & SONS INC. 
er eee 14,889 | HAWAIIAN ELECTRIC CO. ...... 45,715 « . | ae 
Victor Coffee & Instant Coffee é 16,872) HAWAIIAN PINEAPPLE CO. .... 398,854) HEAVEN HILL DISTILLERS INC. 
Victor Products ............. 16,608 Dole ABC Breakfast Juice ..... 32,019 Biourbon Falls Whisky ......... 
Ba ere 21,262} Dole Frozen Juices ........... 17,011 Heaven Hili & Old Heaven 

HALLMARK CARDS INC. Dole Frozen Pineapple- Le 
CE UE esc i ceceee 97,760 Grapefruit & Pineapple- Heaven Hill Whisky .......... 

HAMILTON MFG. CO. ......... 154,925 GONE GRIER Se cices ce tecesccs 59,553; Old Heaven Hill Whisky ....... 
I ba 128,223; Dole Frozen Pineapple Juice ... ci iT Fe - -Gxeneeeeger 
Dryers & Washers ............ See. ND oa cd ands dacsccve 263,849 ce cic 

THEO. HAMM BREWING CO. | Dole Pineapple Products ...... 9,042 ME MED, 5 So cinecccccvas 
ES Py Oy Ay Frere 440,207 | HAWAIIAN TELEPHONE CO. .... 27,553 SRI oe.. sb no ke <.0000 04 

C. S. HAMMOND & CO. ........ 80,994 | HAWTHORN BOOKS INC. ....... 29,730; Chili Sauce & Ketchup ........ 

HAMPDEN-HARVARD BREWERIES = me! | aaicaaapmeid FARMS ene ae — Depew betes <c ecco’ 
SE. mas bas 26S eb e0es eves ee b 2! Sere 5 DE UREME aGudeseeacccees 
ss kav csehs ses 7,683 Cottage Cheqse .......cceeees 11,252 Macaroni & Spaghetti ......... 
SN TE inc gerne 600.50 6 was 8 ee errr re rr rier 15,316 SE EE sce cas waccceccees 
IEE ics owkeenccqeaes 17,656 | , eae ee rs eee 32,347 Mustard BNE wanes ahs c's 

JOHN HANCOCK MUTUAL LIFE SD Se 0c wae ne beesacacdesss 8,247 Pickles a 
BRSURANCE CO. ............ 42,928 | ce eerererrr rere. 1,942 SG eas gadinsoenccees 

PETER HAND BREWERY CO. pal Pon cen ud Sb NKA a OOe Sed by —_ SaMEL hain cedies e060 ae 
Meister Brau Beer ........... 167,970 | diet chaseemaene es a NE CS da bb dre Wa diaie'vctcesee 

HAPPINESS TOURS. RE ees C716 WERE CORRE 5 oii coc eesee se 612,219; Tomato Juice ................ 

HARCOURT, BRACE & CO. | American Weekly ...........-- SRPPRE | ENS paises iecaceeevess 
PD 2% 0c a Saeeas a4 54 6 oe 82,524 Boston Record-American- Worcestershire Sauce .......... 

HARDWARE MUTUALS ........ 67,241 | RE - - -a.ceantesderensss 1,041 ys 

HARLEYSVILLE MUTUAL a ere eee 16,068 | HELENE CURTIS INDUSTRIES 
IMSURANCE CO. ...........- 91,318| Los Angeles Examiner ......... 5,504 Ls SE re 

EE eee 416,719| New York Journal-American .... 414,165 Enden Shampoo .............. 
Atlantic Magazine ........... 25,666! New York Mirror ............. 135,279 Helene Curtis Preparations ..... 
SP fre 391,053 San Francisco Examiner ....... 26,794 Kings Men Products .......... 

HARRISON TACKLE CO. HEARST MAGAZINES .......... naar — Preparations ........ 
_ RS ere 32,716 SEE Us ee cahiacs tees oe eee 

HARTFORD ELECTRIC LIGHT CO. y= > aa sre we eeeneeeeeeeees nyt — PRESS 

HARTFORD GAS CO. .......... Good Housekeeping ........... | SS ee 

HARVARD UNIVERSITY PRESS . 39,407 | — — Cookbooks .. as pe athe eh 

C. F. HATHAWAY CO. arper’s Be ~g¥ si ccaensirs ¢ EG 50504 6id os 004s 
Ea > re ee ee 57,500 Beter BOR cccccccwsesceeres 164,741 | EE ME, oc cccceceebess 


Bell’s Royal Vat Scotch 
129,395 RE eee ee 
75,867 Bell's Royal Vat & Special 


4,742 Reserve Scotch Whisky ...... 1,269 
Bell’s Special Reserve 

13,875 | Seoteh Whisky ............. 11,740 

42,450, Harvey’s Bristol Cream Sherry .. 38,520 

14,800; Heubleia’s Cordials ........... 76,609 

2,447,658 SR LM soe Re a 5rd Gade ce 60,866 


933,865 Popov Vodka 


QUAD-CITIES 


(Davenport, la. - Rock Island 
Moline - East Moline, Ill.) 


TAKE 
BIG STEP 
FORWARD 


3RD LARGEST 
lOWA-ILLINOIS 
MARKET 


OVER A QUARTER MILLION 
PEOPLE 


Now 270,058 


7 
4 
< iy 

: 


9 tage 


Quad-Cities are moving 
UP in business .... 
International Harvester lo- 
cal plants alone have 
taken another step for- 
ward with an increase of 
tractor production of 45%. 
Quad-Cities with a spend- 
able income in excess of 
a half billion dollars is 
on the move! Quad-City 
daily newspapers with 
99.8% coverage of the 
metropolitan area is the 
perfect media to sell 
YOUR product! 


THE COMPLETE COVERAGE MEDIUM OF THE MARKET 


UAD-CITY NEWSPAPERS 


MOLINE DISPATCH DAVENPORT MORNING DEMOCRAT 
ROCK ISLAND ARGUS DAVENPORT EVENING TIMES 
Represented by Alien-Klapp Co. Represented by Jann & Kelley, Inc. 


Ty ys Seer or 48,221 
3,416 OE eer erere 117,899 
166,559 i, ere 1,185,273 
129,324 HIGHLANDS COUNTY LAND & 
Yr le Fae 29,743 | 
Se ak Se eee 26,421 
50,827 HILLS BROS. COFFEE INC. ..... 421,135 
1,599 | te) Oe ree. 2 184,139 
3,154| Coffee & Instant Coffee ....... 4,828 | 
a jee  S “Ree eee 232,168 | 
144,081/| HILLSIDE DAIRY CO. .......... 25,309 | 
320,413 SN in ta Mab swe dstige CoN 17,258 | 
SET FE Bese bs 4. is0te cicake 8,051 | 
55,208 | CHARLES E. HIRES CO. 
140,272| Root Beer .................. 102,328 
3,825 | HOBART MFG. CO. 
151, 691 Kitchen Aid Dishwasher ....... 53,099 | 
| J. S. HIFFMAN CO. 
MPG EE Ngee 30s dp hdns 4s cae sv 49,315) 
9,231| HOFFMAN ELECTRONICS CORP. 28,480 | 
928,718 | Se eR Re ere 22,169 | 
SOME IID enn .aeSexiach waks.. 6,311 
24,226| HOFFMAN HOUSE SAUCE Co. 
9,690 Dressings & Sauces ........... 60,068 | 
HOLLAND-AMERICA LINE ...... 382,935 
27,450 | HOLT, RINEHART & WINSTON 
SNS SWE henry 63-00% 44 Bo «6 81,769 
191,689 | HOME BAKERS INC. 
1,603,381 EE eee 53,778 
HOME BREWING CO. 
a eer oe eee 30,989 
HOME LINES AGENCY INC. ..... 234.769 
Hamburg-Atlantic Line ........ 38,028 
A ee 196,741 
HONEY HARBOUR CO. 
SS See 95,482 
HONOLULU GAS CO. ........... 40,536 
HONOLULU GAS EQUIPMENT 
RA Ee a rr R A 28,081 
HOOD CHEMICAL CO. .......... 36,748 
DM, waetaekisaeu eves 12,616 
Ars pee 1,450 
Ee ee Pe 22,682 
H. P. HOOD & SONS INC. ...... 208,201 | 
Cottage Cheese .............. 24,804 | 
DY 65% 24 bhew>eawha sceas 20,268 | 
SRD. sic cc debe tea400%0 0 1,682 
St SE © Raddy £04 6 Nes noes 19,445 
ER Sa ee 23,484 
PE te 56 CULAR S pe ycdsee @%e 118,518 
EE re 56,328 
Cleaner & Floor Polisher ....... 11,566 
Ck «addons cccgees 44,762 
GEO. A. HORMEL & CO. ........ 306,556 
SE arian ww SPed sn 6.0.40" 136,171 
SIN 5 Ch Stradcase sees 162,752 
Seared Rain 48 <oeced 7,633 


Spam 
HOSPITAL CARE CORP., 

CINCINNATI & OHIO MEDICAL 

THOGMNITY, INC. ........... 50,217 
HOSPITAL SERVICE CORP., 

CHICAGO & ILLINOIS MEDICAL 

BEE « Bact h Vakaee Seunyeec 199,165 
HOSPITAL SERVICE OF 

A. OE Ree ee 74,271 
HOSPITAL SERVICE OF SOUTHERN 

en cheese. MT CLE 48,765 
HOSPITAL SERVICE PLAN OF 

NEW JERSEY & MEDICAL SURGICAL 

PLAN OF NEW JERSEY ...... 36,847 
HOUBIGANT SALES CORP. 


AS See 125,926 
HOUGHTON MIFFLIN CO. ...... 124,620 
fs 84,938 
...._ 2 ae 25,026 
HOUSTON LIGHT & POWER CO. . 206,579 
HOUSTON NATURAL GAS CORP. 38,830 
— BREWING CO. 

Pied ead db oa 040 6050s 00 46,527 
nuosen PULP & PAPER CORP. . 101,944 

DE e@abdvesecceccereses 36,059 

PE Nog wtchdiecehsaseeisucs 63,512 

IR oo Std sah sehGhndeesne 2,373 
HUDSON RIVER DAY LINE INC. 102,208 
HUDSON VITAMIN PRODUCTS 
es eres eee 185,333 
HUDSON’S BAY CO. 

err 62,191 


HUMPHREY'S MEDICINE CO. 


ILLUMINATING CO, OF 
CLEVELAND 

Ff Aare Str 

INDIANA BELL TELEPHONE CO. 

INDIANA & MICHIGAN ELECTRIC 
co. 


INSTITUTE OF LIFE 
a . 

INSTITUTE OF MENTALPHYSICS 

INTERNATIONAL BUSINESS 
MACHINES CORP. 
Business Machines 


INTERNATIONAL HARVESTER 


eS aaa 
International Harvester Farm 
ae = FO 
International Tractor 
International Truck 
SINE |g. vincdv bes os0. 
INTERNATIONAL LADIES’ GARMENT 
WORKERS UNION AFL-CIO .. 
INTERNATIONAL “MILLING CO. 
 } 2. Fee 
Robin Hood Flour 


| INTERNATIONAL MINERALS & 


CHEMICAL CORP. 
Ac’ cent ee or ee 
INTERNATIONAL NICKEL CO. 


| INTERNATIONAL SHOE CO. 


Verena GRO nck. ccecuses. 
International Shoes 
Weather-Bird Shoes ........... 
INTERNATIONAL TELEPHONE & 
Veer GOR. .ccccesces 
INTERNATIONAL TUNA FISH 
ASSN. 
rere 
INTERSTATE BAKERIES CORP. 
Blue Seal Bread 
Butternut Bread ............. 
Interstate Bakeries Corp. ...... 
Log Cabin Baking Products 
Log Cabin Bread 
oe te ee 
2... ae Serre 
. o i ree rrerr 
IOWA POWER & LIGHT CO. ..... 
IRISH INTERNATIONAL AIRLINES 
IRISH TOURIST OFFICE 
IRON FIREMAN MFG. CO. 
Se Ec onde asa veese dae 
Petro Solar-Therm ............ 
IROQUOIS GAS CORP. ......... 
| ITALIAN LINE 
Steamship Transport .......... 


Be WE, WO. ce icnsdacdcesiss 
NC aidan cases 6e8e60040% 
PPS 

JACKSON BREWING CO. 

Sh AM Shins beh 6 ob 66:4 0.8. 
JACKSON & PERKINS CO. ...... 
JACOBSEN MFG. CO. ........... 

Re Re rer 

re 

CHARLES JACQUIN, ET CIE .... 
SE. 2 Gib ele anes debnecsece 
i ae 
SE Gb awh odaede cb eedacsse 
| I rere rer ere 
PUR.  beed bo eecesetoceses 

JAGUAR CARS LTD. 

ME. \eNde nae wed conse scseés 
JAMAICA TOURIST BOARD ..... 
PUTED UE vac cecneccacas 

ES ee ee 

ble bene eh heucsase 

as 5» Su aGons +040 06% 

CE 1A a's de abs 03 06 %e< 
JAPAN AIR LINES CO. ......... 
JENNEY MFG. CO. 

Gasolines & Oils ............. 
JERCLAYDON INC. 

SID 1b iig0:04 446.00 00 b000 
ANDREW JERGENS CO. ........ 

Jergens Preparations .......... 

Woodbury Preparations ........ 

Woodbury Shampoo ........... 

Ee osu ei secses 
' 2.8 | ress 

Chuck Wagon Meat Products ... 

Jiffy Meat Products .......... 
JOHNS-MANVILLE CORP. ....... 

MEN wietndueaeecbes é 

EE, Giiniuesvercesece 

DED . 10 6.00004906690 00-6099 
JOHNSON & JOHNSON ......... 

 % 2 "ares 

Se SE covccveecesccess 

Johnson & Johnson First 

i RRP 


S. C. JOHNSON & SON ......... 
UE. wowwe posdcemeccccceere 
Holiday Car Washing Cream .... 
GEE «me dvbseédodeeereecees 


ROBT. A. JOHNSTON CO. ....... 
EE. da ehhds bisinsoeens ee 
Crackers & Cookies ........... 
SEE codes acdeos oceectes 


JONATHAN LOGAN 


JONES DAIRY FARM 
Meat Products ............... 


KLM@ ROYAL DUTCH AIRLINES . 


E. KARN’S SONS CO. 
Ment Products ............... 


Aluminum 


an RPT TTT re 35,753 | 
HUNT FOODS & INDUSTRIES INC. 613,130 
Blue Plate Products .......... 25,485 
Hunt’s Catsup ..........0055- 40,105 
Hunt’s Peanut Butter ......... 2,446 
Oar 12,827 
Hunt's Tomato Paste ......... 30,402 
Hunt’s Tomato Sauce ......... 290,269 
Snowdrift Shortening ......... 47,317 
EE Se 5 re he cb sce sbacees 164,279 
ee ME endo as oesnves ives 42,955 
Gibson Air Conditioner ........ 14,728 
Gibson Products ............. 3,203 
Gibson Refrigerator ........... 18 597 
Perfection Heating Equipment .. 2,515 
Typhoon Heat Pump .......... 3,912 
HYGRADE FOOD PRODUCTS 
DEE shdeeUenss hh ederv ses 175,400 
Dold Meat Products .......... 2,748 
Hygrade’s Corned Beef Hash ... 8,220 
Hygrade Meat Products ........ 159,457 
Jordan's Meat Products ....... 4,975 
ICELANDIC AIRLINES INC. .... 71,555 
IDAHO ADVERTISING COM- 
POETS TIT 711,189 
Onions & Potatoes ........... 32,045 
DL ddatieosdtdeancecsotseses 3,554 
PE vn ceeeeeweusuaverese 175,590 
ILLINOIS BELL TELEPHONE CO. 318,880 
ILLINOIS CENTRAL RAILROAD 
Ge Pap aRshedwencsgesevreiors 138,290 
ILLINOIS MEAT CO. ........... 178,691 | 
PD, vind ecedwe 8,039 
ID. ciccccasscvsce 25.609 
Broadcast Corned Beef Hash 122,870 
Broadcast Products ............ 22,173 
ILLINOIS STATE TOLL HIGHWAY 
Ee 35,605 | 


Advertising Age, April 24, 1961 


175,965 
315,591 
90,923 


97,400 
49,948 


1,847,344 
58,281 


196,702 


352,928 


10,824 
67,955 


34,360 
624,055 
72,348 
303,234 
1,646 
27,227 
76,013 
16,247 
15,839 
111,501 
71,330 
320,421 
50,419 
25,622 
14,336 
11,286 
137,767 


166,271 


27,258 
10,344 
16,914 


46,020 
45,786 
109,201 
103,849 
5,352 
29,850 
3,799 
1,328 
7,336 
14,129 
3,258 


132,327 
90,280 
65,845 

6,824 
28,498 
10,174 
20,349 
93,728 


64,901 
33,506 
594,437 
33,604 


8,027 
26,591 


109,217 


53,090 
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NMQAON PR AUNO Seaunwo” 


If you're selling autos, this may be a jolt. 
You are now missing from 58.7 to 79.7%* — 
about three-fifths or more — of Chicago's car- 
owning households when you advertise in just 
one Chicago daily newspaper. 


Surprising? Particularly when you-consider 
that more than 7 of 10 Chicagoans read a hews- 
paper every day. 

The lesson to be learned is obvious. It takes 
two or more newspapers to sell Chicago — and 
the top two for the money are the Chicago Suni- 
Times and Chicago Daily News. 


The new Sun-Times and Daily News fate 
structure, with new combination discounts, gives 
you Chicago’s most efficient advertising Duy. 
From 48 to 241 more readers per dollar, fom 
15 to 158 more readers in car-Owning households 
per dollar than any other 2-paper combination. 


*"Chicago NOW,” the ceport on the first 
Chicago market study conducted in consul- 
tation with the Advertising Research 
Foundation, supplies these revealing figures 
~ plus some important new ideas about 
selling Chicago, If you don’t already have a 
copy, contact your Sun-Times and Daily 
News representative today. He'll also have 
specific information on how recent Chicago 
fate changes have affected the hgures in 
“Chicago NOW.” 


*Based om 1000 line BIW ad 


CHICAGO SUN-TIMES 
CHICAGO DAILY NEWS 


CHICAGC; 401 N. Wabash Avenue, WHirehell 3-3000 
NEW YORK: Time and Life Bidg., Rm. 1708, Circte 6-1919 
DETROIT: Buhl Bidg., Room 1026, WOodward 3-0930 
MIAMI BEACH: Hal Winter Co. 

ATLANTA 

LOS ANGELES Sawyer - Ferguson - Walker Co. 

SAN FRANCISCO | 


Copyright 1961, Field Enterprises, inc. 
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KAL KAN FOODS INC. ........ 


KANSAS CITY BOARD OF 
PUBLIC UTILITIES ......... 
KANSAS CITY POWER & LIGHT 
ee oe ee eee 
KANSAS CITY SOUTHERN LINES 
KANSAS CITY STAR .......... 
KASSER DISTILLERS PRODUCTS 
EE! [Senki Awe avieee 46 ¢-0508 


House of Kasser Egg Nog ...... 
House of Kasser Rock & Rye ... 
Kasser’s 51 Gin & Whisky ..... 
Kasser’s 51 Whisky ........... 
Kasser’s Products ...........- 


. SK eee 
R. & M. KAUFMANN, INC. ..... 
Toni Todd Dresses ........... 
Vicky Vaughn Dresses ......... 
KAYSER ROTH CORP. .......... 
EE ET 6 6 wus evessde< 
CE ED edie sce ccesececs 
Kayser Gloves & Hosiery ....... 
reer re 
Supp-Hose Stockings ........-.- 
rer 
EN Pee ee 


Sugar Frosted Flakes ......... 
DEED 5 Gcewnbsbes vc cesberes 
SI, WA oh ak cine bs os5ccccss 
Baver & Black Elastic Hosiery - 
Blue-Jay Corn Plasters ........ 
a eee 
ee 
Curity Rib Nipple ...........- 
KENNECOTT COPPER CORP. 
Se 
KEYSTONE CAMERA CO. 

Cameras & Projectors ......... 
KEYSTONE MUSHROOM CO. 
KIEKHAEFER CORP. 

Mercury Outboard Motor ...... 
yg INTERNATIONAL INC. 


DE: cabdepevesesooesece 
KING KORN STAMP CO. ....... 
— WASHINGTON EDITORS 

A OSES A ere 
xinsch BEVERAGES INC. 

REE a evbeeWesdduteséicc es 
. B. KLEINERT RUBBER CO. .. 

SE NPY od da ce dmecdedesey 

OR ee Freres yee 

EEN? Boveboctctcctessevess 

DEE eceeddcccaseecsecvcce 
0 EPP Pee er 
KNIGHTS OF COLUMBUS ....... 
ALFRED A. KNOPF INC. ....... 


— 


KNOX GELATINE CO. .......... 
KNUDSEN CREAMERY CO. OF 
Fk ere 
Buttermilk & Cottage Cheese ..- 
Cottage GRONS 2... cccccsceee 
Cottage Cheese & Hampshire 
Ger GHD ox ccacsseveccee 
Hampshire Sour Cream ........ 


DL aectéceseroasvocece 
KOBRAND CORP. ............-- 
Sey. GR vec caspesece. 
Robertson’s Yellow Label 
Scotch Whisky ............. 
KRESS & OWEN CO. 
Glyco-Thymoline ............- 
KRETCHMER CORP. ...........- 
 » 5 Bere 
 -_ BAe ree 
KREY PACKING CO. ........... 
ED ccccbdcsuetabagtmceetes 
Cems Products 2. isccccscocss 
Salisbury Steaks & Sliced Beef . 
Stuffed Cabbage & Peppers ..... 
ETL 
KROEHLER MFG. CO. 
. Bee Pere PeTETETT CI 


oo Aeros 
KUNER-EMPSON CO. 
Food Products ..............-. 


LACLEDE GAS CO. ............ 
L'AIGLON APPAREL INC. ...... 
Jean D'Arc Dresses ........... 
Se GUE cwcdocsccine 
LAN CHILE AIRLINES ......... 
LAND O'LAKES CREAMERIES INC. 
SEE dhe eheVeWaedeeceteuces 
SAM LANDORF & CO. 
Youngland Dresses ........... 


LANGENDORF UNITED BAKERIES 
Barbara Ann Baking Products .. 
Barbara Ann Bread .......... 
Dr. Penland’s Bread .......... 
Hollywood Bread ............ 
Holsum Baking Products ...... 
i ese 
Holsum Brown'n Serve Rolls ... 
Holsum Buns & Rolls ......... 


~Lange.domt Brand i oe 


LANOLIN PLUS INC. 
Alva- Tranquil 


1s. 615 | 
992,889 
45,167 


364,103 | 


206,617 


$74,574 


243,454 
45,864 


8,456 


LANVIN PARFUMS INC. 


~—- Hage Oo oi eraan 
LEVER BROS. co. 


LARUS & BROS CO. 


52.421 HENRY S. LEVY & SON 


29,006 | LEWIS FOOD CO. 
LATROBE BREWING CO. 


Dr. Ross Cat Food 
Dr. Ross Dog Food 


Dh -Ehesgudccscacieos 
LAWRY’S FOODS INC. 


; a yo “che ee 
Lever Bros. Products 


438.130 | LEWIS HOWE CO. 


LEA & PERRINS INC. 


87,345, LIBBY, hy ag & LIBBY 
Lea & Perrins Worcestershire -. Stew 


LEE FILTER CORP, 


THOMAS LEEMING & CO. 
-G 


Tea & Wish-Bone Dressing 
Lipton Tea & Wish-Bone French 


Pacquins Preparations Renal 
a — . SONS CO. 


Lux Liquid Detergent 
Lux Liquid Detergent & Toilet Soap 


. Butterworth’s Syrup 
Pepsodent Tooth Brush & Tooth 


LIEBMANN BREWERIES INC. 
Ogilvie Sisters Preparations .... i 


Chesterfield Cigarets 


Advertising Age, April 24, 1961 


PS eg Oe be Lo 73,516 hy Sa yg a mal 664,394 
énteaunieet 71,763 Oasis Cigar SE eeeats 6s 8s 622,094 
Ghose cede vers steeeee 24,090 LILY OF Fasnes BA Séu beets 44,080 
i as . 2, Shei tae EROgRSR es 2,244 
Wish-Bone Italian Dressing -... 27,526| Gra & Girdle ............... 3,972 
Wish-Bone Salad Dressing ..... 602,154 EE hc De ed wince vos 36,601 
Se ee 1,263 
phehil as gub adaodes —— my i aa 32,436 
phisadoauuses ’ R BROS. S aeSrwEEecee F 
Dr. Ross Cat & Dog Food ..... 16,138 Linder oom = Pita ee Her} 
Peatcce eas 133,419| Shaymoor Coats ............. 21,218 
phlctsdueke 36,804 | LINDY PEN CO. 
Skippy Cat & Dog Food ....... 46,355| Pencils & Pens .............. 174,349 
shea eeeness’s 5,957 LINEA AEROPOSTAL VENEZOLANA 26,850 
oe pecccecvese 635,908 | J. B. LIPPINCOTT CO. ......... 87,847 
ivewbedsgans 34,292 | LITTLE, BROWN & CO. ......... 121,639 
a enddeeny erkeeys ears 601,616| LOMA LINDA FOOD CO. 

ee 1,934,389 | CS a 25,687 
seeesewocece 769, 763 | LONE STAR BOAT MFG. CO. ... 30,231 
weeeee 27,104 Lone Star Boats ............. 23,808 
Prem Drinks & Juices . 11,248 Lone Star Outboard Motors .... 6,423 

eiehedsed eee s 434,044 LONE STAR BREWING CO. 

Gaheaah 17,859| Lone Star Beer ............. 203,774 | 

Sistie voek ess 8,289 | LONE ae Gee Gee ks dcieds 136,792 


60,070| LONG ISLAND LIGHTING CO. .. 118,232 


CALIFORNIA’S 


Se amie pol | LONGINES-WITTNAUER WATCH CO. 
oe. Yatra 32,230  Longines-Wittnauer Watches ... 55,903 \ 
BELL STUDIOS INC. L’'OREAL OF PARIS PRODUCTS 
ca Maateaiie en 3,650 | Preparations » Swe Paes met 116,429 i, 
MUTUAL INSURANCE CO. 38.388 | ®. LORTLLARG GO. 0.50.55... 5,100,677 | 
aye 186,701;  Beech-Nut Chewing Tobacco ... 7,650 =| 
gE =. Ute eae 4,060,064 \ 
paeheensiveks 1,668,233 Newport Cigarets ............ 1,053 
LIGGETT & MYERS TOBACCO CO. 2,792,485| Old Gold Cigarets ............ 74,858 
Rambla, Je 1,286,752| Spring Cigarets ............. 605247 | 
Se) RT 219,245| Institutional ................ 351.805 | 
3 
‘| | 


San Francisco 


bee 
Pate 


~ 


ee 
@ SAN BERN 
Los Angeles 


2 ~ San Diego 


“Sega We 
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lel ee er ee ee 
-— a j 4 ; Zoe : ise s s ae Kime hare NF PE 787 a itaZ Ts amore Pech Ye eee ae : eres 4 =e eee sl : eae ae ef a ; soe ners 
4 ae ee we 
he wa 4 
pd iii eS 37,703 Pe |MEROUX & CO. ............... 30,661 oes 
aes 8 SS SE eee 4.347 | paratn aaa & 52,221; Leroux Brandy & Cordials ...... 30,509 OLS 
eee Cat & Dog Food ............. 15,754 | LABSEM co > a ae 152 : Be: 
“3 eae oe ass Keele © 2337 | <8 RENEE 68.937 2 
ie Rounds os 15, | vee PE ALS 162,958 | . 
25,077 te Clue kona sates 121 All EEE deb eccssnsdse 
Edgeworth Tobacco ........... 39,300 Breeze ae 67,4 
60,272 | 
50,303 
32,304 | Rolling ROCK Beer ............ 190 ae 16,82 
| LAVOPTIK CO. | Good Luck Margarine ......... 3,491 
111,873 | SOAee).. eee ee -. ........ 2s 19,406 
. Cee Meeie:.........  L7al Se 34.686 “en 
? House of Kasser Brandy ........ 543 | 1 PE VaAS KOE anne 25,908 | = 
a 254/ Seasoned Salt ............... 12,720 | 507,212 —_ 
“ie 16,391 | Se» 
ae 66,142 | ai 
thea a z 13238) H. 0. LEE CO eusio | Limtem Products ........2.-. 1,624 ae 
oo asser’s Vodk 837 | r ipton Soups ............... 1,309,347 idee 
eer 9,403 | i | SE ME isccccsss........ Sas (aoe 
ee, 61,113 | Ur at ree 53,934 7,975 mk 
103 | 31,170 See 123,508 ame 
a ea 0.288 198,872; Lucky Whip ................ 168,477 ia 
SiS aces 1,551 SD EUs cine Shs ser ccas 12,479 E Be 
ee a 9,308 304,047 244,209 vr 
Lista Sane 29.838 /1EHN & FINK PRODUCTS CORP. 241,174 Po 18,026 rs 
Beare of Dorothy Gray Preparations .... 143,090; Lux Product 7 6,310 i 
Etiquet Deodorant ............ 18,060 | ‘ 15,663 
a Sequim 
iawn seer ee >. FE er 
See ere ee — WAS EADESEPEV SOCAL EH = 1-Uex Reoatesees O48 | EE Nas wate wise ce 6.0 6:0 92,201 
Ree ae B.688 2 56ARROGES Ot hep om 100.618 | Tussy Preparations ........... LS gl SESS 15,622 eit 
oe eee ee erent tte---- See GUMNY CORRS ........ s130| Sir Oot... (aM ae 
2 Srna eae ae See Se Daem Ss 
OSes oe Se ese 
; weer 20,329 =n 
. 98,493 | 
418 | 
45,200 | 
: 40,570 
10,306 o 
3 | 
+ : 34,820 
141,678 | 
28,070 
F 28,017 a 
: KILPATRICK BAKING CO. : 
peace. SEL WaG wad ads cithalbcvac cunt 30,162 . 
as On eee KIMBERLY-CLARK CORP. ...... 1,087,310 ; ; 
sabe eh Delsey Tissue ............... 10,236 : : 
Paes Kleenex Tissues .............. 11,762 : 
cat ; Pere rer Te PTT Tre 30,344 : 
Lene ag Pt, Ut sew omnes co tes es ees 420,721 . ‘ ees 
me 29,170 “ Pe . q 
pie ey = 3 
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eee 3 : 
ory | | ‘ ‘ es a 
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LOS ANGELES DEPARTMENT OF 
WATER AND POWER ........ 
LOUISIANA SWEET POTATO ADVER- 
TISING & DEVELOPMENT COMM. 
nn...” -dvbayevwaeas Caan k ates 
LOUISVILLE & NASHVILLE 
| | OMe eee 
LOVABLE BRASSIERE CO. 
SD ED ~ cha kcewe + oddsccas 
JOSEPH LOVE INC. 
MED '5:0's 4 oRcccwedocues 
JOE LOWE CORP. 
Popsicle 
FREDERICK F. Lowen revs & SON 
Hotel Bar Butter 
Whipstix Butter ............. 
M. LOWENSTEIN & SONS 
Wamsutta Cottons & Sheets .... 
LUCKY LAGER BREWING CO. 
Lucky Lager Beer 
a, MF 9p 
LUSTIG FOOD SALES 
Punchinello Fruit Punch 


M 


MACFADDEN PUBLICATIONS INC. 
EET eee 
MACKEY AIRLINES 
MACMILLAN CO. 
EE ee 
St. Martins Press Inc. 
MAC-0-LAC PAINT CO. 
4 (Fea 
MAGIC MOLD INC. 
MAGNAVOX CO. 


es 


Phonograph & Television ....... 


ae See gare 
MAGNUS ORGAN CORP. 
aaa 
31,985 | MAIDENFORM BRASSIERE CO. .. 
OE |) | -o pkadek bce Poawdee tes 
71,224 . - S ee eRe 
RS Ary Poe ree 
39,809 | MAIER BREWING CO. 
Brew 102 Beer 


43,606 | MAINE POTATO COMMITTEE 
State of Maine Potatoes ..... 
100,601 | MANCO CHEMICAL CO. 


25,429  .”  , aca gauren eu is 0 ie 
23,792 | MANHATTAN SHIRT CO. 
1,637 Shirts 


8B. MANISCHEWITZ CO. 


60,591 EWU ncabauecehes cane 
BGG. | a acee cc oath acti scaes 
260,189 Products 


442,662 MARBORO BOOK CLUB 
MARCALUS MFG. CO. .......... 
Kitchen Charm Waxed Paper ... 
Kitchen Charm Waxed Paper & 
Mercal Napkins 
Marcal Napkins ............. 
Marcal Paper Products ....... 
CHARLES MARCHAND CO. 
28,349 EEL, (44:4 dike bkG'y 6090 
27,848 | MARTIN TRAVEL BUREAU 
138,854 | MARTINSON’S COFFEE INC. 
ee a 
20,185 | MARYLAND DEPT. OF ECONOMIC 
UEMUNENY  .csvecosctces 
43,005 | MARYLAND HOSPITAL SERVICE, 
59,166 INC. & MARYLAND MEDICAL 
48,014 SERVICE INC. 


54,972 


28,259 
19,755 


43,876 | MATSON NAVIGATION CO. 
301,756 | 
188,930 | 
15,031 | 


97,793 
30,756 
37,168 
64,911 


MASONITE CORP. ............. 
MASSACHUSETTS DEPT. OF COM. 
MERCE 


TOM MAUPIN TOUR ASSOCIATES 
MAYBELLINE CO. 

NAG eas. sss omnan ete 
OSCAR MAYER &-CO. 

Meat Products 
pavene co. 


Washers 
E. J. McALEER & CO. ......... 
Mrs. Paul's Frozen Dinners .... 
Mrs. Paul’s Frozen Fish Products 
Mrs. Paul's Frozen Vegetables .. 
McCALL CORP. 
McCall's 
DL... bW@e) odeeedapeece 
McCORMICK & CO. ............ 
OS EE re rere 
Schilling Barbecue Sauce Mix 
Schilling Condiments ......... 
Schilling Extracts & Food Colors 
SN ID. cance naccectec 
McCULLOCH CORP. 
Scott Outboard Motor ........ 
McGRAW-EDISON CO. ......... 
Artic Circle Air Conditioner ... 
Speed Queen Dryer 
Speed Queen Dryer & Washer .. 
Speed Queen Washer .......... 
Toastmaster Appliances ....... 
Travel Aire Air Conditioner .... 


McGRAW-HILL PUBLISHING CO. 


29,293 Business Week ............... 

McGraw-Hill Publishing Co., Inc. 
53,022, McGraw-Hill Book Co., Inc. ... 
319,873| Whittlesey House ............ 


25, 997 | McGREGOR-DONIGER INC. 
gn .. _DROREPIRR > Pe aa 
383,949 | DAVID McKAY CO... 
MCKESSON & ROBBINS INC... 
Bertani Wines 
IS Biapeniains at ate 
4,176| Chapin & Gore Whiskey... 


51,190 Galliano Liqueur ............ 
44,517 Martin's De Luxe & Fine & Rare 
67,374 Scotch Whisky ............ 
379,411 Martin's V.V.0. Scotch Whisky . 
60,486 McKesson & Robbins Products .. 
288,861 Nicholson’s Lamplighter Gin ... 
30,064 Ora 


1,229,721| MEAD JOHNSON & CO. bakes 
1,041,248| Bib Gy FO. 5c. 
188,473 | Metrecal «6.6... cece 

68,760 | MEGS MACARONI CO. 

42,357 Pennsylvania Dutch Macaroni 
5,562 Products 
1,660 | MENNEN CO. 

Ge. Sanceuhed vianenaye 
7,595 Citation Preparations ......... 
Date Line Deodorant ......... 


205,570 Mennen Baby Preparations 
205,192 Mennen Preparations ......... 
44,878 Mennen Quinsana ............ 


3,571 | MENTHOLATUM CO. 
149,947 | Mentholatum. 

SS” ee 

5,368 | MEREDITH PUBLISHING CO. 


GEST MARKET » ®}®  ABILLION DOLLAR MARKET 
WITHOUT 


71 
29,087 | MERRITT-CHAPMAN & SCOTT CORP. 107,579 
5,400 Pe ie ee 24,528 
156,055 Merritt-Chapman & Scott Corp. 75,301 
12,332 New York Shipbuilding Corp. 7,750 
/MERRY MFG. CO. ............. $1,075 
51,613 Community Hobby Shops ...... 69,737 
61,255 Merry-Tiller Mower .......... 11,338 
488,516 | JULIAN MESSNER INC. ....... 60,590 
9,618 | METRO-GOLDWYN-MAYER 25,940 
159,377 Seely MOONE ssa tacks, 3,050 
103,061 | SR eases ree 22,890 
2,240 | METROPOLITAN LIFE INSURANCE 
pinkie Wht s hab saenee 573,101 
1,056 METROPOLITAN UTILITIES DISTRICT 
166,152; (OMAHA, NEBRASKA) ...... 48,786 
17,457 | METZGER DAIRY CO. 
RA: BO, Age wheal ets ears 75,004 
22,729 | MEXICAN GOVERNMENT TOURIST 
ee cn oe .  ... SRA SF Fe: 121,013 
13,340 | MIAMI BEACH (FLORIDA) CHAMBER 
1,401, 525 | OF GOBUERCE -..5.05...005. 143,626 
MIAMI BEACH OCEANFRONT MOTELS 
| INFORMATION BUREAU ..... 32,177 
71,294| MIAMI HERALD .............. 30,817 
495,279 | MICHIGAN BELL TELEPHONE CO. 237,022 
85,924 | MICHIGAN BULB CO. ......... 221,997 
100,810 | MICHIGAN CONSOLIDATED GAS CO. 127,785 
106,732 | MICHIGAN FRUIT CANNERS, INC. 
12,720| Thank You Pie Filling ......... 34,949 
9,792 | MICHIGAN HOSPITAL SERVICE & 
179,301! MICHIGAN MEDICAL SERVICE 44,005 
29,263 MICHIGAN MUTUAL LIABILITY CO. 32,216 
4,151| MID-CENTURY BOOK SOCIETY INC. 74,413 
25,112| MIDDLE SOUTH UTILITIES INC. 
| New Orleans Public Service Inc. 88,808 
305,012 | MIDLAND PHARMACAL CORP. 
32,905 Snug Denture Cushions ........ 75,292 
LOUIS MILANI FOODS INC. .... 97,984 
SR |. Sn wan etal bares ca 00% 16,572 
1890 French Dressing ........ 70,924 
Low Calorie French Dressing ... 4,831 
Low Calorie Italian Dressing ... 5,657 
MILES LABORATORIES INC. .... 1,335,705 
ET? 1? > Sid Gwac 6 5c ae che 545,585 
ne. «oa apa 4.003 0a ohh ous 2,114 
Chocks Vitamins .......... 9,672 
One-A-Day Vitamins ......... 778,334 
MILK FOUNDATION INC. ...... 159,173 
MILLER BREWING CO. 
££ 2. rere or 187,241 
Rr ee 163,039 
MILWAUKEE GAS & LIGHT CO. 113,465 
MINNEAPOLIS GAS CO. ........ 150,847 
MINNESOTA CONSOLIDATED CAN- 
ee. Sils -nnhsanned conn ts 29,155 
Butter Kernel Corn ........... 5,018 
Butter Kernel Vegetables ..... 24,137 
MINNESOTA HOSPITAL SERVICE 
ASSN. & MINNESOTA INDEMNITY, 
ER pry or et gee 51,533 
MINNESOTA MINING & MFG. CO. 442,772 
Scotch-Brite Scouring Pads .... 93,579 
Scotch Cellophane Tape ...... 218,179 
Scotch Lint Remover ......... 62,985 
Scotchgard Stain Repeller ...... 37,230 
Taree sans MEAs 10,915 
3M Reflective Products ....... 9,590 
IE, 1564 66h adimened che 0,294 
MINNESOTA & ONTARIO PAPER CO. 
Insulite Collings ..........55% 120,276 
MINNESOTA POWER & LIGHT CO. 43,443 
MINUTE MAID CORP. ......... 1,006,929 
Minute Maid Banana Orange Juice 12,594 
Minute Maid Juices .......... 31,091 
Minute Maid Orange Bars ..... 17,592 
Minute Maid Orange Juice ..... 70,421 
Snow Crop Frozen Foods ...... 33,013 
Snow Crop Frozen Orange Juice . 268,203 
Snow Crop Frozen Orange Juice & 
WOON. = baccdcsuucuery 16,190 
Snow Crop Frozen Vegetables .. 825 
MIRRO ALUMINUM CO. ........ 78,059 
MISSION PAK CO. 
RR RE err 63,260 
MISSION VALLEY MILLS, INC. 
| Re FR ree 67,830 
MISSISSIPPI POWER & LIGHT CO. 25.849 
MISSOURI PACIFIC RAILROAD CO. 63,750 


RIVERSIDE PRESS - ENTERPRISE 
SAN BERNARDINO SUN-TELEGRAM ~ 


An insignificant percentage, less than 1 of 1%, of 
the total circulation of the four major Los Angeles’ 
newspapers, enters California’s 4th largest Metro- 


politan Market 


... composed of San Bernardino and 


tiverside counties. This rich, growing market is 
over an hour’s drive from Los Angeles. Only two 
newspapers, the San Bernardino Sun-Telegram and 
the Riverside Press-Enterprise, give you undupli- 
cated, thorough coverage of this vigorous Metro- 
politan Market that ranks 6th on the Pacific Coast 
and 27th in the Nation. 
It’s 14th in gasoline sales. Total 1960 Retail Sales, 
1 billion, 200 million dollars. 


Here’s how they rank in California... 


1. Los Angeles-Long Beach 


land San Diego 


3. 


5.San Jose 6.Sacramento 


2. San Francisco-Oak- 
4, San Bernardino-Riverside 


“represented nationally by Newspaper Marketing Associates 


**represented nationally by Cresmer and Woodward Inc. 


STORY 
BOARD 


WTRF-TV 


NEW FRONTIER: Things ore get- 
ting so good that before long, 
instead of sending CARE pack- 
ages, we'll be sending recipes 
overesas. 


T. R. Effic! Wheeling wtrf-t 
SOFT SELL in the Lost Column: Lost. . . twenty 
dollar bill near Market Street. Sentimental value. 


wtrf-tv Wheeling 


BARKING BOSS: ‘‘You were twenty minutes late. 
Don't you know what time we start to work in 
this office?" 

OFFENDER: ‘No, sir, | get right to work ond 
never check to see when you all get started!"’ 


Wheeling wtrf-tv 


OVERHEARD: ‘‘OK, so she's not exactly sarcastic, 
but if she ever bit her tongue, bet she'd get acid 


poisoning."* 
wtrf-tv Wheeling 


JOE KASELOW, N. Y. Herold Tribune columnist, 
recently wrote of WTReffigies, the WTRF-TV 
series of ADworld Close-ups. The letters, calls, 
wires and comments that resulted were amazing. 
As we see it, the whole world must be getting 
answers to ‘‘Whot dya know?’ from this “Joe. 


Wheeling wtrf-tv 
WHEN THE SPEEDOMETER goes over sixty-five 
miles an hour, you're not driving, you're aiming. 
wtrf-tv Wheeling 


IF YOU'RE AIMING to reach the earning, spend- 
ing audience in the Wheeling-Steubenville in- 
dustrial Ohio Valley let George P. Hollingbery 
schedule your advertising on WTRF-TV, Wheel- 
ing. Merchandising, too. 


ANNE WHEELING, 
seven ~ Be WEST VIRGINIA 
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MISTER SOFTEE INC. 41,979 . Boston Canadian Whisky ... 


Si te are 525 SEES Tee 13,734; NISSAN MOTOR COMPANY, LTD. . PACIF " 
MOBILE GAS SERVICE CORP. .. 38,347 Mr. Boston Egg Nog ......... 503 ee 4,382 ae ee $7,235 ance ~ apm > oil 37,379 
MODERN MAID PREPARED MIXES Mr. Boston Five Star Brandy .. 1,264 | NATIONAL CHEMICAL & MFG. CO. JOHN J. NISSEN BAKING CO. — NORTHERN AIRLINES 
Frozen Meat Products ........ 30,496 Mr. Boston Five Star Brandy & Luminall Paints ............. 30,972 On! hee 322 
MOGEN DAVID WINE CORP. Rocking Chair Whisky ....... 548 | NATIONAL COTTON COUNCIL OF NORTH AMERICAN ACCIDENT LNSUR- Pestle ed a 39,455 ~ 
RE © (ald eatie theesh'a eae 160,241 Mr. Boston Gin & Vodka ..... 1,245 So 8 31,226 ANCE CO. OF CHICAGO ..... 34,812 | PACIFIC POWER & LIGHT CO. . 46,055 
MOHAWK AIRLINES INC. ...... 124,805! Mr. Boston Pinch Bottle Whisky 684 — DAIRY PRODUCTS NORTH AMERICAN AVIATION INC. 34,028 | PACIFIC SOUTHWEST AIRLINES | 34,073 
MONARCH WINE CO. ......... 43,290 | Mr. Boston Products ......... 14,309 ce ce wens 6,022,399 | NORTH AMERICAN PHILIPS CO. 556,782 PACIFIC TELEPHONE & TELE- 2 
MONOCLE INC. | Mr. Boston Rocking Chair Whisky 8,678 Seaineeleets Cottage Cheese .... 160,539 Norelco Electric Shaver ....... 554,274 689,666 
ee es cba cdi saenes 64,874 Mr. Boston Scotch Whisky ..... 2,446 Breakstone’s Dairy Products .... 1,773 Norelco Tape Recorder ........ 2, — ELECTRONICS : ; 
MONONGAHELA POWER CO. .... 33,470| Mr. Boston Vodka ........... 5,137| Breyer’s Ice Cream .......... 53,988| NORTH CAROLINA DEPARTMENT OF = | corp... 89,301 
MONSANTO CHEMICAL CO. 26,999| Mr. Boston Whiskies .......... 10,900 Cloverieaf Dairy Products ..... 11,591 CONSERVATION & DEVELOPMENT 101,826 sony To are 29.896 
fF 2 Fear rr 12,124; MRS. BAIRD’S BAKERIES INC. Cloverleaf Milk .............. 26,074 | NORTH CENTRAL AIRLINES .... 122,483 Radio & Television ........... 4.927 
a reorrr En os Spon ae Si  Se..............- 16,775| NORTHAM-WARREN CORP. 2) ee... 54,478 
MOORE-McCORMACK LINES INC. 181,611 MRS. SMITH’S PIE CO. Kraft a 4,023 Cutex Preparations .......... 30,921 | PADDINGTON CORP. 
MORAL REARMAMENT ........ 193,278| Frozen Fruit Pies ............ 126,565| Kraft Blue Cheese Dressing 21,454; Odo-Ro-No- ................ 44,696; J & B Scotch Whisky ........ 163,726 
MORAN TOWING & TRANSPORTA- |C. F. MUELLER CO. SS, 5 goss oneseeee 790,785 | NORTHEAST AIRLINES INC. 534,804 | PAILLARD INC. 
> pe | Pe ere 43,756| Macaroni Products ........... 247,952 a 107,558 | NORTHERN ILLINOIS GAS CO. . 26,734 ee aan 78,019 
JOHN MORRELL & CO. ......... 981,541 MUNSINGWEAR INC. SS os oc eae e be ces 1,020,340 | NORTHERN INDIANA PUBLIC SERVICE PALM BEACH CO. ; 
Morrell Meat Products ........ 688,051 Hollywood Vassarette Bra & Girdles 78,813 Kraft Jellies & Preserves ..... 3 Te re ee er ere 75,716|  Springweave Suits ............ 56,819 
Red Heart Cat Food ......... pO rere 268,215 Kraft Margarines ............ 615,671 | NORTHERN NATURAL GAS CO. . 145,649 | PAN AMERICAN WORLD AIR- 
Red Heart Doy Food ......... 164,024'C. H. MUSSELMAN CO. ........ 64,315 Kraft Marshmaliow Creme ..... 21,057 | NORTHERN PACIFIC RAILWAY CO. 160,753 oe, ee ha Ta 2,861,692 
Saratoga Meat Products ...... 2,640 | Apple Raspberry Drink ....... 1,215 Kraft Marshmallows .......... 307,446 | NORTHERN STATES POWER CO. 322,268 Aeronaves De Mexico ......... 40,290 
NORMAN M. MORRIS CORP. ar Te 4,190 Kraft Mayonnaise ........... 96,065 | NORTHRUP, KING & CO. ....... 79,973 Pan American Grace ......... 146,439 
Omega Watches ............. Ue eee rere Se aes bic orc cccccncee 71,689 | NORTHWEST AIRLINES INC. 170,475| Pan American Grace & Pan 
PHILIP MORRIS INC. ......... 5,776,265 | MUTUAL BENEFIT HEALTH & ACCI- ma ae inc’ whe wehe Bm en BELL TELEPHONE sehen ner ay World Airways 106,011 
TT ere 1,636,109 | DENT ASSN. ra’ ad Dressings ......... PS A eee 5 a. ee ere : 
Sauben & Hedges Cigarets ..... 320,273 Mutual of Omaha ............ 805,645 Kraft Whipped Topping ....... 27,332 | NORTON & CO., W. W. ......... 44,757 Pan American World ......... jenn 
Gem Blades & Razors ........ 117,820 MUTUAL FIRE INSURANCE ASSOCIA- Mac Laren’s Cheese ........... 31,056 — AMERICA LINE AGENCY PANTHEON BOOKS INC. ....... 67,574 
Mariboro Cigarets ........... 931,144 TION OF NEW ENGLAND .... 32,166 Miracle Whip Salad Dressing ... | | Se a er 110,116 | PARADE PUBLICATIONS INC. 30,876 
Pal Blades & Razors ......... 176,085 | MUTUAL OF NEW YORK ...... 25.194 Parkay Margarine ............ 447,851 nonwicn PHARMACAL CO. 505,876; PARAMOUNT PICTURES ....... 47,534 
Parliament Cigarets .......... 1,913,796 | MYERS FOOD INC. ........... 61,468 Philadelphia Cream Cheese ..... 274,017 are adbdeenteawad «aes X 229,134 | PARKER BROS. INC. 
Philip Morris Cigarets ......... 677,793 eS ane a 35,918 Sealtest Buttermilk .......... 65,244 sartares EE ee A ee 219,356 NS Re ree ee 28.520 
Revelation Tobacco .......... 3,245 | Frozen Chicken Croquettes ..... 1,332 Sealtest Chocolate Milk ....... 81,799 SE on 0d 04 Kad GAA 8 ems 12,572| PARKER PEN CO. ............ 788,125 
WILLIAM MORROW & CO. ...... 89,798 | DN. WE eo al 6, Sealtest Cottage Cheese ...... 537,439 Dn. -casd0s,040e00~bebs ¢ 6,064 Eversharp Pencils & Pens ...... 36,977 
William Morrow & Co. ........ a tas 17,736 re 6,000 DEE. dt bidesansd thes eben 38,750 Parker Pencils & Pens ......... 751,148 
Morrow & Sloane ............ 39,556 | Sealtest Custard & Egg Nog ... 7,405 | NOVA SCOTIA TRAVEL BUREAU 40,444| JOSEPH PARMET CO. ......... 60, 
William Sloane Associates ..... 9,566 | Sealtest Dip-N-Dressing ...... 205,160 | NOXZEMA CHEMICAL CO. ...... 580,378 One Wipe Dust Mop Cover ..... 4,451 
MORTON SALT CO. ............ 147,958 | N Sealtest Egg Nog ............ 24,917 eT Re eee eee 2,294 One Wipe Dust Cloth ......... 55,911 
— Vk Gbt4s ntad BOS > 450 35,258 | Sealtest Half & Half ......... 50,264 High Noon te teeeeteeeeeeees 11,326 | PASTENE WINE & SPIRITS CO. . 45,691 
ERR ee 112,700 Xa Sealtest Ice Cream ........... 236,579 Noxzema Preparations ........ 566,758 EES PRS er ee 32,599 
MOTOROLA end akay 177,151 | NAAS FOODS INC. ............ 32,574] Sealtest Lemonade ............ 13,899 SS eee 13,092 
Dahlberg Hearing Aid ......... 8.952| Sauce Arturo .............5 15,030} Sealtest Milk ................ 164,244 Oo PATTERSON-SARGENT CO. 
Motorola Car Radio .......... 59,334; Vegemato — .. ew. e sees eeees 17,544] Sealtest 900 Calorie Diet ..... 62,060 ER reg? ot Sa 55,714 
Motorola Phonograph ......... 29,832 gee as seaVenseeeeree Ta Suited Grange dulce ......... nae PAX co. 
M 7,089 umberjack Syrup .......66 0s . Sealtest Products ............ ’ ME «ci eéln baxaaca eee 103,606 
a oe... 19'393| | Nalley's Chip Be retest vies 17.139] Sealtest Skim Milk .......... on) a 26,480 | PAXTON & GALLAGHER CO. 196,345 
Motorola Stereo Hi-Fi ........ 3,108|  Nalley’s Dressings ........... 17,809} Sealtest Sour Cream ......... 5,328 | © ai 73,408 | Butter-Nut Coffee ........... 178,026 
Motorola Television .......... 39,443 | NARRAGANSETT BREWING co. 174,410} Sesa Kraft Chips ............ 6,382 | 9, h. AY USEN FISHERIES ¥ Butter-Nut Coffee & Instant 
MOUNTAIN STATES TELEPHONE & Croft Ale ......seeseeeeeees 25,304 Temp-Tee Cream Cheese ....... 4,710 |" ‘CORP. 78,023 RFR ae 9,553 
TELEGRAPH CO. ........... 173,255| Wanley Beer ...............- 27,618 | NATIONAL DISTILLERS & CHEMICAL man... 66.843 Butter-Nut Instant Coffee ..... 8,216 
MOUNTAIN VALLEY WATER CO. Narragansett Beer ........... I oaks ods os cscs ceeds. 539, Teste Poly GENS her hahaa 5,460 Butter-Nut Instant Tea ....... 550 
Me ta 205,538 | NARRAGANSETT ELECTRIC CO. 96,709} Bellows Club Bourbon & Partners Sas tine ee Ghee 5,720 | PEARL BREWING Co. 
MR. BOSTON DISTILLER INC. 66.552 NASHVILLE ELECTRIC SERVICE CO. 31,855 . —"" Gekb cscs cces eaves 35,547 OERTEL BREWING CO 63.457 Dh a ae 256,877 
Mr. Boston & Spot Bottle Whisky 1,068 NASHVILLE GAS CO. .......... 33,563 Bellows Club Bourbon Whisky 239,654 OHIO BELL TELEPHONE CO. 180.263 F. H. PEAVEY & CO. 
Mr. Boston Big 90 Vodka ..... 2.691 NASSAU, BAHAMAS, DEVELOPMENT Bellows Partners Choice Whisky . 186,135 OHIO DEPT. OF INDUSTRIAL & . ee 30,019 
Mr. Boston Bottled in Bond Whisky i BRP erea pts ,480| Bellows Whiskies ............ 62,538 | Sceneet  DEVELOPWERT 101.333 | PEERLESS IMPORTERS INC. 36,984 
Mr. Boston Bottled in Bond & Spot CONDE NAST PUBLICATIONS INC. va se — Straight 5.968 | OHIO EDISON CO 10.677 —— — Re ge re 3,182 
; GRR ccc twececctccses . rbon MT “sedanesess 5 Pate Om aaee «ee , ankey Bannister Scotch Whisk) A 33,802 
BT, . BESTS | keene 2.835| Bond & Lillard Whisly 160,763 | OHIO ELECTRIC “COMPANIES 42.176 | pewick & FORD LID Sass 
Mr. Boston Bronze Label & Rocking NATIONAL AIRLINES INC. 1,553,390 Bourbon De Luxe Whisky ...... 203,740 OHIO OIL co sie ia de! ia hes 297 786 Brer Rabbit Molasses ......... 34,263 
i 904} NATIONAL BISCUIT CO. ....... 1,065,049 | Cedar Brook Whisky .......... 3,392 Bak ee ects eteT es ‘ Brer Rabbit Syrup ........... 32,094 
Chair Whisky ............. NATIO ; 038 Marathon Gas & Oil ......... 270,778 / - 
Mr. Boston Bronze Label & Spot Ya eee 27,475| Century Club Whisky ......... 59, Marathon Heating Oil 19.601 | Davis Baking Powder ......... 10,451 
Bottle Whisky ............. 2,055| Dromedary Cake Mix .......... 117,539 | Cinzano Vermouth ........... et fee 7:07| _Mermont Maid Syrup ......... 17,245 
Dromedary Fudge Mix ........ 2,690 Crab Orchard Whisky ......... 3,614 OIL HEAT INSTITUTE OF pee seers ’ PENINSULAR & OCCIDENTAL 
Guaties Ode Gh ....... 65.120| De Kuyper Creme De Menthe ... $10 | 316.328 | STEAMSHIP CO. 
NEED EUROPEAN Dromedary Nut Rolls ......... 16.291 Se 143,239 0J'S BEAUTY LOTION COMPANY — . P & O Orient Line ........... 59,780 
Photography ? Milk-Bone Dog Biscuits ....... 199,962| Gilbey’s Gin & Vodka ........ 502,746 one PENNSYLVANIA COMMON. 
Millbrook Bread ............. 105,336 | Gilbey’s Vodka .............- eS |” geameiinn 25,202 | WEALTH «++... ee seeeene. 31,718 
Millbrook Products .......... 11,686 Hill & Hill Whisky .......... 470,616 OKLAHOMA GAS & ELECTRIC CO. 40.738 PENNSYLVANIA DEPT. OF COM- 
Nabisco 100% Bran et 85.464 Jockey Club Whisky .......... 119,723 OKLAHOMA NATURAL GAS CO d 44 366 MERCE, HARRISBURG, PA. 58,172 
Stahman National Biscuit Crackers ... 423,444| Kentucky Colonel Whisky ...... 141.363 | OD AMERICAN INSURANCE CO 120 aoe | PENNSYLVANIA MUTUAL LIFE 
oe ee : a 1,308,464 4 EE MRS Lon en 0-6 0 oe 
Darien, Conn. OL 656-4419 Pal Dog Dinner ............. 8,539 Old Crow Whisky 50.202 | OLD DUTCH COFFEE CO. INS 103,190 
American photographer will be on assi Snowflake Baking Products ..... 1,903; Se Sew arg Ol ~~ apeapeetaias Soe he SPP Te eee 61,299 ea POWER & 
ments in Europe in June. Time available | NATIONAL BREWING CO. ..... Ey a rally SRR 7'158 | OLIN MATHIESON CHEMICAL Af. POR 51,520 
for limited additional assignments. | Boh Bohemian Beer .......... 13,123; Old Hermitage Whisky ....... 127, PENNSYLVANIA RAILROAD 226,900 
id Old Log Cabin Whisky ........ 88,703| CORP. PENNSYLVANIA REFINING CO 
Old Sunny Brook Whisky ...... 418,689| _ Vigran — Phdlaalt 1515)  Gaek ................. Ae 37,738 
Old Taylor Whisky ........... Tae — OREWING 368.882 | PEOPLES GAS LIGHT & COKE 
RS ee on dpe ERA EASE 5 ORE ees i EERE 385,779 
| | | ee | | | | |[~ Vat 69 Scotch Whisky ........ 109,454 a PUBLIC POWER DIS- nee PEOPLES GAS SYSTEM 
EPL. >. 6... 6.0.0} p'v-0'0 6.08.4 Sn en = ARR Be ba gg A EB ; | I 43,377 
‘ed | men] | NATIONAL GRAPE COOPERATIVE a TRAVEL 60,019 | PEOPLES NATURAL GAS CO. 54.537 
a 99,069 OPEN PIT FooD SALES aia ide : PEPPERELL MFG. CO. ......... 39,613 
| Welchade Grape Drink ........ 3,681 Sart Sa F 256.303| Lady Pepperell Sheets & Cases .. 9,929 
Welch’s Frozen Grape Juice 95,388 ORANGE CRUSH CO. sola ia ats . Pepperel Chartered Fabrics ..... 29,684 
NATIONAL LEAD CO. 32.903 Grange Crea 37.773 PEPPERIDGE FARM INC. ...... 427,873 ‘ 
= Dutch Boy Paints ........... ad Pe On RR , gO Sea eee 75,583 
NATIONAL NURSERIES SALES CORP. 47,975 OREGON TRAVEL INFORMATION 76.116 | Pepperidge Farm Baking Products 39,965 
NATIONAL OATS CO. ......... 45,170 v4 TION FOR EUROPEAN ; Pepperidge Farm Bread ....... 165,353 
oc oss cdssceve 2,606 | ORG om PERATION Pepperidge Farm Golden Twist 
$ Minute Grits .............. 1,279| ECONOMIC COOPERATIO! senees ET ind 55 Suh coke ph Oa.2d 00s 4,899 
Die ......,....... 9,511 a Bay a IO pase , Pepperidge Farm Pastries ...... 112,224 
3 Minute Popcorn ........... 12,097 | 9 poh} Pepperidge Farm Stuffing ..... 29.849 
;: med oy A A ae a Steamship Transport ......... 140,600  ieedaie «< Seeekeaneb aae.336 
eS '454| JOHN OSTER MFG. CO. ........ 114,569 SV OSS deal dR 
NATIONAL STEEL CORP. ....... 36,454 hastienens 93.885 Pepsi-Cola & Teem ........... 9,315 
NATIONAL SUGAR REFINING CO. 66,090 ae ang Soe Ababa phan 20,606 | VOM ween eee es eee ees, 72,454 
Godchaux Sugar ............. és estaex Ce sins eghteict ds ictal os 51.288 | PERINE HOME DEVELOPMENT 
dack Frost Sugar ............ op ES al aaa y GR ER eee ‘ 
NATIONAL TRAILWAYS BUS SYSTEM 523,873 pit Rtg My ong co. Lenya PERSONS-LANDSEE ......... 30.008 
WITH MEDIA SELECTION RANASIADE PROURANCE CO.” 464.497 Morton House Canned Meat .... 15,010 ee ee ee 26,679 
NAUGHTON FARMS ........... 40,483| Morton House Products ........ 1.853 / pET MILK CO. ............... 126.567 
BECOMING INCREASINGLY MORE RO hg... ce 5iSe00 50s 733,597| OTTO MILK CO. .............. 38,710 |“ “Gelden Key Mh ..........., 18.746 
Nehi Beverages .............. 12,331 | OUTBOARD MARINE CORP. 826.818 | pet Dairy Products ............ 3,886 
COMPLICATED. Par-T-Pak Beverages .......... 92,672| Evinrude Outboard Motor ..... 383.141) pet Egg Nog ............... 4.220 
Royal Crown Cola ........... 628.594 Gale Outboard Motor ......... 68,149 | Pet Evaporated Mik ......... 37.106 
RR 678,787 | Johnson Outboard Motors ..... 266,945 | Pet Instant Dry Milk ......... 45,799 
YOUR NO. 1 eee. Osis seme dane 864| Lawn Boy Power Mowers ....... 108,583| Sego Milk ................... 16,810 
NE asd 45s cnn vis 218 | OUTDOOR ADVERTISING INC. 34,615 pEUGEOT INC. 

: BUY IS STILL Nestie’s Morsels ............. 206,458 | OWENS-CORNING FIBERGLAS Qo) “eee 105.658 
We eee Westle’s Quik ............... 446,411 olen ‘weil an canet 30,085 | PEVELY DAIRY .............. 84,879 
pee ~ ag =, ’ soe ca ctal ieeek Ra re 52.390 | a 3 ES PE ee 1,070 bu 

res Swiss Knight Cheese ......... paee | eee SSBC S os oc eres soeeses . hocolate UR Seer 2.690 
Wispride Cheese .............. 6,938 at ii Caen oe PRESS 34,628 Cottage Cheese .............. 5,403 
oe NEW ENGLAND FISH CO. ...... 26.789 LINES INC. ....... 30,183 | Eve es Rn 2,690 
Page me Icy Point BD sth devsseee ; | te Be eee 51,946 
sai . . iar Rock Salmon .......... 12,623 Pe cad ndawl eens. s <iaes 
In San Francisco, as always, consistently | fi Beauty Salmon 2.750 P Geet peengabporeen 770 
high ratings . . . consistently low cost-per-thousand | NEW ENGLAND MUTUAL LIFE IN- Shiver Frozen Shakes ......... 2,690 
lid | iI é ee 25,683 | pagsT BREWING CO. ...... 461,621; Skim Milk ............0.00., 4,271 
. all day long or all year long. You're | new ENGLAND SHOPPER int aes... 51:924| Whipping Cream ............. 2.684 : 

“ " NEW ENGLAND TELEPHONE & i ire 463 PFEIFFER BREWING CO. 
never “out of season” on KEWB, number one | “‘TrecraPH co. ............ eee ~ ree | es eee 34,107 
buy in its third year and currently | NEW HAVEN GAS & LIGHT Co. . 23.207| uate Gores ............ 116.613 PHILADELPHIA ELECTRIC CO. 171,878 
° ‘ . | NEW JERSEY BELL TELEPHONE CO. 222.102 Pabst Blue Ribbon Beer ...... 198,681 PHILADELPHIA GAS WORKS .. 54,941 
delivering 101 adults in every 100 homes, | wew SOUTH WALES INDUSTRIES 49.945 paciFIC GAMBLE ROBINSON 173.640 PHILADELPHIA INDUSTRIES 26,118 
: s NEW YORK CENTRAL SYSTEM .. 48.896 Snoboy Apples .............. 31,503 PHILADELPHIA NEWS ....... 227.507 

all paying close attention! | NeW b ~— , ~ Ay oa —~ Ss eer 29,632 PHILADELPHIA & READING 
’ SE MN. oo and 3's 6G e20-5.00 2.629 EE aa 
PULSE: AUDIENCE COMPOSITION NEW YORK LIFE INSURANCE CO. 1,404,790 Subey ES 22.038 De Luxe Reading Toys ...... : oe 
JAN-FEB, 1961 | NEW YORK, NEW HAVEN & HART- Snoboy Lemons & Oranges 19,271; Fruit of the Loom Products _.. 5,875 
TOTAL RATED PERIODS FORD RAILROAD CO. 107,691 Snoboy Pineapple .......... 19,741 PHILADELPHIA SHELVING 
NEW YORK POST ... 65,061| Snoboy Potatoes ............ 26.057| corp. ee 36.344 
national representatives: NEW YORK STATE DEPARTMENT oF Snoboy Vegetables ........... 22.769 PHILCO corp. a 4 

The Katz Agency, tac. COMMERCE Pat 124,980 PACIFIC GAS & ELECTRIC CO. NT cee bir Genie be 
NEW YORK TELEPHONE Co. 713,736 PACIFIC-HAWAIIAN PRODUCTS ie ftiaen . oe 
WEW YORK TIMES... 238,176, CO. Philco Dryer ........... 4.620 
ow D PO ON ¥s) | NEW YORK WORLD TELEGRAM & Hawaiian Punch ............ 632,689 Philco Phonograph .....__ 3.140 
7E THI _ = Se SAPs occa 244,178 PACIFIC LIGHTING CORP. Philco Products 72.175 
| NIAGARA MOHAWK POWER CORP. 229,603 Southern California Gas Co. 500,376 Phileo Radio 6.026 
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“NEWSPAPERS 


HAVE PLAYED 
A MAJOR ROLE 
IN RAMBLER 
SUCCESS” 


so says Roy Abernethy, Executive Vice President, 
American Motors Corporation. 


To compete effectively in today's selling market 
many important companies are choosing the daily 
newspaper as their prime advertising medium. 


“Newspaper advertising has proved a powerful force 
to support the sales efforts of our dealers,” states 
Roy Abernethy, American Motors’ dynamic sales 
leader. “We allot the largest part of our advertising 
budget to newspapers, and our dealers approve unan- 
imously of our newspaper campaign. It has been the 
real backbone of our advertising program.” 

Nearly 2700 newspapers regularly carry Rambler 


sales messages to 64,000,000 readers, all living in There's only one all-purpose compact-and this is it! 
the dealers’ home communities. And, as Rambler RAMBLER CLASSIC 
sales records show, this use of newspaper advertising eee See 
has helped increase sales substantially. Ss SSSEET= 
American Motors’ decision to concentrate their pl eS 


advertising in newspapers is being echoed today by 
many other important companies wanting maximum 
frequency, continuity and impact from every adver- 


tising dollar spent. Newspapers prompt buying action. oe 
That’s why in 1960 advertisers spent more money in 


a : , a f “cu Rambler ===... 
newspaper advertising than in radio, television, mag- 


azine and outdoor advertising combined! 


Daily Newspapers Move Merchandise! 


BUREAU OF ADVERTISING, ANPA - NEW YORK «+ CHICAGO + SAN FRANCISCO + LOS ANGELES + DETROIT 
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Philco Refrigerators .......... 157,317 

Philco Television ............. 239,683 

Philco Television & Refrigerator 3,006 

MD bce a's nese n ese 21,579 

Philco Washer-Dryer ......... 73,517 
PHILLIPS PETROLEUM CO. 1,782,238 

et as arw'S 664s 5's wees 1,557 

Gasolines & Oils ...........-. 1,775,935 

ED ad's 6065 6.6.00,000% 4,746 
PHOENIX, ARIZONA, VALLEY OF 

THE SUN VISITORS BUREAU . 61,729 
PHOENIX OF HARTFORD INSUR- 

ANCE COMPANIES .......... 98,629 
PIEDMONT AVIATION INC. .... 97,946 
PIEDMONT NATURAL GAS " - 78,721 
ree 54,657 

Glen Garry Scotch Whisky dates 1,298 

i Pe I wincce.ce. 41,965 

S. S. Pierce Red Label Whisky . 11,394 
PIERCE’S PROPRIETARIES INC. 

Dr. Pierce’s Golden Medical Dis- 

| Et Aa 72,725 
PR Oh 68 wees sd cccce. 1,827,032 

CEE i466 ¢d0e4 teas 9,015 

SE EE Gn k acne baeeess 76,837 

OS Oe 15,879 

Pillsbury Baking Products ..... 857,966 

Pillsbury Best Flour .......... 332,899 

Pillsbury Bread Mix .......... 27,240 

Pillsbury Cake Mixes .......... 128,869 

Pillsbury Casserole ........... 1,632 

Pillsbury Coffee Cake ......... 5,704 

Pilishury Cookies ............. 23,577 

Pillsbury Danish Rolls ........ 12,185 

Pillsbury Doughnuts .......... 2,096 

Pillsbury Frozen Baking Products 4,484 

Pillsbury Frozen Cookie Mix 2,720 


Minnesota 


PAINTS 


Whimsical 
Window 
Valance 


= 


“eye-dentification. 
Erickson and Asst. Sales 
Hal Hoialmen worked with 


GET IT UP...KEEP IT UP...WITH KLEEN-STIK 


silk screening. 


2 oe 


: 


IDEA NO. 192 
Praise for Pontiac 
Somewhat like moviedom’s “‘Oscar’”’ 
is the Motor Trend “Car of the 
Year’’ award. Proud 1961 winner— 
the Tempest, new front-engine/ 
rear-transmission car by Pontiac. 
To capitalize on the honor, their 
advertising agency, MacManus, 
John & Adams, designed this smart 
inside-the-windshield sticker of 
Kleen-Stik Clear Acetate. Goes 
on neat and easy .. . sticks tight 
even on curved glass surface. Acct. 
Exec. Jack Stuart set it up with 
Phil Uridge, Jr... of P. J. Uridge 
Printing Co. in Detroit, for de luxe 
production by silk screen and letter- 
press! 
Clear Acetate is only one of 
28 Kleen-Stik self-sticking 
stocks that create outstand- 
ing displays and labels. For 
complete information, sam- 
ples, and ideas, see your reg- 
ular printing source ... or 
write us direct. 


IDEA NO. 191 
Minnesota Paints, Inc., Minneap- 
olis, puts its name and trademark 
into action in dealers’ windows with 
this clever 3-piece display kit. 
orfully silk-screened on Kleen-Stik 
Clear Acetate, they form a versa- 
tile arrangement for any size win- 
dow. Easy peel-and-press applica- | 
tion gets "em up without moisture 
or glue for long-lasting brand 
” Ad Mgr. 


Col- 


Walt 


Pillsbury Instant Mashed 
ST eee 
Pillsbury Pan Rolls ........... 
Pillsbury Scalloped Potatoes 
PINEX CO. 


Pinex 


Lydia E. Pinkham’s Compound 
<a ere 
PITTSBURGH PLATE GLASS CO. . 
Pittsburgh Paints 
re ee ee 
PLAN FOOD’S & RESEARCH CO. 
Plan 


PLEASURE TOURS 

 - area. 
Black & White Ointment 
C-2 


Mexsana 
Moroline 


Se ae eee 
. eer rr 
Q.T. Tan Lotion 
EEE SG dnnin Ys a36 Fkéd4000 2 
St. desegh Aapivim .....cicess 
St. Joseph Cough Syrup 
St. Joseph Nose Drops ........ 
St. Joseph Nose Drops & Cough 
RE 34 ca wasedseeds 6403s 
St. Joseph Products 
BEES Seer ae 
EN oe Wits cane ace oe eared 
PLUMROSE INC. 
Sait sceke kiddos eosee 
| eee 
POCONO MOUNTAINS VACATION 
BUREAU EYE ay TR 
POIRETTE CORSETS INC. ...... 
POMPEIAN OLIVE OIL CORP. 
«OSS ree 
Solarine Floor Wax ........... 
PORTLAND CEMENT ASSN. .. 
PORTLAND GENERAL ELECTRIC 
ET a ee re 
POTOMAC ELECTRIC POWER CO. 
PRE-SEEDED PRODUCTS CO. 
Flower-Matic 


| PREMIUM ASSOCIATES INC. 


Red Scissors Coupons 
PRENTICE-HALL INC. 
J. L. PRESCOTT CO. 

Dazzle Bleach 

EE Ee Wicadiesccvedees 

Dazzle Products 


| PRINCE MACARONI MFG. CO. 


Mgr. | 


Jack 


Bernie. Pres. of Process Displays | 
Co., Minneapolis, and his Sales 
Mgr., Jim Franklin, for the slick 
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Macaroni Products 
Spaghetti Gawse ............. 
PROCTER & GAMBLE CO. 
American Family Products 
Camay Soap 
Clorox 


+ cal a da aha ee 
ER a ee 
Duncan Hines Cake Mix 


SN sks Fas d-0.0s eke xh eOeK 
Gleem Tooth Paste 
Ivory Soap 
Ivory Liquid 
Se ED cop esaeusodea’ 
Jif Peanut Butter 


Oxydol 


195,142 
36,938 
93,849 
46,693 
20,225 

7,710 
18,758 


259,117 
197,108 


62,009 | 


275,466 
219,988 
55,478 


143,541 


4,791 | 
145,633 | 
29,206 | 


*PUREX CORP. 


Tide 
EE eres 
PROCTOR-SILEX CORP. ........ 
Mary Proctor Ironing Table 
Proctor Appliances ........... 
Proctor Iron & Toaster 
Proctor Products 
Silex Appliances ............. 
PROVIDENCE GAS CO. ........ 
PRUDENTIAL INSURANCE CO. 
ON Ee 
PUBLIC SERVICE CO. OF 
EE 
PUBLIC SERVICE CO. OF 
NORTHERN ILLINOIS ....... 
PUBLIC SERVICE ELECTRIC & 
GAS CO. OF N. J. 
Bus Transportation 
ff 3 Ae 
PUBLICKER INDUSTRIES INC. 
a 
Charter Oak Whisky 
Cobbs Creek Whisky 
EES eee 
Haller’s S.R.S. Whisky 
2 re 
Haller’s Very Rare Whisky 
Kinsey Gold Whisky .......... 
McCallums Scotch Whisky 
Old Classic Whisky 
Old Hickory Whisky 
Philadelphia Whisky 
Planters Club Whisky ......... 
PUGET SOUND POWER & LIGHT 


m0 Napkins 
Es ob6sc essence, 
Powder Room Tissues 
PU Sasa cccescsece 
Herb-Ox Bouillon Cubes 
Stoll’s Westchester Boned 
Eh e sens ceccesecs 
PURE OIL CO. 
LO PPE eee 
Gasolines & Oils 


Beads 0 Bleach 
Blu-White Bluing 
Dutch Cleanser 


rer 
Little Bo-Peep Ammonia ...... 
Purex 


Sweet Heart Soap 
Trend Detergent ............. 
PURITAN SPORTSWEAR CORP. 
Ban-Lon Sportswear 
PURITY CHEESE CO. 
IED, 0 6-5 0 0.06.09 00.006 
PURITY MAID BAKING CO. 
ag 


Prod 
| PUTWAM INC. 
CE tb dGbdsedtiessccccenes 
G. P. PUTNAM’S SONS 
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QANTAS EMPIRE AIRWAYS LTD. 

QUAKER OATS CO. ........... 
Aunt Jemima Bread Mix ...... 
Aunt Jemima Corn Meal & Grits 
Aunt Jemima Corn Meal Mix ... 
Aunt Jemima Mixes .......... 
Aunt Jemima Pancake Mix + 
Aunt Jemima Pancake & Waffle 


Flako 
Ken-L-Biskit 
Ken-L-Biskit 
EL Saecceevecvagsce 
Ken-L-Pet Foods 
Ken-L-Ration 
Ken-L-Treats 
Merri-Oats 


& Ken-L-Ration .. 
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196.000} “PURRNE Sis c ocd seni. ess 2,067 | REVERE COPPER & BRASS INC. 
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Quaker Oats & Quick Quaker Oats 13,086 | Delimine Compound .......... 
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7,663 AS ae 157,480| Reynolds Aluminum ........... 
5,889 . SS See rere 
20,687 R SE Sade cats owsvesixcius 
8,612 SET. 50 6 53.60%00%baness 
17,625 R. J. REYNOLDS TOBACCO CO. 
500-551 | RADIATOR SPECIALTY CO. sengne | eee este 
MDs crkccst¥s cass TR hell nel 
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25,463 = —— 8 ere =i ee 
, RS See 5 iin 
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34,446 Pee PESES ES hose 3+ +s « Boned Chicken................ 
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ee ee ea 2155 | RICHMOND-CHASE CO. ........ 
125,104 RCA Victor Ais Victrola Vasey igi 2124 Diet Delight Foods ........... 
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113,468 jonograph ....... 55,185) “@ dulce Dri ............ 
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Sg ne eee aan ake = 
100 | RCA Victor Radio ........... 102,121 | ? ‘RITTER > ae 
{ RCA Victor Radio & Television . Set. “eee eee oe eee eS 
eeryop| RCA Victor Records .......... 181,943 Tomato di © Weo-Crest 
29 128 RCA Victor Television rey 1,299,536 RIVAL PACKING co Apc hal es 
94,028 | Pedic Corp. of America- Rival Pet Foods ............. 
65.227 —— a aewéviaea 10,228 Wagtall Deg Food ........... 
a 63.046 | RIVER BRAND RICE MILLS INC. 
SSS | a Ee ae e ROBERTS DAIRY CO. .......... 
RAGU PACKING INC. ......... 55,389 Butter 
29, Products ——.. 6,666 ED -ccRESR 20 cecacdacs 
25,070 | , Spaghetti Sauce ............. 48,723| Chocolate Drink ............. 
17,538 RAINBO BACKING CO. SE SED “Gd ceckeseosess 
7'532 SS eres 53,778 Gaby Oredatts .............. 
RALSTON PURINA CO. ......... 676,674 Eos Nos : 
ERS eres ER ~ OR eee 
bean i ES are 99,285 omg F MAME oe eeeeeeeeeeees 
' Instant Ralston ............. NS - ape aoelltehaa ss gh Raat 
Purina Dog Chow ............ 481,775 we ts 900 Sige Figs Sarit beige ty 
— — ‘i ert Pee 15,390 ay Beg ae oe) 
alston Purina Eggs .......... a ee ee a ee eel 
Ralston Purina Products... | ype meee enna gf 
118,830 | RAND  (¢§ 2. Se | reer i: 
4.192.526 | RANDOM HOUSE INC. ......... eae ee 
ew } RATH PACKING C0. gata taaie Ts aaa = MILK PRODUCER’S 
6.469 ee Sree 286,860 a... Se Spatial pace 4 
381.780 J. } READ Sa 52,466 | ROD’ 8 (Foon PRODUCTS INC. 
20.977 uncan Hines Barbecue Sauce .. * 257 | 
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2.162 READER'S DIGEST ASSN. 


effective, easy-to-use, 


Guaranteed Retail 
offered national advertisers! 


Need Merchandising Support to 
Sell the Los Angeles Market? 


Now the Los Angeles Suburban Newspapers, Inc., have the most simple, 
Tie-in Merchandising Plan ever 


For further details contact: 


LOS ANGELES 
SUBURBAN NEWSPAPERS, INC. 


Representatives: 


San Francisco—Rienzi Company * 681 Market Street * DOuglas 2-6979 
Los Angeles—Rienzi Company * 612 South Serrano Ave. * DUnkirk 5-8315 
Chicago —McCutcheon & Cutler, Inc. * 154 East Erie St. * SU 7-4468 
New York—Walter G. Carter * 475 Fifth Ave., N.Y. 17 © MUrray Hill 3-2136 


‘209 | _ Ore 


og 1,406,857 | bmn A ere oe TS eee eee 
197,306 | — Cie Conteteed Goat 152: ial ROMAN BR MID ssi nda cecee 
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REAL GOLD co. ee ee ee ee 
a 37,943 | cereal opr” eee 
REALEMON PURITAN CO. ...... 94,195 | Seen Svan’ ©. 
223,048 | ei 5'803| M.8.T. Instant Broth ........ 
199,646 | oat alll alll hath RONSON CORP. ........... 
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. RED DOT FOODS INC. Dryer ere deeceoes tate eeeeees 
Polato SE wk b OC na bean & 6 59,255 Lighters & Accessories ........ 
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Me re cccyaberesses 79,857 | ROOTES LTD. ................5, 
REDDI-WIP INC. .............. 314,114| Hillman Cars ............... 
os on Sas salen 199,999 | Hillman & Sunbeam Cars ..... 
Reddi- — & Top- Wip ae. 37,209 Humber en whe awecbeceecite 
SAE Se eg 76,915 SSS ee 
a "BROS. INC. a Be pbbdeiennbscaes 
DE ae Ds yee gy > A ORE, 
REGAL PALE BREWING co. ROSE-X CHEMICAL co. see ee eee 
2 ae 76,347 — ee 
E. REGENSBURG & SONS eee ee ee 
MANA ostin éx ka vio ss 03 0 42,724 | ROVER cr 
REGISTERED FABRICS CORP. 71,603 — _ Truck .........05- 
WM. B. REILY are 45,882 | Rover Cars ................. 
A Ay teeliaee 36.086 |NELENA RUBINSTEIN INC. 
Luzianne Coffee & Instant Coffee 2,068 | — ree teeeeeeensees 
Luzianne Instant Coffee ....... y- | pe. .. PE 
TC  ** 7st 184 | ~~ RUPPERT 
RELIANCE MFG. CO. .......... 32,947| Beer ........-- eee eeeereeee 
| pmlc S| acta ober 
eee 3! 4,846 | See eee ee eee eee eeeeeeeses 
ee 2 Sena | gusreikee cone. 
Pleetway Pajamas............. 2,907 
i” See aeeeaaee 821,491 | RUTHERFORD FOOD CORP. 
RENFIELD IMPORTERS LTD. 1,783,636| Hy-Power Chili .............. 
Cointreau Cordials ........... 44,179| Hy-Power Tamales ............ 
EE rrre rrr 821,733 | 
Gordon's Gin & Vodka ........ 19,152 | S 
Gordon's Vodka ............. 64,634 | 
Haig & Haig Five Star & Pinch } 
Bottle Scotch Whisky ....... 396,280 | SAAB MOTORS INC. 
Haig & Haig Five Star Scotch oe 
EF as, che cs ci-ens 22,798 | SABENA BELGIAN WORLD 
Haig & Haig Pinch Bottle Scotch lee =e ae 
King William IV Scotch Whisky 54,238 | SACRAMENTO MUNICIPAL 
Martini & Rossi Vermouth ..... 91,711| UTILITY DISTRICT ......... 
Martini & Rossi Wines ........ 38,624 | ST. PETERSBURG CHAMBER OF 
Piper-Heidsieck Champagne it 4x} eee 
Remy Wartin Grandy ....... 29.864 SALADA-SHIRIFF-HORSEY INC. 
Junket Danish Dessert ........ 
Junket Quick Fudge ...... 
} Junket Rennet Powder ........ 
FOR QUALITY WORK On Salada Instant (er. 


P. O. BOX 946, WICHITA 1, KANSAS 


Whether you need waterless pressure-sensi- 
tive decals or other K leen-Stik items. Our silk 
screening is superior. Creative and production 
fagiiities. Send now for free samples, estimate. 
SCREEN PROCESS PRINTING COMPANY 


Salada Tea 


| SALT RIVER POWER DISTRICT 
| SAN CARLOS PARK, FORT 


MEYERS, FLA. 


SAN GIORGIO MACARINI INC. 
Products 
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Sea Brand Frozen Fish Products 
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1,550 
77,105 
642.541 
19,383 


47.614 
45.482 


53,969 
60,794 


a ee ae ee ee — ee oe ee ee Ce ee ae ‘a i CS ee a, Sere i eet ee ee ae UNE. 
- ae 
ae oor de 

= eC . aye 
en ; _ Secret Deodorant .. ‘3 aoa 
: - 
Sage 

OO Sea UT i 

LYDIA E. PINKHAM MEDICINE 

| 23,567 

24,964 | 

85,853 
yes 67,342 Be eae 
pes 33 

ee — 1195635 

Be hita\ coaeaee PLANTERS NUT & CHOCOLATE 51.156 ae 

ages i UN onkes ins cvaceugeadentess 352,367 30,868 Bea 2 

pee a EES 47,398 7,378 ee 

eo, eee. GONG... . 5. camaaess 76,405 977,512 ore 

= isa SE Peanuts pee cecteasieeuads 228,564 977,046 Pie 

rd 28,192 466 : 

hea 1,537,960 25,988 : 

Meee 8 1,496 1,181,508 i 

met acer: 3,813 186,953 ae 

aoe Sad. IN hbo sk 06s Bee cous 74,089 39,484 | ia 

pee ee Rae ee 26,132 739,321 2 abe 

Pee a Dr. Edward’s Olive Tablets .... 103,738 200,476 i a 

Ste eeng Re ee FR SS 52,701 15,274 Se 

Pigs Maelo || bi ie bhGcbans babeoe ee 33,055 8,485,691 ee 

Yo RE TE IRF 48,283 2,171,596 et 
Ss att 33,747 53,867 a 

See 83,511 3,706,268 | 

ee 322,662 2,553,960 a 

Dee, Ses 26,062 eae ae 34,096 ee? 

ce eae 437,011 | PUGET SOUND PULP & TIMBER 3,432 ie 

capi: opie CURR 2S A EE at 8,829 30.666 

ee ae 17,454 | eee 

Es eee 28,623 
3,363 
er. eee 19,398 80,902 
; « , ne | 190,606 
Fai 52,010 ae 
30,145 : 
ne Td 23,427 ae 
eee wirTh 6,718 | ie. 
26,495 eS athe bk — 
55,117 a? Sore 
ae fg i 2 41,432 bie + 066 bao 
Pee os 2,716 bance sigae some 
eee wm 38,716 
= > = 225,756 as 

Biciesiae: « (iA Fey 43,998 

ort nen ( 4 a * 130,427 Saae 

Co Y © ).4 ay 

tee 3 —<— 52,806 | 73,838 ce 

oe ; sd 7,475 ae 
ey 114,834 2,318 ener, 
tee | 78,222 84 
2 ae 57,772 4,565 
oe 33,112 20,366 >; 
este 21,740 3,043 cae 

Bi: + gee 2,920 | 2,283 ag 

uae 25,444 7,760 Be 

ae 9,336 a0; a 

ee ae 16,108 1,806 ts. 

iii a acl 4,276,067 | 3030 §s 

ee 41,644 i 
; 49.201 34,859 a 
ea 1,445,526 # 
; 638,505 171,429 Pas 
25,919 
1,029 32,918 

Se ne 873,661 37,036 

ig ” Sos ye mz Duz : 14,366 aa 3 - 

iy ane | 1,206 47,561 

a eee 83,522 138,641 zi 
me Es 89,240 | , 7,980 ne 
ee 2,394 130,661 oe 

Sas ee [tC 67,021 26,262 pee ea 

oe ee a es 1,185 | 13,255 

che eee | wl rarer 6,174 | 13,007 

fo eee ER 36,134 

hig he ete Procter & Gamble Products ... 219,991 eee 

SG aie” DQ a iin Gites 34,960 

ie eee ¢ santtbastamastinde 66,439 

Sea somes iapirenentnayteiien teen IEE 14,536 

: | — 104,056 
a v3 8 a ” ar 640,160 ; 

’ ee ; _ 488,063 
ie yo : ia Cn YO par  — (oa 4 31,902 
bescie : aS > Oe ee a - Rery 22.934 
‘ | & J te GEE. een Bn, Be as Soa NG 38,971 
Batre tee ta 's & Bee Soe See 42,534 : 
oie = fake a, S'5 “ W/, — s Te x eee 2 Be Sithooouaone te eeeEoee Y | 15.756 ite 
, we . a SS q iS I, SRS IEEE Bitoo. .- eSOO BEER, 26.031 : 
: ————/j : Sad Cie nbc A nnn 22.552 
- KC ie om ee O 3,479 
| Be ee eee 48.184 
\ Ee ae mo CM se 4.617 
vere a Bee Mey EEO Sa 43,567 

Pe cate Peter a. SOOO Ny Soe fheemssrn: owen 1,343,467 Cte 

co poneraceesett CDS 1,304,965 

apt ge cate: , eee ROE orn, alae 38,502 : : 

o 2 ae (Ca — > Pn) ite? a 

a, ee a? ms te § SS Se 488,786 ims 

eae pe . La, sae fic} —- 

a ae mm a Sees. CRS SS 25,018 es 

es LE 145,195 ees 

Oeeire 83,122 “= 

asl | a ™ . 

ce 2 vs - ee - * te 

——— PRODUCTS, | ‘ ey 

a 700 Wes Wise nT a | 
eae A Chicago 31 gage * Bi | a OS ES, || ey 


MO 


REGISTER 
PACKINGS 
OL SEALS 
PRECISION 


THO 


THOMAS’ 
REGISTER 


¥ 


4 
MAS’ 


STER 
t 


i 
equipmen 


Lins 
, THO 
A RE 


2 ayer 
eemenac re) 


PORTRAIT OF A BUYER WHO SEES WHAT HE WANTS 


Notice the expression on the young man’s face. For a 
few minutes he’s a hero—until the next buying prob- 
lem comes along. This-goes on all day. But he can repeat 
the hero-routine whenever he wants—because Thomas 


Publishing gives buyers the product information they 
need, right when they need it. 


To provide buyers with product news and information, 
Thomas produces a monthly tabloid called Industrial 
Equipment News. IEN does more than announce, it 
describes products in detail and uses cutaways and 
how-it-works drawings to make the story clear. 


Then, to cover 75,000 different product classifications 
and tell who makes the products, Thomas produces a 
huge, four-volume directory, Thomas Register. TR is 
the most complete industrial directory in the world. 


Which explains why industrial buyers refer to TR 
70,000 times a day. 


Make sure buyers know about your products, too. 
Advertise in IEN and TR. They’re published by Thomas, 
product information headquarters for men who buy. 


THOMAS 


PUBLISHING COMPANY 


Product Information Headquarters 


461 EIGHTH AVENUE, NEW YORK 1,N. Y. 


Phone: OXford 5-0O500 
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And the popularity vote on new shows is trending ABC’s way* 


Trendful, indeed, is the chart — considering: (1) the 
viewers have now had ample time to sample the 
season’s new offerings on a consistent basis. (2) The 
viewing sample comes from where it counts most — 
the largest 3-network competitive market area meas- 
ured by Nielsen. 

And trendful, too, the standing of the top ten new 
shows.* ABC has five of ’em: My Three Sons, The 
Flintstones, SurfSide 6, Naked City, Bugs Bunny. 

Inasmuch as the vitality of a network is most dra- 
matically demonstrated by the vitality of the new 
shows, shouldn’t you be trending along— with ABC? 


ABC TELEVISION NETWORK 


NETWORK 


AVG. RATING 
ALL NEW SHOWS 


ABC-TV 


18.9 


NET Y 


iv .¥ 


NET Z 


14.9 


“Source: National Nielsen 50 Market TV Rati 
Average Audience all new evening programs, 7:30- 


11PM, January-March, 1961. 
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- Crown Vinyl Floor Covering .... 43,411; Du Bouchett Cordials .......... 
a Sandran Floor Covering ....... 17, 383 | Echo Spring Whisky .......... 
& SARASOTA COUNTY, FLORIDA, Geo. T. Stagg Whisky ........ 
oe ; CHAMBER OF COMMERCE 30,319 | Gibson's Diamond 8 Whisky 
: SARONG INC. Golden Wedding Whisky ....... 
EN Se air cn oso cb $0 cees's 67,881 Green River Whisky .......... 
Ls | ESP 149,298 I. W. Harper Whisky .......... 
EE WPMD acta ciccccecss 6,132, J. W. Dant Charcoal Perfected 
Duke’s Mayonnaise ........... 119,108 ES Sands ie céews a 46’s'e* 
OE nels ova vaey cesses 8,195; J. W. Dant & J. W. Dant 
rr 5,451 Charcoal Perfected Whisky ... 
SS, MB hd odo wine aS % oe 10,412, J. W. Dant Olde Bourbon Whisky 
SAVANNAH SUGAR REFINING J. W. Dant Whisky ........... 
CORP. J. W. Dant Whiskies ......... 
Dixie Crystals Sugar ......... 109,400 James E. Pepper Whisky ...... 
SCANDINAVIAN AIRLINES Kentucky Bred Whisky ........ 
SS ME fel A G.o Sdn svcce 604,200 Kentucky Bred & Park & Tilford 
SCANDINAVIAN TRAVEL Reserve Whiskies ........... 
IE ats on brain eee ed 29,342 Kentucky Bred & Park & Tilford 
*. & M. SCHAEFER BREWING Special Selection Scotch 
co. SW Gu tud cudhae tartan eas 
ES SE Se eee re 188.829 Kintore Scotch Whisky ........ 
SCHENLEY INDUSTRIES INC... 8,206,851 Long John Scotch Whisky ..... 
a Ee Sins o-5:0 6:0 <8 94 0 6 49,901 MacNaughton’s Whisky ........ 
Ancient Age Whisky .......... 750,566 Marie Brizard Liqueur ........ 
Belmont Whisky .............. 34,770 DRE ree 
: re 2,369 Melrose Gin & Whisky ........ 
ed Bourbon Institute ............ 65,835 Melrose & Melrose Vodka ...... 
SE IE os occ dave cial 2,817 Melrose Rare Whisky ......... 
Sales voce ised 58,303 Old Blue Ribbon Whisky ...... 
Cherry Weering .............. 21,204 Old Charter Whisky .......... 
SE EE) ah end sso cees 165,315 Gld Quaker Whisky ........... 
Cream of Kentucky Whisky 155,046 Olid Schenley Whisky ......... 
Cresta Blanca Wines .......... 16,468 Old Stagg Whisky ............ 
I in aac +65 0% 801 Park & Tilford Carriage & Special 
Dewar's White Label Scotch Selection Scotch Whisky ..... 
EE Vee Siek 6 os 60s Uae 86,525 Park & Tilford Carriage Whisky . 


HOUSTON 
CIRCULATION 
Fact 
No. 1 


The Houston Post 
is Houston's 
Largest News- 
paper, daily 
and Sunday. 


DAILY 
POST 216,538 
Chronicle 200,412 
Press 102,554 
SUNDAY 
POST 233,978 


Chronicle 226,544 


ABC White Audits 
for 12 months 
ending 9/30/60 


(Post daily circulation 6-day 
Chronicle, Press 5-day Mon.-Fri.} 


MORE CIRCULATION 
AT NO EXTRA COST 


THE HOUSTON Post 


Houston's largest 
newspaper, daily 
and Sunday 


Represented nationally by 
Moloney, Regan & Schmitt 


Park & Tilford Private Stock & 
Reserve Whisky ............ 
Park & Tilford Private Stock 
ae ee ee 
Park & Tilford Products ...... 
Park & Tilford Reserve & Dry 
RE pret Oe ane epee 
Park & Tilford Reserve & Special 
Selection Scotch Whisky ..... 
Park & Tiiford Reserve Whisky . 
Park & Tilford Special Selection 
Canadian Whisky ........... 
Park & Tilford Special Selection 
Scotch & Whisky .......... 
Park & Tilford Whiskies 
ener ae 
Royal Club Whisky ........... 
Sam Thompson Whisky 
Pe ee 
Schenley Canadian Whisky 
Schenley Certified Bourbon 
SE. “ek @u puddings 44654400 
Schenley Champion Whisky 
Schenley Distillers Corp.- 
Institutional 
ie POE eee 
Schenley Gin & Vodka ........ 
Schenley London Dry Gin 
Schenley London Dry Gin & 
Vodka 
Schenley 
Schenley 
Schenley 
Schenley 
Schenley 
Schenley 
Schenley Whiskies ............ 
Sir John Scheniey Whisky 
Three Feathers Whisky 
\.. Wererer eh eee ee 
JOS. SCHLITZ BREWING CO. 
Old Milwaukee Beer 
SE MES 8 heeds pScax <4: 
WM. SCHLUDERBERG.-T. J. 
KURDLE CO. 
Esskay Meat Products 
SCHMIDT BAKING CO. 
Bread 
PEs gwd b wkd d0sseceepan é 
C. SCHMIDT & SONS 
ee. SO ar ree 
a  f Reevrervecr rrr 
| Walley Forge Beer 
| SCHOLL MFG. CO. 
Dr. 
| Or 


0.F.C. Whisky 
i. eee 
Red, Satin Whisky .... 
Reserve Whisky ...... 
Smooth American Gin . 
Vodka 


Scholl's Air-Pillo Insoles 
Scholl's Ball-0-Foot Cushion 
Scholl’s Bromidrosis Powder 
. Scholi’s Bunion Reducer 
. Scholl's Electric Foot 
DE saéckvogdavecs seb Js 
Dr. Scholl's Foam-Ease Bunion 
E360 abe 45'05%04.9e0mas 
Scholl's Kurotex 
. Scholl's Products 
. Scholl's Toe-Flex 
. Scholl's Zino-Pads ........ 
. SCHONBRUNN & CO. 
Medaglia D'Oro Coffee ........ 
Medaglia D'Oro Coffee & Instant 
Coffee 


| Medaglia D'Oro Instant Coffee 
| Savarin Coffee ............4-. 
| SCHUCKL & CO. 
| Aunt Penny's Cheese Sauce 
Aunt Penny's Hollarcdaise Sauce . 
| Aunt Penny's Sauces 
Aunt Penny's White Sauce 
| SCHULZE & BURCH BISCUIT CO 
| Flavor-Kist Crackers .......... 
| SCHWEPPES (USA) LTD. 
| i ES a 
SCOTT PAPER CO. 
CE, 00sec ucest ccewses 
Cut-Rite Waxed Paper 
Scott Napkins 
ss. eee 
Scott Wonder Wrap 
WE WED cbse acendcees 
. SS ere ee 
Hamilton Beach Appliances 
Hamilton Beach Mixette 
CEE «Se sccecceccecets 
SCRANTON GAS CO. ......... 
| CHARLES SCRIBNER'’S & Sons .. 
| SCRIPTO INC. 
| PORE BD PUM. wc ccecccceses 
| SCUDDER FOOD PRODUCTS 
Laura Scudder’s Corn Chips .... 
Laura Scudder’'s Mayonnaise 
Laura Scudder’'s Peanut Butter 
Laura Scudder’s Potato Chips 
SEABOARD AIR LINE RAILROAD 
SEABOARD PACKING CO. 
Neptune Sardines 


16,830 | SEABOARD SEED Co. 


313,008 ee 
152,634 SEALY INC. 

3,612 | 
139,060; SEEMAN BROS. INC. .......... 

6,463 7 
602,825, Seabrook Farm Frozen Foods ... 

Seabrook Farm Frozen Vegetables 
64,547| White Rose Tea .............. 
SERTA ASSOCIATES INC. 

3,827 oe 
113,944 | SEVEN-UP CO. ............... 
195,478 | SHAKESPEARE CO. 

6,392 J See 
DF fo bbc ccc ccccese 
22,620 a 

re 

15,169 | W. A. SHEAFFER PEN CO. ..... 

Maico Hearing Aid ........... 
Sheaffer Pencils & Pens ....... 

2,102 | SHEDD-BARTUSH FOODS INC. 

1,563 Churngold Margarine ......... 
133,668 Keyko Margarine ............ 
125,873 Lady Betty Prune Juice ....... 

1,300 Shedd-Bartush Foods .......... 
23,471 Shedd’s Peanut Butter ......... 
25,626 Shedd’s Salad Dressing ........- 

1,570 Southern Gold Orange Juice .... 
212,254 W. SHEINKER & SON 

1,548 Holland House Cocktail Mixes .. 
600,696 | SHELL GIL CO. ................ 
74,707 er 
4,700 a iccccnscences 
245,389 Shelizone Anti- Freeze Prete r ery. 
a 
8,479 | SHERWIN-WILLIAMS CO. ....... 
8,356 UD) ssp 0 ceseticces 
ak eobesdcsee 
51,640 Martin Senour Paints ......... 
Sherwin-Williams Paints ....... 
2,128 Weed-No-More ............... 
Fee ices osc cccseses 
SMORT LINE INC. ............. 
CR See 
Bridgeport Insecticides ........ 
15,702 ioc eseee ness 
26,143 Ee 
EN 
8,437 Old Spice After Shave Lotion ... 
Old Spice Deodorant .......... 

15,255 PPT Tee 
79,981 Old Spice Smooth Shave ....... 
70,050 Shulton Preparations .......... 
77,956 Shulton Products ............. 

16,458 MEE. vc vc cccceccces 
258,589 | SHWAYDER BROS., INC. ....... 

1,002 Samsonite Chairs ............. 

Samsonite Luggage ............ 

51,936 | SICKS’ RAINIER BREWING CO. 

309,830 Cia ea su aes ee. 
EE G00 os v0 céeccees 

22,182 Bogen-Presto Sound Span ...... 
73,301 Bogen & University High Fidelity 

53,859 Er 

5,628 Olympic Television ............ 

Siegler Heating Equipment ..... 
105,569 | SIGNAL OIL & GAS CO. ........ 
698,856 ee 

7,004 SE SEM Sb owdcccccecves 
207,189 | SILVER-K CORP. 

1,608,595 Old Holland Beer Shampoo ..... 

15,933 | SILVER SKILLET FOOD 
45,990 EEE, ip dR. 000 0as.s 
20,812 EL SU ab eesesesces 
63,718 TS eee 
118,694 Corned Beef Hash ............ 

58,066 | SIMMONS TOURS INC. ......... 
534,045 | SIMON & SCHUSTER ........... 
BPE CIPI, WS bb ccc ccc cece ccces 
360,383 hn 66 6 6..0.08-0%05- 

Simoniz Wax 2-0 ............. 
TPG aces Check ocesses 

53,813 8 Ee 

65,186 | SINCLAIR OIL CORP. .......... 

39,469 Gasolines & Oils ............. 

25,717 Rod 65.0 00006000 
170,623 | SIROIL LABORATORIES INC. 

39,889 SS 
121,308 | SITA WORLD TRAVEL INC. ..... 

9,426 | SKELLY OIL CO. 

407,719 Gasolines & Oils ............... 

39,985 | SKIL CORP. 

38,438 tei ihiibhebecbcserceees 

28.353 | SKINNER MFG. CO. 

1,530 Macaroni Products ............ 

re 

4,701 TE ich os tescscccss 

eee 

2,007; A. 0. SMITH CORP. ........... 

22,059 Duraclad Vacuum Bottles ...... 

8,671 Permaglas Water Heater ....... 

287 | SMITH-CORONA MARCHANT INC. 
261,688 Smith-Corona Marchant Data 
115,856 Processing System Division ... 

15,768 Smith-Corona Typewriter ...... 

SMITH, KLINE & FRENCH LABS. 

78,536 ae 

12,699 ie hes bbb ence 0b bes ces 

8.853 Smith, Kline & French Laboratories 

30,858 | SNO-BOL CORP. ............... 

6,698 | F. H. SNOW CANNING CO. ..... 

6,815 ee 

6,929 Snow's Chowders ............. 

10,416 Snow's Chowders & Clams ...... 

EN ssn odaceseouse ss 

51,056 | SOCONY MOBIL OIL CO. ....... 

General Petroleum Corp. ....... 
111,813 Magnolia Petroleum Co. ....... 
887,173 Socony Mobil Gasolines & Oils .. 

79,957 Socony Mobil-Institutional ..... 

8.369 | SOKOL & CO. 

322,168 A cteceheesci secs 

52,963 | SOUTH CAROLINA ELECTRIC 

14,387 EE re 
409,329 | SOUTH DAKOTA DEPT. OF 

HIGHWAYS 


95.025 
51,543 | SOUTH JERSEY GAS CO. ....... 
42.217| SOUTHERN AIRWAYS .......... 
1,265 | | SOUTHERN BAKERIES CO. 


131, 226 & TELEGRAPH CO. 


SOUTHERN CALIFORNIA EDISON CO. 


25,446 | SOUTHERN CO. 


196,316 
107,646 
1,432 


Alabama Power Co. 

Georgia Power Co. 
CT TEE Hivos scccce secs 
SOUTHERN INDIANA GAS 


pnd |. 9 SAA 
| SOUTHERN NEW ENGLAND 
252,031 | 


.... See 
SOUTHERN PACIFIC CO. 
30,826 SOUTHERN PINE ASSN. 


26,700 


76,120 | 

332,741 | 
21,005 | 
77,355 

191,059 
43,322 


37,103 | 
339,265 | 


30,366 | 
121,743 | 
98,570 | 
23,173 
254,749 
136 
254,613 
86,013 


223,102 


28,668 | 
107,233 | 


| 
27,456 
79,777 
86,675 
2,015 
73,363 
11,297 
35,174 | 
73,982 | 
2,712 
11,490 
54,635 | 
5,145 | 
760,829 
142,932 
30,059 | 


Spib Southern Yellow Pine .... 34,147 
Texas Yellow Pine ........... 35,696 
| SOUTHERN RAILWAY SYSTEM .. 223,137 


SOUTHERN UNION GAS CO. .... 42,087 
SOUTHWESTERN BELL 
TELEPHONE CO. .........-.. 620,539 


SOUTHWESTERN LIFE INSURANCE CO. 53,037 
SPANISH NATIONAL TOURIST OFFICE 32,803 
SPATINI COMPANY 


Spaghetti Sauce Mix .........- 33,325 
15s cawkvaswasnes oss 64,414 
Apmte Gales 2. nce ccc cee cecces 24,946 
WO 5 bc h.cans nev sbighacs ts 39,468 


SPEEDWAY PETROLEUM CORP. 


SPENCER GIFTS .........se0 69,547 
SPENCER PRESS INC. ......... 100,120 
American Peoples Encyclopedia .. 31,100 
Our Wonderful World ......... 15,550 
Young People’s Book Club ..... 53,470 
SPERRY & HUTCHINSON CO. 
S & H Green Stamps .......-.. 208,147 
SPERRY RAND CORP. ......... 605,859 
Remington Products .......... 27,777 
Remington Shaver .......-.--- 72,847 
Remington Rand Typewriter .... 449,587 
Serr rrr rte 55,648 
SPRINGS COTTON MILLS ....... 87,212 
SEE Gb 68a 9 8 8zh 040645 60> 230,491 
STAHL-MEYER INC. .........-- $0,856 
reer cry 55,961 
Stahi-Meyer Meat Products ..... 8,651 
Stahl-Meyer Meat Spreads ..... 16,244 
A. E. STALEY MFG. CO. .......- 467,528 
SS Pree rrer errr 299,232 
Sta-Flo Starch & Sta-Puf Rinse . 26,929 
See-PO TARE koe awcccvsceces 141,367 
F. M. STAMPER CO. ..........-- 121,680 
Banquet Dinners ........-.-+- 42,889 
Banquet Foods ..........--s:- 21,720 
Banquet Frozen Chicken Pie .... 18,946 
Banquet Frozen Pot Pies ...... 22,760 
Banquet Fruit Pies ........... 15,365 
STAMBACK GB. ccccscccscoces 76,266 
STANDARD BRANDS INC. ...... 3,465,145 
Black & White Scotch Whisky .. 363,728 
Blue Bonnet Margarine ....... 41,582 
Chase & Sanborn Coffee .....-.. 453,104 
Chase & Sanborn Instant Coffee 763,305 
Churchill “88° Whisky ....... 9,115 
Daviess County Whisky ........ 22,533 
Fleischmann’s Gin ..........-- 263,576 
Fleischmann’s Gin & Vodka 21,809 
Fleischmann’s Margarine ....... 370,201 
Fleischmann’s Preferred & Vodka 399 
Fleischmann’s Preferred Whisky . 556,861 
Fleischmann’s Products ........ 46,581 
Fleischmann’s Vodka .........- 103,984 
Fleischmann’s Yeast ......... 20,471 
Hunt Club Burger Bits ........ 95,424 
Old Medley Whisky ........... 6,701 
kere rere ee 1,672 
i Peer Terie 54,018 
Siesta Instant Coffee .......... 98,211 
Tender Leaf Instant Tea ....... 75,067 
a. Perr Tree ee 96,803 
STANDARD KNITTING MILLS INC. 
Healthknit Underwear ......... 175,610 
STANDARD MILLING CO. ...... 152,678 
Coveemtn PUG once sescececs 104,902 
Pe: WE ak 6 pawdicsce ses 47,776 


STANDARD OIL CO. OF CALIFORNIA 1,925, 230 
Bug-Geta 1,045 


California Oi! Co. Gasolines & Oils 72 023 
California Oil Co. Institutional . . 22,232 
SE. vk bae-geceebdas dek2'00 114,880 
Ortho Insecticides & Weed Killers 603,200 
Standard Heating Oils ......... 358,975 
Standard Oil of California 

Gasolines & Oils ........... 605,948 


Carter Heating Oil 


Advertising Age, April 24, 1961 


(INDIANA) 


Gasolines & Oils 


Standard Oil Co. of Indiana- 


Institutional 


Utah Oil Refining Co., Gasolines 


1,071,040 
24,442 


Standard Oi! of Texas Gasolines & Oils 46,927 
STANDARD OIL CO. 
American Heating Oil 
American Oil Co. Gasolines & Oils 
American Oil Co.-Institutional . . 
Standard Oi! Co. of Indiana 


. 2,991,744 


41,163 


& Oils 30,930 
STANDARD OIL CO. (NEW JERSEY) 2,136,094 
3,486 


Carter Oil Co., Gasolines & Oils . 125,915 
Esso Heating Oi) ............. 199, 
Esso Standard Division Humble 
Oil & Refining Co. ......... 113,311 
Esso Standard Oil Co.-Gasolines 
| Pr ere reer tee 782,714 
Esso Standard Oil Co.-Institutional 76,354 
Humble Oil & Refining Co., Gas- 
ee a Se decks devas wses 528,914 
Oklahoma Division-Humble Oil 
> Yea 258,017 
Pate Division-Humble Oil & 
ara 58,599 
STANDARD OIL CO. (OHIO) ..... 281,446 
gS eee 198,698 
Rr re rrn $2,748 
STANDARD RAILWAY EQUIPMENT 
MFG. CO. 
Arkansas Traveler Boats ....... 73,165 
STANDARD ROMPER CO. 
ONL © CaN a day panne a e'o%s 36,448 
STANDARD SECURITY LIFE IN- 
SURANCE CO. OF NEW YORK 71,274 
STANDARD-TRIUMPH MOTOR CO. 
WD GG 5.0 a owen sees ivcis 1,039,240 
STANLEY WARNER CORP. ..... 628,428 
a erty ore 258,907 
ME: aw evince cad ceggetnsbies 107,346 
RTC ee 206,491 
DUEE.. trucasetnes doetcgs 3,109 
Playtex Bras & Girdles ........ 14,583 
ke ara ee 24,316 
In any language, 


The Cedar Rapids Gazette 
is lowa’s 1st newspaper 
in total advertising 
linage and provides 

95% coverage of lowa’s 
2nd largest market. 


Represented by 
Allen-Klapp Co. 


*PRIMA means FIRST in Latin 


Ad Clinic #22 


26,000 
SHERATON 
HOTEL ROOMS 


re 
ce ee 


check the 
Booklet. 


(a transparent device to get 
you to read this Sheraton ad) 


eS 
NOW 


es 


Chances are Sheraton 
has a few more or less 
rooms than the pat 
26,000 figure stated 
in the headline. 


Consumers want facts, 
not generalities. 


Yeah, but — the truth is — we’ve both missed the boat. It’s 
closer to 27,000, what with the new Sheraton-Baltimore Inn 
the new Diamond Head Win 
Hotel on Waikiki Beach and the new Sheraton-Tel Aviv, 
‘now under construction. If you’d like to know everything 
(room-wise) about Sheraton (and if you’d like to help us 
ull of this ad), send for free, 104-page Sheraton 
rite: Sheraton Corp., 
Atlantic Ave., Boston, Massachusetts. 


of our Princess Kaiulani 


Ad Age Ad #22, 470 
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415,755 | 
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53,481 | 
196,899 
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Pee 147,954 | 
139,143 
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There is no other form of communication today that quite equals the terse 
style of the newspaper. It is pointed, it is crisp, and when all other reading 


must be pushed aside, the newspaper is there—demanding and receiving 
attention. 


In air conditioning, heating and refrigeration, just as in advertising, the man 
interested in events and trends while they’re still news is naturally the 
executive with the greatest responsibility and fewest hours to read. 


For 34 years, Air Conditioning, Heating & Refrigeration NEWS, the in- 
dustry’s only newspaper, has been meeting the needs of such executives in 
manufacturing, contracting, and all phases of distribution. It serves 22,053* 
paid subscribers a weekly menu of industry news—as it happens. 


It is the one publication with weekly news vitality—aimed solely at the 
racing pace of the key executive who, in the final analysis, is the man to put 
the stamp of approval or disapproval on your product. Utilize this vitality 


for your products—make sure your advertising includes a solid schedule in 
the industry’s only newspaper. 


*Average net paid circulation, Dec. 31, 1960 ABC Audit 
Report. Circulation includes: 12,601 dealer-contractors, dis- 
tributor contractors, and service and installation contractors; 
945 wholesalers; 5,099 manufacturers. 


at this moment you are demonstrating 


THE VITALITY OF A WEEKLY INDUSTRY NEWSPAPER 


“OU aiding hae ae Kee 


ALR CONDITIONING 
HEATING & REFRIGERATION. 


4 teat 


BUSINESS NEWS PUBLISHING COMPANY 


450. West Fort Street ° Detroit 26, Michigan 


? NEW YORK LOS ANGELES oa 
f 521 Fifth Ave. 4710 Crenshaw Bivd. “ 

g MUrray Hill 2-1928-9 AXminster 2-9501 

4 CHICAGO DETROIT 

- 134 S$. LaSalle St. 450 W. Fort St. 

é FRanklin 2-8643-4 WOodward 2-0924 
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Playtex Products ...........-. 13,676 | Stokely’s-Van Camp's Products .. 9,623 
STAR-KIST FOODS INC. ........ 569,354 Van Camp Products ........... 5,032 
Nine Lives Cat Food .......... 77,427 STOUFFER CORP. 
8 =e 491,927 ke.) errr 120,007 
STATE FARM INSURANCE COS. . 332,710 | STOWE-WOODWARD INC. 
ce fF | Serres 106,142 Ebonite Bowling Ball .......... 72,577 
Maplesel Girdle .............- 55,092 | LEVI STRAUSS & CO. 
Perma-Lift Bras & Girdles ..... ee ae ror ree 329,099 
STERLING BREWERS, INC. | J. STRICKLAND & CO. 
CE Ses cana bad escaseves 41,284 White Rose Petroleum Jelly .... 93,445 
STERLING DRUG INC. ......... 1,763,927 | STROEHMANN BROS. CO. 
SITE © sivig--c adie wbocces 637,362 | RSS RPR Fara 66,106 
Campho Phenique ............ 193,167 | STROH BREWERY CO. 
D-Con Mouse Prufe ........... SR MO cal oe a 55 tua 530,584 
Energine Lighter Fluid ........ 512 | STUDEBAKER-PACKARD CORP. 3,775,068 
eee , || RR ree sr 155,703 
Lyons All-Day Cushions ....... 7,432| Hawk & Lark Cars ............ 151,330 
RR Sean » fo PA Creer 3,278,880 
Phillips’ Milk of Magnesia ..... 275.856 | Mercedes Benz Cars ........... $5,088 
Z.B.T. Baby Powder ......... 356,946 Studebaker-Packard Cars ...... 104,067 
STERLING FOREST PEAT CO. ... 67,119 |STYLE UNDIES INC. ......... 29,684 
STERN’S NURSERIES ......... Por 6 See 33,916 
EUGENE STEVENS INC. ........ Se FE UE hbk ds hoes cseec. 275,658 
Magic English Pellets ......... 55,196 SUGARDALE PACKING CO. 
Power-Flash Spark Plugs ...... 108,236 og 28,268 
J. ©. STEVENS & CO. .......... 280,951 | R. G. SULLIVAN INC. ......... 31,261 
ee 29,070 | Dexter Cigars ................ 16,524 
I os 6.0 cb6Gteeere 33,816 | 7-20-4 Cigars ............... 14,737 
Stevens Sheets ............... 218,065 | SUN LIFE ASSURANCE CO. OF 
STEWART WARNER CORP. ee ee arr 146,897 
Alemite CB-2 ............... 34,339 | SUN OIL CO. 
STEWART’S FOOD PRODUCTS CO. = Ff eee 1,008,948 
En nas badonsoeeaies 25,741 SUNBEAM BAKING CO. ........ 442,925 
STEWART’S PRIVATE BLEND ee 13,650 
COFFEE CO. ST tebe oss whtehedes ase 429,275 
ee 46,740 | SUNBEAM CORP. .............. 712,905 | 
STITZEL-WELLER DISTILLERY INC. 424,671| Appliances .............-..-- 79,658 
Cabin Still Whisky ........... 171,677 | Coffee Master .............-. 61,390 
Cabin Still & Old Fitzgerald Whiskies 34,329 | Floor Conditioner & Rug Cleaner 12,679 
David Nicholson 1843 Whisky .. 2968) Fry Pam on. cece ccc scecccses 124,295 
Old Fitzgerald Whisky ........ 198,245 ae Cee 13,809 
Old W. L. Weller Whisky ...... 18,052 CT DGB 60 ccoseede scabs 328,306 
STOKELY-VAN CAMP INC. ..... 683,876 | Toaster ............+seeeuees 58,159 
Pictsweet Frozen Foods ........ red Vacuum Cleaner ..........-.-. 17,584 
Pictsweet Frozen Orange Juice .. Products ...........s+ee+es: 17,025 
Pictsweet Frozen Vegetables on eo | | SUNKIST GROWERS INC. ...... 660,847 
Stokely Fruit Drinks .......... 70,623 Frozen Pe SY <5 wile daaoes 36,398 
Stokely’s Fruit Drinks & Van | Frozen Juice Bars ............ 184,317 
RN PUN ss oc a ednee ve 120,459 Frozen Lemonade ..........-- 52,748 
Stokely’s Orange Juice ........ 1,098 ., =. SPeerrerrry 121,664 
Stokely’s Products ........... 61,390 BY id as 09s S0esaS Se bas 78,943 
Stokely’s Vegetables ......... 63,048 SUE. Ra descksccecnvuceces 174,984 
Stokely’s-Van Camp's Beans ..... 272,974 | Orange Base ...........-.---- 2,746 
Stokely's-Van Camp's Fruits 53,685 i. Perr ee 9,317 
SUNLAND ESTATES (EL PASO, 
SS Saree 49,737 
| SUNLITE BAKERY ............. 45,271 
Bakery Products ............. 8,039 
SL os Got Rats eed Riek oi ts 37,232 
SUN MAID GROWERS OF CALIF. 
for CONVENTIONS - CLUB - HOME SE casey «A PE CN 129,502 
eae LL aeeetoes §=SUNRAY MID-CONTINENT OIL CO. 101,780 
rt MD Wd on csvetsatens 6,692 
DX Sunray Oil Co. ........... 95,088 
Bey Hq. 305 7th Ave., N.Y. 1, N.Y., OR 5-6500 PT MEE. scp sctocsestees 36,110 | 
Br: 30 W. Wash. St., Chi. 2, 101, AN 3-66229 SUNSHINE BISCUITS INC. ..... sass | 
" _ Gordon's Potato Chips ........ 24,752 
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OME of the top men and women in 
the field give you their keys to 
successful advertising in their new 
book, 460 SECRETS OF ADVERTISING 
Experts. They offer you the benefit of 
all they have learned about copy, lay- 
out, media, marketing, merchandising, 
packaging, retailing, research, produc- 
tion and sales promotion. 
@ John Caples (BBpo) reveals the 16 
checkpoints for a good ad 
@ Janet Wolff (J. Walter Thompson) 
explains the 20 ways to sell women — 
and how it must be different from sell- 
ing men 
@ Dan Goldstein (Schenley) gives the 
6 steps in the creative process 
@ Bennett Chapple (US Steel), shows 
you how to wring the last nickel’s 
worth out of an individual ad with 
merchandising and promotion 
e@ J. Gordon Lippincott (Lippincott & 
Margulies), explains how to tie your 
packaging in with your advertising and 
marketing 
@ PLUS Profile of successful work 
habits. List of books for further read- 
ing classified by subjects. Index of ideas 
by subject. 


“A real contribution to those desiring 
a successful career in advertising.” 
— ARTHUR (RED) MOTLEY, President, 
U.S. Chamber of Commerce; former 
President, National Sales Executive 
Club; President, Parade Publications. 


460 SECRETS OF ADVERTISING EXPERTS, 
edited by Willard A. Pleuthner, Vice 
President of BBDO and father of 
“brainstorming”, is a bargaim, too. At 
$4.60 it gives you 460 great ideas at a 
penny apiece. Small investment for the 
thousands to be earned when you 
master its techniques. On sale now at 
your bookstore, or use the coupon be- 
low to send your copy. If, after exam- 
ining the book for 10 days you are not 
delighted, we will refund your $4.60. 


Fe 10 DAYS’ FREE EXAMINATION = —, 
1 Thomas Nelson & Sons, Dept. 8-48 


| 19 East 47th Street, N.Y. 17, N.Y. 1 
Please send me 460 Secrets of ADvVERTIS- 

1 ING Experts. I enclose ( check 0 money | 

order for $4.60. I may return book in 1 
| days for fuil refund if T can't use its 1 
i techniques | 
l Pid esi csneeveccenstaineteseea ! 
l PPE 5 0s cccubbeencens cosevianeesreal 1 
I. 

1 Ns eecccecns sed Zone.. .State......... 


Roum accn ena anesanesementl 


Gordon’s Products ............ 3,397 | 

Schuler’s Potato Chips ........ 12,993 | 

Schuler’s Potato Frills ........ 7,142 

Schuler’s Potato Sticks ........ 3,698 

Schuler’s Products ............ 13,264 

Sunshine Crackers ......... .. 385,194 
SUPERIOR PACKING CO. 

. © eae 31,702 
SWANK INC. 

Se 8 126,494 
SWEDISH AMERICAN LINE ..... 125,180 
SWEETS CO. OF AMERICA 

Tootsie Roll Ice Cream Bar ..... 102,051 
- of (ts ea 1,481,870 

Corkhill Meat Products ........ 1,607 

8 68,400 

Se 1,622 

Mayrose Meat & Fish Products .. 31,943 

Neuhoff Meat Products ........ 20,798 

a 4,485 

Pard Crunchers .............. 94,925 

Nectar Meat Products 14,766 

PMMEEIIE Cc ccsecesct 62,488 

Sein’: a 303,845 

Swift Beef Burger ............ 4,129 

Swift's Frozen Dinners ........ 2,032 

Switt’s Tce Cream ............ 97,465 

Swift's Meat & Poultry Products 21,069 

Swift's Meat Products ......... 448,932 

a 23,014 

a 244,803 
Wn eee 35,547 
JOHN H. SWISHER & SONS 
| King Edward Cigars ........... 164,156 

| SWISS AIR TRANSPORT CO. 123,334 
SYLVAN SEAL MILK INC. ...... 78,100 

Se Se 8,737 

EE Dig 5.0 cccevccce 63,186 

Eas gk ccvccse ous 6,177 
SYRACUSE CARD CO. .......... 50,297 
TV TIME FOODS INC. 

ES OE eee 37,319 
TAHOE KEYS (CALIFORNIA) 28,190 
TAMPA ELECTRIC CO. ......... 41,470 
CO Eee 702,686 
aici sh veccccces 41,197 

O'Keefe & Merritt Ranges ...... “16,533 

KL Eee 24,664 
TASTY BAKING CO. 

Tastykake Cakes & Pies ........ 29,812 
TAYLOR PROVISION CO. 

Ee 33,438 
2 06LlU 43,270 

TTT 16,653 

ge Serre 26,617 
TEA COUNCIL OF U.S.A. ....... 89,112 
TENNESSEE DIVISION OF 

INFORMATION .......... 43,070 
| TETLEY TEA CO. .............. 89,651 

See 51,462 

OS eee 38,189 | 
re 380,072 

Gasolines & Oils ............. 258,632 
8 SS 1,391 
rs ESL Gio 6 W606 05.00.06 120,049 
| TEXAS ELECTRIC SERVICE CO. .. 84,704 
TEXAS GAS TRANSMISSION CORP. 29,610 
TEXIZE CHEMICALS INC. 

Cleaners & Detergents ......... 140,585 
THIS WEEK MAGAZINE ........ 68,040 
SS | ae 210,042 

Baking Products .............. 138,043 

eS a oe 71,999 
THOMPSON MEDICAL CO. ...... 25,008 

Ed S5656c0s0008 1,182 

eee 23,826 
ee 98,379 
TIDEWATER OIL CO. 

OME, ss vacccscccces 188,045 
TIDY HOUSE PRODUCTS CO. ... 100,647 

CE Bi cadas caseaeeeces 35,318 

RATS 0/0600 106045400 65,329 
TILLAMOOK COUNTY CREAMERY ASSN. 

| SES 35,945 
EE ee 1,477,571 

EES a 22,901 

8 er 958,551 

Sports Illustrated ............ 34,976 

DEEL EU SEE cs ch eececreces 460,143 
TIME LIFE INSURANCE CO. .... 56,713 
TIMES-MIRROR CO. ........... 141,664 

Los Angeles Mirror ........... $8,144 

Los Angeles Times ........... 53,520 
TITLE INSURANCE & TRUST CO. 59,134 
TOBIN PACKING CO. 

8 195,631 
TOLEDO EDISON CO. .......... 63,674 
EE bo bx as cacceccess 30,192 
| TOP VALUE ENTERPRISES INC. 

Se 423,401 
MS GS sc cccccccccss 201,647 

AE so 198,026 


Sree re 3,621 | 
TOYOTA woTOR DISTRIBUTORS INC. 145,071) 

. cP aera rs 12,394 

_ 2 Saar 29,350 | 

ge 3,327 | 
TRAILER COACH ASSN. ........ 84,060 | 
VE, MM etsenccugecssotene 190,985 

Ble GORBMIIRME «occ cn wecccess 176,228 

Heating Equipment ........... 14,757 
TRANS CONTINENTAL AIRLINES 

ST hd \ oe wiike nd saseenees 252,874 
TRANSISTOR WORLD CORP. 25,260 

Toshiba Hearing Aid .......... 11,259 

. | Serrery re 14,001 
TRANS-TEXAS AIRWAYS ....... 102,547 
TRANS WORLD AIRLINES INC. . 2,660,091 
TRAPPIST MONKS’ ABBEY OF 

THE GENESEE 

eer eee 157,166 
TRAVELCADE TOURS .......... 27,385 
TREE SWEET PRODUCTS CO. 

Frozen Orange Juice .......... 37,356 
TREO CO. 

Bree GG ow isc csciceses. 44,599 
TRIANGLE PUBLICATIONS INC. . 362,571 

Gravure Division ............- 1,292 

Philadelphia Inquirer ......... 15,117 

RP eee 60,867 

( A oe oe 285,295 
TRIPLE S BLUE STAMPS ...... 46,029 
PEE I~ ocaedeeseeases ss 42,730 

SE DeitiWdeexenssas ocas 3,919 

Tru-Ade Beverages ............ 38,811 
TURTLE WAX INC. 

Pere eee 68,401 
TWENTIETH CENTURY FOX 

FILM CORP. 

ie eer 136,490 
TWENTY-ONE BRANDS INC. 94,220 

PPE Cee 2,894 

Ballantine’s Scotch Whisky ..... 63,689 

SD WEED Gb sacdoectccase 133 

“2 Grené Predusis ......... 27,504 
TWIN PINES FARM DAIRY 

CRED © 5 edde sens gene 32,877 
TE, ED. oh bas eeA wees ne 43,311 
UDDO & TAORMINA CORP. 

Progresso Food Products ....... 55,873 
UNCLE SAM BREAKFAST FOOD CO. 

a eee 64,174 
UNION CARBIDE CORP. ....... 782,951 

Se, CUED. Salnsecdccocccess 16,070 

Eveready Flashlight Batteries ... 392,679 

Prestone Anti-Freeze ......... 142,549 

Prestone Car Polish ........... 31,122 

Prestone De-Icer ............. 76,582 

SEE EE bc aaWeacotneons 50,367 

PE Ate hed 6604 6 00% 73,582 
UNION ELECTRIC CO. ......... 237,485 
UNION OIL CO. OF CALIFORNIA 622,402 
UNION PACIFIC RAILROAD .... 466,233 
UNION STARCH & REFINING CO. 30,105 

Dixie Dew Syrup ............. 2,888 

Flowing Gold Syrup ........... 3,174 

King Bee Syrup ............. 11,801 

Pennant Marshmal-o Creme .... 12,242 
UNITED AIRCRAFT CORP. ..... 117,781 

Pratt & Whitney Aircraft ...... 76,211 

2 aes pe - 15,067 

United Aircraft Corp. ......... 26,503 
UNITED AIR LINES INC. ....... 2,496,343 
UNITED ARTISTS CORP. ....... 40,880 
UNITED BISCUIT CO. OF AMERICA = > 

EY SIRS is). cc cacctncs 157 

Keebler Crackers ............. S283 

Sawyer Crackers ............. 75,606 

Supreme Crackers ...........: 45,843 
UNITED FRUIT CO. 

PC ke iievckaveaswi nese. 32,058 
ff Sere 157,864 
UNITED ILLUMINATING CO. 26,987 
UNITED JEWISH APPEAL ...... 59,587 
UNITED MEDICAL SERVICE, INC. 111,114 
UNITED MERCHANTS & MANU- 

FACTURERS INC. ........... 112,417 

Ameritex Fabrics ............. 3,103 

CE Pda cinesacetacdccead 109,314 
UNITED STATES 

BREWERS FOUNDATION ...... 130,698 
UNITED STATES LINES CO. .... 178,800 
UNITED STATES NAVIGATION CO. 148,355 

Hamburg-American Line ....... 7,322 

North German Lloyd Line ...... 141,033 
UNITED STATES NEWS & WORLD 

DEL St liads cucdenancsaas 693,166 
UNITED STATES OVERSEAS AIRLINE 45,413 
a rere or 33,557 
UNITED STATES RUBBER CO. .. 754,036 | 

Alanap Weed Killer ........... 1,172 

Re Le 611 | 

MEE Yinetietshetcaunsions 10,174 | 

SM --¥eebuessiaecabeuwan 7,504 


a er 27,429 

0 EE ere ee 6,170 

U.S. Rubber Products ......... 17,547 

U.S. Rubber Rainpals ......... 32,658 
ae °° Sere 650,771 
UNITED STATES SHOE CORP. 

2h. '. eee 64,474 
UNITED STATES STEEL CORP. .. 1,556,424 
UNITED STATES TIME CORP. 

ge err 46,106 
UNITED STATES TOBACCO CO. .. 36,371 

RE See 11,429 

Skoal Chewing Tobacco ........ 24,942 
UNITED STEEL WORKERS OF 

DEE -. Gu dei phendsneneces 257,108 
UNITED VAN LINES INC. ...... 74,095 
UNIVERSAL PICTURES CO. 

Universal-International 

Motion Pictures ............ 27,862 

UTAH POWER & LIGHT CO. .... 54,086 
UTICA MUTUAL INSURANCE CO. 96,481 
VANITY FAIR PAPER SALES CORP. 33,172 

EN, excep adeinnace Gadkbbee a 3,000 

NE Meh iS vaeun cc eh ne bees 13,768 

OE Welexcsdicaeees caede 16,404 
VAN MUNCHING & CO. ........ 176,447 

ee 129,249 

Kahlua Coffee Liqueur .......... 2,482 

Ge BE ED aca dicicescccss 2,994 

Queen Anne Scotch Whisky ..... 37,903 

St. Ledger Scotch Whisky ....... 3,819 
D. VAN NOSTRAND CO. ........ 28,452 
Ss ae 102,225 
VAUGHAN’S SEED CO. ......... 63,139 
VERMOUTH INDUSTRIES OF 

AMERICA INC. 

Tribuno Vermouth ........... 29,827 
VICK CHEMICAL CO. .......... 1,101,365 

RAP er ere. 290,805 

Clearasil Shampoo ............ 46,011 

 , eeereerrs Tre erry Te 118,321 

TR isdn ads dss ta vaweuneke 38,629 

Vicks Cold Products mn tae 173,185 

Vicks Cold Tablets ........... 99,764 

. & Bear Coe 167,645 

.. - Seer. 8,036 

Vieks TVhrent Disks .........- 2,851 

i... a SeSSeeer ror 1,760 

Vicks Vapo-Steam ............ 40,420 

Vicks Va-Tro-Nol ............. 113,938 
i eae 32,522 
VIENNA SAUSAGE MFG. CO. .... 32,512 
. . Ser 140,647 
VIOBIN CORP. 

We SEED nccoaddancéss 91,163 
VIRGIN ISLAND GOVERNMENT 

INFORMATION OFFICE ....... 25,970 
VIRGINIA-CAROLINA 

CHEMICAL CORP. 

8... SePPerr rer eee 79,739 
VIRGINIA DEPARTMENT OF ' 

CONSERVATION & ECONOMIC 

DOSING. i sonassessc 79,284 
VIRGINIA ELECTRIC & POWER CO. 142,869 
VIRGINIA STATE APPLE 

re eee 30,129 
VITA FOOD PRODUCTS INC. .... 102,386 

Mother's Gefilte Fish ......... 19,278 

Mother's Margarine ........... 5,506 

Vita Fish Products ........... 75,901 

4 eee 1,701 
VITABLEN CORP. 

EN eid Deckeed hb eness 72,795 
i 60 ceed ews $a 6% 296,897 
VOGARELL PRODUCTS CO. ..... 157,495 

ey ee err er 1,930 

SE = Seth ie soto d ence odes dts 5,955 

SNL. ote Ces 68 456000 08s cee 3,534 

DEE Ticdemestvnvanyeee nets 146,076 
VOLKSWAGEN OF AMERICA INC. 862,645 

Volkswagen Cars ..........-... 680,119 

Volkswagen Trucks ............ 182,526 
fe a ePrerer rT rere 297,110 

SM weekthcdes sedi ceveveuts 294,647 

WEE, és: a¢4 0d-< Ke edeceneceets 2,463 
WAITT & BOND INC. 

Blackstone Cigars ............ 33,780 
HIRAM WALKER-GOODERHAM 

Ey UE a4 00 dees oats 3,763,018 

Barclay’s & Corby’s Reserve Whisky 196 

Barclay’s Gin & Gold Label Whisky 683 

Barclay’s Gold Label & 

Corby’s Reserve Whisky ...... 1,040 
Barclay’s Products ........... 6,666 
Barclay’s Whisky ............. 67,757 
Booth’s High & Dry Gin ...... 113,499 
Booth's House of Lords Gin .... 15,632 


DISCOUNTS UP TO 


20% 


CALLER-TIMES NEW BULK 
AND FREQUENCY DISCOUNTS 
CIRCULATION 91,439 ABC 


Notional representatives 
TEXAS HARTE-HANKS NEWSPAPERS 
Dollos New York Chicago 
Optional member The Texas Group 
Represented by the Branham Co 


; 5 Ald adaasa ae va 


PACT .: 


Go to bat in the Caller-Times and score with sales in Corpus 
Christi, the nation's 74th city. New military facilities bringing 
1,200 new jobs to add to $1 million a week Navy expendi- 
tures. Bank deposits up to $152 million. New motels, office 
buildings, expressways. Write for full market data. 


Cheers crriseCaller-Cimes 


F keonet | 
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When Pepsi-Cola 
telegraphs 530 bottlers... 
things hinge fast! 


(===) WESTERN UNION —— 


coe tat te TELEGRAM =e 


aed C—O 
W. P. MARSHALL. Passoent 
r ‘The Gling time shown in the date line on domestic 3 is LOCAL TIME at point of origin. Time of receipt is LOCAL TIME st point of destination _ 


JAMES GOODING, JR. 
PEPSI-COLA BOTTLING CO.—DENVER, COL. 


PEPSI SPONSORING NBC-TV SPECTACULAR “YOUNG AT HEART” 
STARRING JANE POWELL,FRIDAY, APRIL 28. PROMOTION MATERIALS 
TIEING IN PEPSI THEME IN PRODUCTION AND AVAILABLE 
IMMEDIATELY. HOW MANY DISPLAY UNITS CAN YOU USE? 


PHILIP HINERFELD, PEPSI-COLA COMPANY, NY 


asiic 
roi ¥ MUSIL 


“YOUNG- AT-HEART’ 
| ~ 


el INE POWEL 


(= WESTERN UNION = 


” JANE PO) POEL ig 1V SPR 


TELEGRA = 
Tes enna eto et weit este ee 


PHILIP HINERFELD 
PEPSI-COLA CO.—NEW YORK CITY 


REQUIRE TOTAL OF 75 SPECIAL “YOUNG AT HEART” DISPLAY 
UNITS AS SOON AS POSSIBLE. HAVE ALREADY ARRANGED TIE-IN 
PROMOTIONS IN 53 SUPERMARKETS. EXPECT MORE TO FOLLOW. 


JAMES GOODING, JR., PERSI‘COLA BOTTLING CO.—DENVER 


pu AY ker 


SPECTACULAR PROMOTION? Say it in a spectacular way as Pepsi did to 530 bottlers . . . by 


telegram! People respond to telegrams. Result? Things happen fast. When busy companies use accurate, 
action-getting telegrams, they save time and money. Good reasons for yeu to wire for action! 


Western Union... for action! 
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Canadian Club Whisky ......... ; Hiram Walker's Vodka ......... . PRO Tooth Brush ............ 186,563 | WEEKLY PUBLICATIONS INC. 
Corby’s Reserve Whisky ........ 318,261 Imperial Whisky ............. 796,202 | Quick Home Permanent ........ 9, RRP Pa 378,034 
G & W Five Star Whisky ........ 6,111 Lauder’s Scotch Whisky ....... 12,650 Richard Hudnut Preparations ... 143,191 | ALBERT WEISS & CO. | 
G & W Five Star & Mill Farm Whisky ............ ie te? 1 Se 31,468 | 
William Penn Whisky ....... 799 Mountain Ridge Whisky ....... 2,026 ee 22,818 | DAVID WEISZ CO. & M. J. | 
G & W Private Stock Whisky ... 18,066 Old Smuggler Scotch Whisky .... 31,681 Tote Toothbrush ............. 13,993; WERSHGW CO. .............. 34,186 | 
G & W Seven Star Whisky ..... 104,889 | Renault Wines ............... 3,716 | WASHINGTON COOPERATIVE | WELDON FARM PRODUCTS INC. 39,233 | 
Grand Macnish Scotch Whisky .. 41,325 Royal Canadian Whisky ........ 10,349 FARMERS ASSN. ree 26,866 | 
Hiram Walker's Brandy ........ 5,244 Sherbrook Whisky ............ 4,176 Lynden Chicken & Turkey Products 36,092 | Alba Instant Dry Milk ........ 12,367 
Hiram Walker's Gin .......... 25,945 Ten High Whisky ............. 321,366 | WASHINGTON GAS LIGHT CO. .. 77,807 | WELLER ELECTRIC CORP. 
Hiram Walker's Little ‘Brown Twin Seal Whisky ............. 21,870 | WASHINGTON NATURAL GAS CO. i A ree 69,724 
; Pe 1,292 | ge A rer 2,544 | WASHINGTON STATE APPLE | WELSH CO. 
Hiram Walker's Private | Walker's De Luxe Whisky ...... 412,869 ADVERTISING COMMISSION 62 764 2. See oe 53,092 
Cellar Whisky ............. 19,143 William Penn Whisky ......... WASHINGTON STATE DEPT. OF WEST BEND mALUMIWUis co. 
Hiram Walker's Products ...... 111,776 | WALKER-GORDON LABORATORY CO. 25,039 COMMERCE & ECONOMIC a RP ae 36,928 
8 RN ee 87,244 Waveamemene ............. 29.075 WEST oe PRODUCTS INC. 67,597 
| Glimwiting 2. cee eee eens 72,337 WASHINGTON WATER POWER CO. 40,446 4...) 7 ee 38,630 
4 <2 ee yee 14,907 ~~ WASTE KING CORP. ........... 57,607 West- Pine Sead sduscaee base ae 28,967 
| SIDNEY WANZER & SONS ...... 850 Universal Ranges ............. 19,112 | WEST COAST AIRLINES ........ 36,194 
IGNITY | Gesdiote Orink ............- 8,068 Waste King Dishwasher ........ 9,967 | WEST END BREWING CO. 
PRESENT PAPERS WITH D . & Fer 4,716 Waste King Disposal .......... 28,528 Utica Club Beer .............. 64,221 
SEND $1.00 FOR 10 — DEE cg tnseebeeenses 5,456 | WATER MASTER CO. ........... 213,787 WEST PENN ELECTRIC SYSTEM . 73,330 
8 ee re eee 10,797 a 174,095 | 
JIFFOLD PRESENTATION COVERS TN ce nesses 40,813|  Water-Master Toilet Tank Ball. 39,692 | WEST POINT MFG. CO. ........ 131,783 
(regular $2.10 value) WARD BAKING CO. ........... 264,781 | WATERFILL & FRAZIER Martex Towels ...... Met ee eens 20,751 
ee” ear re 47,525 DISTILLERY CO. Wellington Sears Fabrics ...... 40,001 
HOLDS 20 BY,” x 11” SHEETS | Gerber Cookies ............... ff |) Se 38,510 | Wellington Sears Sportswear... .. 71,031 
bE on. sy accede teks 217,121 | WAUWATOSA FUEL & SUPPLY CO. WESTERN AIR LINES INC. ..... 690,126 
SOFT * WHITE + DISTINCTIVE WARNER BROS. PICTURES ..... 45,040 | Quick Flash Heating Oil ....... 36,306 | WESTERN MASS. ELECTRIC CO. 31,347 
UNIQUE STITCHING ea ene ieee ee re 57.537 WESTERN PACIFIC RAILROAD .. —_ 57,389 
WILL WOT SHAG OR SCRATCH Bromo-Seltzer ................  8450|WEBCOR INC. ................ 61,204 , WESTERN PRINTING & LITHO poe 
CLINT LEAP, INC. Du Barry Preparations ......... 237,167| Phemegagh ................. 27,218 | Golden Press ..........-...-. 
° Fashion Quick Home Permanent . 218,218 | Phonograph & Tape Recorder 9,298 WESTINGHOUSE ELECTRIC CORP. 2,385,138 
737 Locust Corner Road ES eiaaee eae 1s 3 |e 3,616 = Conditioner .............. 652 
Cincinnati 45, Ohio iy | BRUNE dsc cicccocscecscuse ; | OR eee GHEE) GPTID og oc csccisicce sess 173,224 
Pee é&8&8€= i i >A rrrn 15,060 | jabs Seegls ees , 


wi FLINT’S only daily newspaper 


374,313 people live in Flint’s Metropolitan Area. Of this 
total, 126,600 men and women (more than one-third 
of the population) are employed. Flint people make a 
lot of money to buy the things they want and need. The 
Flint Journal delivers sales messages to 92.1% of the 
homes in the area. 


Flint is the second largest automotive center in the world. 
It is the home and largest production center of General 
Motors, and is the home of Buick and AC Spark Plug Divi- 
sion. GM operations include four Chevrolet plants, Fisher 
Body and Ternstedt. In fact there are 106 industrial plants 
furnishing automobiles, parts and accessories, paint, tools, 
gauges, dies, fixtures, travel coaches, corrugated papers, 
storage tanks, cotton products and a host of other things. 
There has been tremendous expansion in industry, retailing, 
building, civic and cultural developments. 


Because our readers have confidence in The Flint Jour- 
nal and what it contains, advertisers are assured the 
best possible advantage for their advertising dollars. 


FLINT’S ONLY DAILY NE 


THE FLINT J 


B. Newman, 435 N. Michigan Ave 


A Booth Michigan Newspaper 


Population up 36% over 1950 
Flint’s Metropolitan Area pop- 
ulation is now 374,313 


Flint’s GM Payroll up 18% 
The GM payroll in Flint for 
1960 amounted to $453,841 ,000 


Buying Power up 17% in one year 


Effective Buying Income is 
$842,992,000. Total Spendable 
Income for Retail Trading 
Zone is $1,078,850,000. 


Flint Journal Circulation .. . 95,115 


New monthly average, 97,584 


Sources: 1960 U. S. Census; 1960 
SM Survey of Buying Power; ABC 
Report, Sept. 30, 1960 


WSPAPER 


OURNAL 


7-4680 


aw as, de aonte eles ik 4,531 
KR a 41,570 
Freezer & Refrigerator ........ 12,943 
. k TRS ere 189,638 
Heating Equipment ........... 2,707 
SE SMGls a5u abd as «poe aq ahls 89,337 
a eee rr 511,548 
Laundromat & Dryer .......... 52,255 
SN ink ise o pad €¢< 3440. od and 25,450 
i err ae 5,061 
Phonograph & Television .... ... 15,013 
iG nici e ane he eate ea ee < 7,738 
ee rr 150,332 
APS ore 369,891 
Scrubber-Polisher ............. 12,598 
WE Cs 5 05> cou aus neh wae < 63,249 
Vacuum Cleaner ............. 107,065 
Westinghouse Broadcasting Co., Inc. 36,771 
| A ee Oe 62,995 
ED ede Ge wena pee soa 385,638 
WEEN GUS cc ccev scenes 75,816 
WHIRLPOOL CORP. ............ 1,519,531 
RCA Whirlpool Air Conditioner . 45,208 
RCA Whirlpool Appliances ..... 14,304 
RCA Whirlpool Cleaner ....... 60,851 
RCA Whirlpool Dishwasher ..... 57,923 
RCA Whirlpool Dryer ......... 158,860 
RCA Whirlpool Products ....... 135,658 
RCA Whirlpool Ranges ........ 42,596 
RCA Whirlpool Refrigerators ... 379,860 
RCA Whirlpool Washer ........ 550,233 
RCA Whirlpool Washer & Dryer . 74,038 
WHITE KING SOAP CO. ........ 161,806 
i eR rrr rr 62,524 
Liquid Detergent ............ 9,264 
SE gen dbad 4 aceehcs Sad ckde 58,121 
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Beer 
WILBUR-ELLIS CO. 

Southern Star Bonito ......... 

Southern Star Meat Products ... 
WILCO FASHIONS 
JULIUS WILE SONS & CO. 
EE 0 50 66.45 6 40x eesas 
Bollinger Champagne 
Canasta Cream Sherry ......... 
Canasta Cream & Dry Sack Sherries 
Ory Sack 
Pere erie 
Peter Dawson Scotch Whisky ... 
. iS.) ere 
Romanoff Vodka .............. 
Williams & Humbert’s Wines ... 
. B. WILLIAMS CO. 
Aqua Velva 
Aqua Velva & Williams Lectric Shave 
Conti 


— 


Serutan 
Sominex 


Williams Lectric Shave ........ 
Williams Lectric Shave & Instant 
SE 3.cud ea ties povesseeee 
Williams Products 
MD, h.n.o04 ehR40 094 b00%0ds 
WILLIAMSBURG INN (VIRGINIA) 
WILSHIRE OIL CO. ............ 
WILSON & CO. 
Ideal Dog Food 
Pichia skins oueddhsctears 
Wilson Meat Products ......... 
Wilson Sports Equipment ...... 
KAY WINDSOR FROCKS INC. 
Kaye Windsor Dresses 
D. E. WINEBRENNER CO. 
Breakfast Juice Drinks ........ 
WINNIPEG, MANITOBA, CANADA 
WISCONSIN CONSERVATION DEPT. 
WISCONSIN DELLS, WISCONSIN, 
CHAMBER OF COMMERCE .... 
WISCONSIN ELECTRIC POWER CO. 


NATIONAL REPRESENTATIVES: A.H. Kuch, | 10€. 42nd Street, New York 17, MUrray Hill 2- 4760 @ Sheldon 
© tice McQuillin, 78 


5 Market St., 
Son Francisco 3, SUtter 1-340] © Willidm Shurtliff, 1612 Ford Bidg., Detroit 26, WOodward 1-0972. 


WISCONSIN INDUSTRIES ...... 
WISCONSIN TELEPHONE CO. 
WISE POTATO CHIP CO. 
EL 64.60304%404 460060 
WOLVERINE "SHOE & TANNING CORP. 
SEED Sd enbsetesecsees 
WOMAN'S DAY INC. ........... 
WORCESTER BAKING CO. 

Town-Taik Baking Products 

a 
WORCESTER COUNTY 

ELECTRIC COMPANY ........ 
WORCESTER GAS LIGHT CO. 
WORLD EDUCATIONAL SERVICE 
WORLD PUBLISHING CO. 
WORLD TRAVEL SERVICE ..... 
WORLD WIDE ENCYCLOPEDIA CORP. 

Consumers Educational Service . . 
WORTHINGTON CORP. 

Mueller Climatrol ............ 
WM. WRIGLEY JR. CO. 

Gun 


GE OMe bn vssssccscces. 
YOUTHCRAFT CREATIONS INC. 


Se EE e060 Se deasede gs 
ZEIGLER PACKING CO. 
66 cbs tcec teed d 38,284 
ZENITH RADIO CORP. ......... 975,633 
a ee 389,485 
DE (26, nbaciveekedvde 24,114 
Dt Stndatiasheabtasicaces 134,255 
Radio & Television ........... 70,232 
SE GO24 60 ee eWk tas cess 310,754 
SRE site icldanto0sene wet 46.793 
ZIM ISRAEL NAVIGATION CO. .. 97,315 
ZIPPO MFG. CO. 
SED 6 daa ¥ctd¥etvestcwcess 57,941 
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LEADERSHIP IN ACTION: Ist Quarter 1961 vs. Ist Quarter 1960 


ae 


Look gained more advertising revenue 


than Life and the Post combined 


Look was the only one of the three 
to show a gain in advertising pages 


Look circulation reached 6,550,000— 


up 400,000 for a new all-time high 


*Comparative figures not yet available 


The first quarter of 1961 was the biggest first quarter in Look history—biggest in 
circulation, biggest in advertising revenue, biggest in advertising pages. 


Look’s gains over first quarter 1960 are outstanding in the major weekly field. The 
same was true in the second half of 1960, when Look was the only magazine in the 
field to register increases in ad revenue and pages... when LOOK gained virtually 
as much circulation as Life and the Post combined. 


Look’s record is one of continuous, year-after-year growth. Over the past five years, 
LooK has gained more circulation and ad revenue than any other major magazine, 
and has been the only magazine in its field with an increase in ad pages. 


People like Look. They respond to its warmth and liveliness, its dedication to the 
personal approach. For out of the endless parade of unrelated news, of faceless 
crowds and impersonal abstractions, LooK readers meet the people who give it all 
meaning... people whose experiences evoke understanding and response. 


This human quality is the solid editorial underpinning of the greatest growth record 
among all major magazines—the record of Look, the magazine of leadership. 


THE EXCITING STORY OF PEOPLE 


25TH YEAR OF PUBLICATION 
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Medical Assn. Launches New Drive 
Attacking ‘Socialized Medicine’ 
‘Help Those Who Need ‘his _Socialised Medicine,” 


Help’ Offered as Antidote § =The AMA’s newspaper phase of 
to Proposed New Law the program, as planned at present, 


will consist of one seven-column 
Cuicaco, April 18—The 180,000 | advertisement in each of 28 news- 
physician members of the Ameri- 


papers in 26 markets in the nation. 

can Medical Assn. are putting their On was run April 9 in the Chicago 
views on medical aid for the aged | 7T#bune. 
on record in a widespread ewe | oe: : 
paper and fm radio campaign. |# Termed a political action adver- 

In it the association backs the | tisement by the AMA's advertising 
present Kerr-Mills law as “a com- |@8ency, Klau-Van Pietersom-Dun- 
mon-sense approach to solving a | /!@P, Milwaukee, the ad carried the 
problem that concerns us all.” And | 4MA message and also called at- 
it voices its opposition to the “cur- | tention to a bill on medical care 
rently proposed legislation which |UP for hearing before the public 
would establish a compulsory | Welfare committee of the Illinois 
health care program for everyone |!egislature. 4 : 
covered by Social Security (re-| The other 27 advertisements will 
gardless of need). be run April 19. 

“The Socialist Party itself calls| The Illinois ad was adapted for 
that state and carried the subhead: 
“Here’s where the 10,200 physician 


Says 


| 


| 


Speaking for 180,000 physician-members... | 
the AMA believes you deserve to know | 
exactly where we doctors stand on the 


wauaeiee MEDICAL | 
AID FOR THE AGE | 


| 

| 

} 
= 


| 
| 
| 
| 
| 
| 
| 


| 


HOUSTON 
CIRCULATION 
Fact 
No. 2 


The Houston Post 
gives its 
advertisers 
16,126 more daily 
circulation than 
Houston's second 
newspaper... and 
AT NO EXTRA COST 


YOUR SOCIETY SIGNATURE 


oe UST NAMES OF YOUR OFFICERS) 


| OPENING GUN—This is the AMA’s 
|opening ad, an adapted version of | 
| which ran in the Chicago Tribune, 
|and which is scheduled to appear 
| im 28 other dailies April 19. 

| 


| 


of medical aid for the aged.” 


carried the caption: “Speaking for | 
| 180,000 physician members... the | 


| AMA believes you deserve to know | 
POST 216 . 558 exactly where we doctors stand on | 
: : | the question of medical aid for the | 
Chronicle 200,412 one.” 
Press 102.554 The fm radio drive will consist 
, 


\ 104 one-minute announcements 
| to be carried on each of 40 fm sta- 
| tions in various parts of the nation. 
|It will extend over a five-week 
| period, starting April 24. 


ABC White Audits 
for 12 months 
ending 9/30/60 


(Post daily circulation 6-day 
Chronicle, Press 5-day Mon.-Fri.) 


THE HOUSTON PosT 


Houston's largest 
newspaper, daily 
and Sunday 


s The AMA also ran a spread in 
| the April issue of its magazine, To- 
| day’s Health, which has a circula- 
|tion of more than 800,000 copies 
|and reaches the general public. 

The AMA program, worked out 
| by KVPD in consultation with Leo 
|E. Brown, director of communica- 
tions for the AMA, provides for the 
| distribution of communication kits 
| to all local medical societies. 

| Those kits contain proofs of the 
| AMA ads. They are offered in a 
|number of sizes and with some 
| variations in the presentation of 
| views on medical aid through So- 


Represented nationally by 
Moloney, Regan & Schmitt 


members of the Illinois State Med-| * 
ical Society stand on the question | ; 


The copy being used elsewhere | = 


stuffers. More than 3,500,000 of 
these have already been ordered. 


| 


| 
# Thomas Scannell Jr., KVPD and 
account group manager, said the 
agency had been invited in by the | 
AMA to talk about building an im- 
age for the association. After one 
ad had been developed on that sub- | 
ject and used in Today’s Health, 
the AMA decided it needed to act. 
on immediate problems. 

One of those, he said, was the 
need to stand up and state its case 
on medical aid for the aged. 

Elaborating on that, Joseph Sto- 
dola, agency vp and creative di- 
rector, declared that the “Social Se- 
curity approach seems to take all 
the problems of the aged and hang 
them on the doctors, rather than 
society facing up to the problems. 
Need for medicine is one part, but 
other factors include giving the 
aged outlets in the way of activi- 
ties.” The AMA idea is to “help 
those who need help,” he pointed 
out. 


® Use of fm radio was decided up- 
on because the campaign is aimed 
basically at the opinion leader—the 
individual with a college degree, 
with a better education than the 
average person, according to Ed 
Ritz, vp in charge of media. 

Fm, the agency believes, has lis- 
teners who fit that profile quite 
well. In addition, it is quite com- 
mon for doctors to have fm in their 
offices, with speakers in their wait- 
ing rooms, Mr. Ritz noted. 

Markets being used in the news- 
paper campaign of the AMA are: 
New York, Los Angeles, Chicago, 
Philadelphia, Detroit, Boston, San 
Francisco, Pittsburgh, St. Louis, 
Washington, Cleveland, Baltimore, 
Newark, Minneapolis-St. Paul, 
Buffalo, Houston, Milwaukee, Se- 


AN OPEN LETTER FROM THE DOCTORS OF 
(YOUR STATE OR COUNTY) 


socialized 
medicine 


our freedom is 
At STAKE] Freeions wha we at wand 


Vom 


Me 


critical decision 
jon he quenian of Sacend Medicine wi be 
angen. W you agus wah ws at pe 
» & wah one 


can pees: 
seve scived 
chet medal oe for che aged cus be cupped wu, 
er pearing 10 oe) 


(YOUR SOCIETY SIGNATURE) 


WRITE YOUR CONGRESSMAN—This ad, 

prepared for placement by local| 

medical groups, points out the peril | 

of the federal government “enter- 

ing the privacy of the examination 
room.” 


attle, Cincinnati, Dallas, Kansas 
City, San Diego, Atlanta, Miami, 
New Orleans and Little Rock. 

Fm radio markets to be used are 
Beverly Hills (Los Angeles), San 
Diego, San Francisco, Denver, 
Hartford, Washington, Miami, At- 
lanta, Chicago, Indianapolis, Bal- 
timore, Boston, Worcester, Detroit, 
Minneapolis, Kansas City, St. Lou- 
is, and Aibany-Troy-Schenectady, 
Binghamton, Buffalo, Ithaca-Elmi- 
ra, Jamestown, Olean, Poughkeep- 
sie, Rochester, Syracuse, Utica- 


|cial Security. Also available are 
|mats of smaller messages which 
}can be used as drop-ins (in drug 
|or pharmacy ads, for example) or 
as individual advertisements. 

In addition, the kits contain two 
/envelope stuffers, scripts for one- 
minute spots and disks which can 
be used for radio use. 

The association hopes that local 
}medical societies will use the ma- 
_terial and already has received a 
tremendous call for the envelope 


Rome, Cincinnati, Cleveland, Port- 
jland (Ore.), Allenton-Bethlehem- 
|Easton, Philadelphia, Pittsburgh, 
| Providence, Dallas, Houston, Mem- 
phis, Seattle and Milwaukee. + 


‘Paul, Phelan Names McCaskill 
| Paul, Phelan & Perry, Toronto, 
has named Kenneth E. McCaskill 
|/western Canada manager and vp, 
|in charge of the agency’s new of- 
| fice at 611 Paris Bldg., Winnipeg, 
| Man. 


| Advertising has been limited to 
| small-space ads in December issues 
‘of Diner’s Club Magazine and Es- | 


sTtaTuS—Burton Browne, head of the Gaslight Club, Chicago, who al- 

so operates his own agency, Burton Browne Advertising, shows 

the new status symbol—the Executive Yo-Yo—to two Gaslight 
waitresses. 


Now Harried Exec Can Stop Cutting Paper 
Dolls—Spin His Executive Yo-Yo Instead 


Cuicaco, April 18—The key to 
the executive washroom is being 
challenged as the status symbol. | 
Now, says Donald F. Duncan Inc., 
you haven’t really arrived until you 
startle your groupthink session by 
whipping out your own solid wal- 
nut, sterling-silver-monogrammed 
Executive Yo-Yo. 

Duncan, which has been manu- 
facturing yo-yos for 30 years, 
brought out its executive model 
late last year as a kind of lark. But 
the response has been such that the 
company is now seeking more dis- 
tributors to handle the $7.95 item. 

Idea for the Executive Yo-Yo 
was brought up by Goldene Shaw, 
a public relations consultant, who 
has subsequently established a mail 
order house (Horber’s) to handle 
sales exclusively, and an agency 
(Wolfgang-Lewis) to place ads for 
the yo-yo, in conjunction with Jo- 
seph W. Horber, an attorney. Both 
are located at 1459 E. 53rd St. 


| 


quire, plus small ads in May and | 


June issues of Esquire. More ads | 
will be used for a pre-Christmas } 
campaign next fall, Mrs. Shaw said. 

Meanwhile, the Executive Yo-Yo 


‘ has been getting publicity through | 


such tv personalities as Jack Paar 


and Dave Garroway, who have 
used them on their shows. The yo- 
yo has also been placed in a “mod- 
el” conference room maintained by 
the University of San Francisco. + 


Berea Absorbs ‘Seaway Journal’ 

Great Lakes & Inland Water- 
ways, published by Berea Publish- 
ing Co., Berea, O., has taken over 
the circulation, advertising and ed- 
itorial features of Great Lakes Sea- 
way Journal, Chicago. J. W. Lade- 
wig has been named advertising 
manager in Chicago. 


JUST ASK FOR MARIE... 
Call WAbash 2-8655! 


Let Marie handle your complete 
mailings — including addresso- 
graphing, addressing, multigraph- 
ing, fill-in on multigraphed let- 
ters and planographing. 

Marie keeps your Mailing List 
up-to-date too and frees you from 

1 the detail work. 

Direct Mail has been our business 
for 30 years. We pick up your 
rush copy, give quick service, do 
accurate work guarantee 
prompt delivery. 


Lele Mop me 


431 S. Dearborn St. 


Chicago 5, Illinois 


. TELEVISION HAS TO ~ 
BE LOCAL IN WESTERN 


OREGON... 


Over 110,000 families de 


from all threestations . . 
is Oregon’s 2nd market 


| 
| 


MOUNTAINS! — 


pend on OTT* for a clear 
picture. Buyers get local coverage and attention 


THERE ARE. 


. and, remember, Eugene 
... the only metro area 


between Portland and San Francisco. 


ONE ORDER, ONE BILLING TO 
YOUR HOLLINGBERY MAN OR 


ART MOORE & ASSOC. 
(PORTLAND ~ SEATTLE) 


KCBY-TV Ch. 1) 
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Craft Center 


THIS IS WORCESTER..... 


An All America City...the 2nd largest market in Mascachucetts 


Worcester’s Craft Center, a non-profit educational institution, 
dedicated to man as a creative being, is today the only one of its kind 
in the United States. Part of its fame rests on the building, designed 
specifically as a craft center, and part on the breadth and quality 
of its instruction. 

Hundreds of young and old, from near and far, attend day and 
night courses to learn woodworking, pottery, design, furniture refinish- 
ing, ceramics, enameling, silver-smithing, metal-working and weaving. 
Every staff instructor, employed full time, year round, is listed in 
“Who’s Who in American Art.” 

A gift shop is filled with the hand work of scores of nationally 
known craftsmen, and a gallery of ingenious design holds one out- 


standing craft exhibit after another. The need for the individual to 
express himself, to create and appreciate the personally made item, 
is fully satisfied at the Craft Center. 

This kind of creative leadership is continuously reflected in Metro- 
politan Worcester County’s position as the 2nd largest market in 
Massachusetts, and one of the 
nation’s “Top 50” markets — 
43rd in spendable income, 
48th in population, an im- 
portant BILLION DOLLAR 
COUNTY.* 


*Source: Sales Management. 


WORCESTER 
An All America City. 


Award by the National Municipal 
league and Look Magazine. 


Worcester stands for big business, yours included 


The Moloney, 
Regan & Schmitt 
representative 

knows Worcester. 


Owners of Radio Stations 
WTAG and WTAG-FM 


WORCESTER 


CIRCULATION: DAILY 155,015 — SUNDAY 103,332 


WORCESTER TELEGRAM 


Che Coening Gazette 
L SUNDAY TELEGRAM | 


MASSACHUSETTS 
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Shell’s ‘Bulletin’ Ads Find More Favor 
With Eastern Dealers; West Is Bearish 


New York, April 19—Shell Oil | 
Co.’s massive newspaper ad cam-|AA was told business was off be- 
paign, now in its fourth month, is | cause of poor weather, but the op- 
drawing both praise and criticism erator added that many of those) 
from Shell service station dealers. who have come 

Following up its mid-January |Shell’s newspaper ads. 
survey of dealers (AA, Jan. 16),) 
ADVERTISING AGE this week re-sur- | 
veyed dealers in five major cities, | 


and found some noticeable shifts of 
opinion: 
e In New York, more dealers 


At another station, in Bayside, 


in talk about! 


“At first,” he said, “I didn’t take 
much notice of those long ads. I| 
started to read them after a couple | 


|of guys drove in here and said | 
\‘gimme some of that gas they’re| 


spoke favorably of the campaign | 


than in the initial survey. 


e Washington dealers, indifferent | 


last January, now express some- 
what more enthusiasm for the 
newspaper drive. 


as last winter they were willing to 
go along with the decision to con- 
centrate in one medium. 

e In Detroit and Los Angeles, gas 
price-wars clouded the sales pic- 
ture to the point where dealers 
were unable to assess the value of 
the advertising. 


s Shell and its agency, Ogilvy, 
Benson & Mather, kicked off the 
campaign last Dec. 27 (AA, Jan. 2), 
with the avowed intention of 
spending the entire $13,000,000 ad 
budget in newspapers. The ads, 
long on copy, concentrate on ex- 
plaining the ingredients of Shell 
products. 

City by city, here is what the 
dealers told AA: 


New York 


Two Shell service stations in 
Queens showed more awareness of 
the oil company’s advertising cam- 
paign than they did when checked 
several months ago in AA’s first 
survey. 

The operator of a large station in 
Flushing reported, “A lot more of 
my customers mention those ads.” 


Having “SIGN-US” Trouble? 
Does your mail order copy lack the 
hard sell AND ACTION to clinch the 
sale? Let us add the Bott touch. Indi- 


vidual assignments or complete programs 


ee Flew Wott "a 


Leo P. Bott, Jr., 64 E. Jackson, Chicago 


‘talking about in the papers.’ ” | 


|@ A foreman at a station in New 


York’s Spanish-speaking and Ne-| 
gro section called the advertising 
good. This station had a huge sign 


|earrying a headline from the ads | 


displ the side of th ild- | 
e Most Chicago dealers are sharp- | ee eee a bulla 


ly critical of the campaign, where- | 


ing. 

Another Shell dealer admitted 
he hadn’t seen the ads because he 
didn’t read newspapers. He vol- 
unteered that newspapers were full 
of advertising, which he didn’t 
have faith in. Advertising, he said, 
is either “propaganda, misleading 
or half truths.” 

His customers, however, reported 
that the Shell ads were “huge” and 
“different.” The ads haven’t af- 
fected his business, he said, be- 
cause the station enjoys “a steady 
trade.” 

The manager of a Shell station 
in Irvington, N.J., was emphatic 
about results of the ad campaign. 
“It’s very good. The advertising 
carries far more comment than 
anything they have ever done so 
far.” He said sales are up. 

“People have actually come in 
and said, ‘I’ve read about Shell; 
which is the new gas.’ People are 
reading those bulletins.” 


s The owner of a Shell service sta- 
tion in Bellville, N.J., was equally 
emphatic about the campaign. “I 
think it’s all right,” he said. “As 
a whole, it’s good advertising. A 
lot of people read it and remark on | 
it. They come in and ask aboui the | 
gas, and we have to explain many | 
things mentioned in the advertise- | 
ments.” 

In Brooklyn, Shell dealers grum- | 
bled that a tough winter had cut) 
short the ad campaign’s potential. | 
Most dealers reported they were) 
holding their own on regular and 
premium sales. One, however, said 


The ‘‘man”’ from Cunningham & Walsh 


Copywriter Mickey Rogers is one of many C&W people who 


. | 


> | 


work in-store each year. Why? Because getting with custom- 
ers at retail teaches us better ways to get to them through 
advertising. Call it retail-mindedness—one reason we believe 
the “Man from Cunningham & Walsh” program benefits our 
clients. Cunningham & Walsh Inc. MU. 3-4900. Offices in: 
New York, Chicago, Houston, Los Angeles, San Francisco. the newspaper campaign was a 


that his premium-regular sales ra- 
tio, usually about 50-50, had 
changed to three gallons of pre- 
mium pumped for each gallon of | 
regular. He attributed the change 
strictly to Shell’s massive news- 
paper push. 


# “Gimme that stuff with the nine | 
things in it,” was the way many 
of his customers, new and old, 
asked for the premium product, he 
said. “They’re starting to realize 
they’re not just buying gas. They | 
see it often enough, so they try it. 
Maybe they don’t understand the | 
ads—you’d have to be a chemical | 
engineer—but they try it. They’re 
impressed.” 

He said, “After seeing some 
crumby ads around the industry 
for 16 years, this is the most dig- 
nified; it appeals to the type of) 
people you want to build your busi- 
ness on—the ones that want some- 
thing better. With them, money’s 
not the question.” 


® Another Brooklyn dealer said 
his Shell sales “are up about 2% 
or 3% since Jan. 1, and that’s the 
only way I can understand the ads 
—in my sales. From what I gather, 
it’s a real good campaign. People 
keep coming in, wanting to try the 
stuff.” 

“The campaign is okay,” said an- 
other. “It tells about atoms and 
radium and testing and all that. 
Some customers did say their cars 
run better on Shell premium; no 
ping and so forth.” 

“What is Shell trying to do?” 
pondered a Flatbush operator. 
“They want to draw attention to 
all the money they’re spending on 
research. But they should stop aft- 
er the first few paragraphs. It’s 
too long. Maybe it should be in 
bolder type, maybe eliminate some 
words.” 

The manager of the Shell station 
on the Boston Post Road in Ma- 
maroneck—which opened about 


| 


| 
| 
| 
| 


| 


| 
|THE FRENCH APPROACH—Shell Oil in 
|France is using full-page newspa- 
| per ads (a rarity in French adver- 
| tising). “C’est Shell que j’aime,” is 
'a play on “C'est elle que j'aime” 
| (“She’s the one I love”). Publicis 
is the agency. 


two months ago—said he thought 
Shell advertising was “very good. 
They’ve covered just about every- 
thing there is and put it up in a 
very nice way. 


“Customers say they’re in here | creased. “In fact, business should 


Weird electron “pictures” help Shell scientists 
develop improved TCP for today’s Super Shell 


a oe 
— a 


sl 


Ad “A 


two of the ads Shell ran in its all 


Ad 
SHELL STARCH SCORE—Here is how Daniel Starch & Staff has scored 


“BY 


-newspaper campaign via Ogilvy, 


Benson & Mather. 


Ad “A” Ad “BY” 
Men Women Men Women 
DOD cicccaseivecatctncoeccrasioins 63% 22% 48% 31% 
Seen-Associated .............. 57 15 42 23 
SIE MINI cui conseneevenseiiceedan 17 3 16 7 


Ad “A” was Starched Feb. 2 by the Boston Traveler; Ad “B” was 

Starched March 8 by Million Market Newspapers in the Boston 

Globe; Milwaukee Journal; St. Louis Post-Dispatch; and Washington 

Star. The fifth Million Market paper, the Philadelphia Bulletin, was 
not included in Million Market’s composite score. 


be better if the money were spread 
to other media. Another felt that | 
it was still too early to judge the 
drive’s effectiveness because “the | 
effects of the recession are still be- 
ing felt by all stations.” 

Although these station owners | 
had their businesses within a few | 
blocks of one another, they were | 
miles apart in their estimates of | 
1961 business thus far. Answers | 
ranged from “picked up very nice- | 
ly” through a “slight increase” to 
‘no improvement.” 

Only one dealer had noticed any 
customer reaction to the ads. He 
said a few people remembered the 
names of the Shell ingredients and | 
“got a kick out of repeating them. 
And one woman customer, who | 
used to buy only oil from me, now 
gets her gas here, too.” 


Washington 


Three Washington area Shell) 


| “To be frank, the ads aren’t worth 


the effort, since most people shop 
price anyway.” 
A suburban dealer said the Shell 


|newspaper ads are “a good means 


of advertising, since more people 
read the papers than anything 
else.” But there have been few 
comments on the “Bulletin” pro- 
gram from customers. 

Another dealer, after terming the 
ads worthless, said he doesn’t care, 
because gasoline sales are second- 
ary to him. Oil, lubrications, tires, 
batteries and accessories make up 
the major portion of his business, 
the operator said. 


Chicago 
Only one of a half-dozen Shell 
dealers feel the advertising has 
helped sales in Chicago, where 
price skirmishing in some areas of 
the city has upset sales trends. 
The one dealer who said the 


dealers were unanimous in report- | campaign is “doing good,” and has 


ing consumer reaction to the cam- 
paign. 

One dealer said the campaign 
has boosted his sales of oil and 
Super Shell (premium) gas. 


/helped sales, also commented that 
|in his opinion the newspaper ads 
| should be condensed for easier and 
faster reading. 

| Another dealer, reporting no 


| with Shell’s newspaper ads.” 


“We've had an awful lot of re- | sales increases, said the Shell cam- 
sponse” to the campaign, he said.|Paign is “a waste of money. The 
“It definitely has helped business. | ads aren't colorful,” he said. “I'd 
He also reported that customers | like banners and signs and things 
seem ‘very favorably impressed’ that attract attention. Some of my 
customers mention the ads, but 
they don’t understand them—they 


A Shell operator in Silver 
don’t get the angle.” 


Springs, Md., said customers have 
mentioned the ads (“their comment 
was good”) but that sales have not 
increased above the normal. “I 
can’t say much about the cam- 
paign,” he commented. “I can’t say 
whether it has done anything or 
not.” 

“The advertising is very good,” 
a third dealer reported. “We've had 
a lot of good comment on it.” How- 
ever, he said sales have not in- 


® A northwest side Shell station 
operator said customers kiddingly 
ask him, “Where can I buy some 
bulletins?” This operator said, 
however, that while sales are not 
rising, he thinks the campaign will 
have a “good long-range effect for 
Shell.” 

“No, definitely not,” another 
dealer responded to the question 

(Continued on Page 88) 


to buy Shell and try it because |e better now because it’s warmer, 
they read about it in such and such 29d it isn’t even as good as it 


a paper.” 

A Shell station manager in| 
Greenwich Village rated the cam- | 
paign as “very fine—the most pro- | 
gressive setup Shell has had since 
the ‘hose’ campaign about nine 
years ago.” The “hose” campaign, 
he explained, was a series which 
‘claimed that several men had to 
hold the pump hose down because 
the contents were so lively. 


|@ Three Queens dealers thought 


| good one, although one felt it would | 


should be without the advertising.” 


Detroit 


A gasoline price war in Detroit 
has driven prices to the lowest 
point in two and one-half years. 
Shell dealers report customers are 


j\now shopping almost exclusively 


for price. 

Cash B. Hawley, president of the 
Retail Gasoline Dealers Assn. of 
Michigan, said the present price- 
cutting by the oil companies was 
started by Shell. 

One Shell dealer commented: 


PROOFREADING 


COPY + PROOFS + PAGES 
PILING UP? 


WHY NOT LET 
READ/IT READ IT? 


53 W. Jackson Blvd © Chicago 4. Il 
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Southern farmers practically work and 
live on wheels! They buy more than 54% of 
the nation’s farm truck tires .. . over 38% of 
farm-owned automobile tires . . . over 40% 
of the tractor tires. In 1955, it all added up 
to 5,463,000 tires sold to the farm South— 
and the total keeps increasing every year! 

With all the automobiles, trucks, trac- 
tors and other equipment that use these 
tires, is it any wonder that the South buys 
more gasoline than any other U.S. region 


Advertising Offices: BIRMINGHAM e¢ RALEIGH 


WHERE TIRES ROLL UP BIG SALES 


—consuming a total of 19% BILLION gal- 
lons in 1959! Indeed, you'll find that the 
huge purchasing volume of the rural South 
has a significant effect on the regional sales 
of just about every product made for farm 
production or family living. To sell South- 
ern farm families on-the-go, use the maga- 


zine that stops them for cover-to-cover 
reading and repeated reference. The Pro- 
gressive Farmer is the basic advertising 
medium in the rural South. In 96 surveys 
of dealers, distributors, bankers and county 
agricultural agents by firms selling to the 
rural South, The Progressive Farmer top- 
ped all other farm magazines for “greatest 
advertising influence in your territory.” 
Isn’t that the medium you want for your 
advertising in the South? 


More than 5,770,000 READERS in the 16 Southern States 


THE PROGRESSIVE FARMER 


MEMPHIS . DALLAS e NEW YORK e 
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Shell ‘Bulletin’ Ads Find Favor with Eastern Dealers 


(Continued from Page 86) |The only comments I got on the 
of whether he thought the Shell ads advertising were from people who 
have helped sales. “It’s the slowest | were already customers of mine, 
it’s ever been. I’ve only had two|and most of them wonder what 


Advertising Age, April 24, 1961 


Information for Advertisers 


comments by customers on the ads | 
since the whole thing started.) 
They’re too damn long. Television 
would be the right spot for Shell 
advertising.” 

A Shell station owner, who ad- 
mitted that price competition has 
hurt his sales, lit into the Shell ads 
with both fists. “I think it stinks,” | 
he said. “Do they expect people to | 
sit down and read all that [stuff]? 
I put one of those ads up on my 
station window, and do you know 
how many people stop to read it? 
About one out of 100. Who’s got 
time to sit down and read all that? 
I’m a Shell dealer and even I 
haven’t read the whole ad.” He 
added that customers have not) 
mentioned the ads to him. 


Los Angeles 


In Los Angeles, where chain and | 
independent service station oper- 
ators have been harried by a con- 
tinuing price war, Shell dealers 
were lukewarm about the oil mar- | 
keter’s newspaper campaign. Of a} 
half-dozen dealers checked, only | 
one dealer seemed _ enthusiastic | 
about the campaign. He said that | 
his initial reaction to the drive was | 
one of trepidation. | 

“I thought we had been pushed | 
out of the pan and into the fire, | 
but lately we’ve been getting lots | 
of comment from customers and | 
our gallonage seems to be picking | 
up,” he said. 

Among other L.A. dealers—all in 
high-traffic locations—reaction to | 
the campaign was less favorable. | 
Most cite the price war as having | 
a serious effect on normal sales, | 
and none attribute any increases | 
to the newspaper campaign. 


One dealer: “If we have had any | 
increases in the last 60 days it’s be- 
cause we've been selling our stuff 
at a nickel below the regular price, 
not because of any newspaper ads.” | 

Another said: “Personally, I! 
don’t think anybody reads the ads. | 


WESTERN HORSEMAN 


THE WESTERN HORSEMAN 
Readers Own 936,743 


Head Horses, 
8,166,000 Head Cattle 


3850 NORTH NEVADA AVENUE 
COLORADO SPRINGS, COLORADO 


it’s all about. So do I.” 

Another operator: “I don’t think 
people around here care about cat- 
cracked gas. All they want to know 
is, how much?” + 


Stanley Hires Editors of 
‘Automotive Service Digest’ 
Stanley Publishing Co., Chicago, 
has hired the entire editorial staff 
of Automotive Service Digest, 
whose name and subscription list 


have been acquired by Gasoline | 
New York (AA, April | 
10). The editors of the Digest al-| 


Retailer, 


ready have been integrated by 
Stanley with the editorial staff of 


its Jobber Product News, newspa- | 
| per of automotive wholesaling. 


Ben M. Ikert, for the past seven 


| years editor in chief of Automotive 


Service Digest, is now shop and 
technical editor of Jobber Product 


|News. Gerald William Dawson, ed- 


itorial production manager of the 
Digest and Mr. Ikert’s editorial as- 
sociate for the past six years, has 
become an associate editor of Job- 
ber Product News. 


Former Adman Writes 
About Compensation 

Arch Patton, former vp in charge 
of merchandising and advertising 
for Wilbur-Suchard Chocolate Co. 
and now a director of McKinsey & 
Co., management consultant, has 
written a book called “Men, Money 
& Motivation—Executive Compen- 
sation as an Instrument of Leader- 
ship.” 

In his book, published by Mc- 
Graw-Hill at $7.50, Mr. Patton said 
the top-paid industries include the 
chemical, department store, auto- 
motive, steel, textile and appliance 
fields. Relatively low-paid fields, 
he said, include banks, life insur- 
ance, air transport, meat, railroads 
and public utilities. 


WTOP Appoints Two 


Charles Crawford, a member of 
the executive staff of WTOP, 


Washington, has been named to the | 


new post of director of research 
and sales development. Mrs. Mar- 
garet Nelson has joined the radio 
station as director of advertising, 
promotion and publicity. Mrs. Nel- 
son has worked with Gardner Ad- 
vertising Co., KMOX, St. Louis. 


World Color has published a| Bangor. 
booklet describing automated tri-| 
ple masking methods developed for | e “The Ryukyuan Market, “a 42- 
making four-color process separa- | page market study of the Ryukyu 


tions, at prices which permit abun- 
dant use of color. Screened posi- 
tives and negatives, plates, inks, 
progressive press proofs and press- 
room procedures are among topics 
covered. Additional information 


OTTO STORCH, art director of Mc-| may be obtained from World Color, 


the Year” by the National Society 
of Art Directors at its annual meet- 


lected in a poll of some 4,000 U. S. 
and Canadian art directors. 


GE to Return to 
Tint TV Set Field 


Move Follows Zenith’s; 
May Spark Other Entries 
in RCA-Dominated Arena 


ScCHENECTADy, N.Y., April 18— 
General Electric Co. yesterday said 
it will re-enter the color tv re- 
ceiver field next fall. The an- 
nouncement follows by two months 
the decision by Zenith Radio Corp. 
to market a color tv line late this 
year (AA, Feb. 27). 
Some trade sources speculated 
that the GE move, on top of Zen- 
ith’s, may lead several other manu- 
facturers to bring out tint tv sets 
|also. This would be done to pro- 
vide dealers with color sets for 
competitive reasons, rather than to 
| cash in on a suddenly growing 
market for color (sales estimate for 
| 1961: 200,000 sets). 
Radio Corp. of America current- 
ly accounts for about 95% of color 
tv sales. Admiral Corp., Magnavox 
| Corp. and several other companies 
also offer color receivers. 
Westinghouse and Sylvania are 
| mentioned as two companies which 
|may join the color parade soon. 

Both of these set makers, along 

with GE, pulled out of the color tv 
| business about four years ago be- 
| cause of a lack of sales. 


| 


Call’s, was named “Art Director of | Box 697, Ormond Beach, Fla. 


| e Anew market data file covering 
ing in Chicago April 17. He was se- | the state of Oklahoma is available 


from KWTV, Oklahoma City. 


e Industrial Market Researchers 
has published 16-page booklet 
designed to show the benefits that 


can be realized in various indus- | 


tries through good market research. 
Additional information may be ob- 
tained from Industrial Market Re- 
searchers, 925 Book Bldg., Detroit 
26. 


e “National Newspaper Cumula- 
tive County Markets,” a 64-page 
study which lists, by circulation 


Islands, has been published by J. 
Walter Thompson Co., 420 Lexing- 
|ton Ave., New York 17, as part 
of its continuing “World Markets 
| Series.” 

| 

|e “Our Business—More Sales for 
|Your Business,” a comprehensive 
portfolio outlining a company’s ap- 
proach and operation in the mar- 
keting field, is being offered by 
|R. F. Nylen & Associates, 5017 N. 
| Francisco Ave., Chicago 25. 


|e The Ford Foundation has pub- 
\lished a 68-page pictorial report 
}on the growth of educational tv. It 
gives examples from communities 
‘in all parts of the country of its 
|two main uses—televised teaching 
|of school and college subjects for 
| credit and the telecasting of educa- 
‘tional and cultural programs for 
general audiences. Copies are 
|available from the Ford Founda- 
|tion, Office of Reports, 477 Madi- 
|son Ave., New York 22. 


size, 609 U.S. dailies with circula- | 


tions of 12,500 or more has been 
published by the Daily News, Ban- 
gor, Me. The study also presents a 
detailed circulation breakdown for 
534 dailies in leading newspaper 
markets, having a 20% or better 
coverage per county. Copies may 
be obtained from the Daily News, 


e “The Value of Metal Signs,” a 
booklet explaining how an addition 
of a low cost metal sign program 
to an advertising program can in- 
crease public awareness of the en- 
tire program up to 50% is available 
from Stout Sign Co., 6425 W. Flor- 
|issant Ave., St. Louis 20. + 


Texaco, GE Are 
Peabody Awards 
Double Winners 


New York, April 18—Texaco and 
General Electric walked off with 
top sponsor honors at the 21st an- 
nual presentation of the George 
Foster Peabody radio-tv awards 
here today. 


Both companies sponsored two 


shows which won prizes, presented 
before the Radio & Television Ex- 
ecutives Society. Other award- 
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compared with 11.5% gain for the State 
of North Caroline. Current Winston-Salem 
Metropolitan Areo population is 188,229 . . . 
as reported in 1960 Census 


WINSTON-SALEM 


JOURNAL~~> SENTINEL 


NATIONAL REP, KELLY-SMITH CO. 


= “GE’s decision to re-enter the| winning sponsors were Timex and 
field at this time,” said S. Martin) Philip Morris. Bennett Cerf, Pea- 
Fassler, marketing manager of the | body board chairman, in announc- 
television receiver market, “is | ing the winners, denied printed re- 
based on the belief that color tv is| ports that the longtime host—the 
now entering the initial phase of|society—would hereafter divorce 
mass market acceptance which,| itself from the proceedings. 
eventually, will put it in a major CBS led the networks, picking up 
position in the tv market. five honors, in addition to a special 
Actually, only RCA-owned Na-| award presented to its president, 
tional Broadcasting Co. is showing | Dr. Frank Stanton, for “his initia- 
much enthusiasm for color broad-| tive in suggesting the [1960 Presi- 


oe among the networks. Co-| dential campaign] debates and his 


March 6). 
s Although a full-scale advertising 


the company said ad plans have 
not been worked out as yet. 

GE admen will sit down with the 
company’s tv receiver agency, 


| played up are a “color balance 
| stabilizer” and “D-O-T” service. 
The stabilizer is designed to over- 
come the problem of color hue 
|changing as picture brightness 
|changes. D-O-T (diagnosis over 
\telephone) service, according to 
GE, “will permit every tv service 
man in the country, directly affil- 
iated with GE or operating as an 
independent, to call on local fac- 
tory-trained color service experts 
for immediate service consulta- 
tion.” + 


Young & Rubicam, in a few weeks | 
to begin planning for the campaign. 
Two features expected to be) 


program is expected to accompany | 
GE’s entry into color tv next fall, | 


| 
| 
| 


ABC one. 


The winners, announced by Dean 
John E. Drewry, of the University 
of Georgia’s Henry W. Grady 
school of journalism, were: 


TV 

News—‘‘Texaco Huntley—Brinkley Re- 
port” (Texaco; NBC). 

Entertainment—‘‘The 
(General Electric; CBS). 

Education—‘‘White Paper” series (Tim- 
ex, half-sponsor; NBC). 

Youth programs—‘‘GE College Bowl” 
(General Electric; CBS). 


Fabulous ‘50s” 


Children’s programs—“Shari Lewis , 
Show” (several sponsors, NBC). ; ! 

Contribution to international under- 2000 Modern Rooms and Suites 
standing—CBS 1960 Olympic Coverage Ajj outside with private bath 


(several sponsors). 
Public service—“CBS Revorts” (Ph‘lip 
Morris, partial sponsorship, CBS). 


Redio 

Entertainment—WQXR, New York, for 
“musical spectaculars” and over-all pro- 
gramming of music. 

Children’s programs—irene Wicker, for 
her weekly program, ‘“‘The Singing Lady” 
(WNYC, New York). 

Public service—Texaco-Metropolitan Op- 


era radio network, for its broadcasts on 
115 stations. 


Radio-TV 

Education—Broadcasting and film com- 
mission of the National Council of 
Churches of Christ in the U.S.A., for 
“Look Up & Live’ (CBS-TV); ‘Frontiers 
of Faith” (NBC-TV); “Pilgrimage” ‘ABC 
Radio); and “Talk Back” (non-network on 
135 tv stations). 


Local Radio-TV 
Programs—W OOD and WOOD-TV, Grand 
| Rapids, Mich.; KPFK, Los Angeles (non- 
commercial station); WCKT (tv), Miami; 
| WCCO-TV, Minneapolis. = 


'Thwaites Elected Club Head 
Ernie Thwaites, KRUN, Las Ve- 
gas, has been elected president of 
| the New Mexico Broadcasters. At 
| the same time, Odis Echols Jr., 
KGLYV, Clovis, has been elected vp 
and Bob Williams, KENN, Farm- 
ington, has been elected treasurer. 


the 
uew 
Cowmodore! 


lumbia Broadcasting System plans | courageous leadership in bringing | Ask about the handsomely decorated 
little colorcasting next season, and | about the joint resolution of Con-| and magnificent new Windsor Ball- 
American Broadcasting Co. has no| gress which made the debates pos- room and smaller suites for all your 
tint programs on schedule (AA, | sible.” NBC carried off four prizes, functions, large or small. 


_ Heart- of-New York Location! 


Between U.N. and Theatre Districts; 
minutes from the Coliseum, Madison 
Square Garden, shops, night spots. 
All transportation at door. Close to 
Rail and Air Terminals; right at Grand 
Central, near Eastside Airlines 
Terminal. 


Easy to reach by Car! 


Private Motor Entrance... 
uncongested, traffic-free. 


FOR RESERVATIONS, WIRE, WRITE OR CALL: 


C HOTEL { 


42nd St. at Lexington Ave., 
New York 17, N.Y. MU 6-6000 


Os AM es 9 as aa ke Gi Aa oe A ee? ne es RO ee ee ee ie ee See ax 
OE Ee a I A a eS ee ee: ioe + oe eee re i eg oS rr 
ARRON rs es dalla ¥ ah Peers re ‘ei ESP RGA NE Fer Saige peer os nea Benne cage Z|) Se ene ee eee Roars cn Oe ae ey a ae ee cm ae, Oey ee ees,” eam SObascee se eg go. a os fe pics aa Fee ee ATELY. 5 ania ae mt. eee 
| ch OS Be ees 5 ed 5 eee Rar is Cate RM Te ae ee EA a I a ee iT cnr ects gta - 
Bate ee oa 2 ; >, - a ieee games ata inte ty iat PONT ARR) saat pitas “ , Z bia ely a ne 
(otf eee ' é : Sapiay eae 
ie Se a 7 
¥ Shy: —_ -_ — = apt rest ng 
i ria nea ee 
a ee eas 
ng whe es 
s = ee Aa 
ae 4 
- os 
es oe mr: 
’ ee = 
ey - 7 
3 e 
f . 
; + 
= « 
— 
pe le nF me og 
Ome uae 
ee ae: : 
-_. i aaa Free iar 
a a Y ee 
Se ar 
Ga a eae ie mee 
aeemok Po ee Fe: 
vs : SEE ee Fier 
hate ones it, 
os), pT 
acre oes [Se pte 
ee ASSAY Ae, alee ke 
a pe | 
Foie re Ha 
ae a ee 2 
VE eee ae rks ity 
sige Mbit 
Re eS, yee 
ie 6 0) fer ay 
a es s é 
a Pita? “a eA a CaS Pe % 
mn oe 2 \) eat 
sete am 
Fee tate 4 mr 
Bears “ig Ae FY 7 ates 
tae ors TAN fo) rae 
5 a ‘as . Ta, 
‘ vat r) ee 7 go Sak, 
pipe eg ts © = 
ae 25. ~ 
: Eel 
Th — 
~ * s 
e ° ; 
Wa Steg | al “t = 
Geo os re 
Wa a A ra ake § : 
ee ae a seas 
ai f : as *. 
Deiat - eh Ta f =| 4 4% \ 
eek. — Ol a i 
: . ; ‘ r ven 
a, wr cover ¢ 
~. ov CH NA ; 
7 *Sf “ger CARON 
yout THE a 
wit We 
ee : 
cine ) So 
\ 
‘ 4 
a “™S = 


Bruce Catton’s memorable Civil War story of 
the ill-fated attempts Grant made to reach 
Vicksburg with Navy gunboats up the Yazoo 
River appears in the May Boys’ Life. It’s a 
yarn that packs as much punch as this eye- 
witness sketch of the explosion of a Naval 
cannon aboard one of the government vessels. 

What else are boys reading these days? In 
the same May issue, there’s a feature on hy- 
droplaning photographed by Flip Schulke, 
top winner of the 1960 National Press Pho- 
tographers Association News Picture of the 


Year Competition; Durward Allen does a biographical 
study of The Young Captains, Lewis and Clarke; and 
Arthur Daley holds forth on Casey Stengel in just about 
one of the most endearing and stimulating articles 
we’ve seen in a long time on the indomitable strategist. 

Boys’ Life today is the world’s largest and finest 
youth magazine. And the youth market, with a buying 
potential of over $10 billion a year, has really come into 


its own. There isn’t another youth pub- 

lication that delivers more readers in 

every age from 10 through 16 than does 
* Boys’ Life. 


J BOYS" LIFE 2,100,000 NET PAID =~ =%>»s-25=-2% 
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‘Lost’ Photo Is 
Key to Soft Sell for 


Johnson & Johnson 


New York. April 18—There’s a 
story behind the ad shown here, 
which will appear in May issues of 
McCall’s and Progressive Farmer. 
It goes like this: 

More than a year ago, a repre- 
sentative of a photographer showed 
some pictures to William Kam- 
mer, of Young & Rubicam. The 


could be no specific product sell. 

Ultimately, the project was 
shelved; the photo wound up in the 
dead files. 


s Then, about three months ago, 
Miss Simkin remembered the ap- 
proach of National Baby Week. 
This time Miss Simkin brought 
copywriter Grace Lurton into the 
project and asked her to supply 
suitable words for such a picture. 
So Miss Lurton wrote “Baby’s 
world is a special place.” 

Months of checking by Y&R re- 
sulted in the discovery that the 


photo showed a small baby seated| photo had been made by. Ernst 


in a huge wicker basket, woven to 
look like a swan, seemingly afloat 
on a lake. 


| Beadle and that the model was his 


| 


infant daughter. The “swan” was a 
| bassinet he had purchased in Spain 


Mr. Kammer, art director on the |ten years ago. 


Johnson & Johnson _ account, 
showed the photo to copy super- 


The copy says, “There’s a sun- 
lit place on the way to tomorrow 


visor Shirley Simkin. Pretty soon | where babies come and go—where 


plans were afoot to develop a four- 
color magazine page. But it was 
tough coming up with the right 
words to go along with the picture, 
especially since J&J decided there 


HOUSTON | 
CIRCULATION 
Fact 
No. 3 


The Houston Post 
gives its 
advertisers 7,434 
more Sunday 
circulation than 
Houston's second 
newspaper... and 
AT NO EXTRA COST 


POST 233,978 
Chronicle 226,544 
ABC White Audits 
for 12 months 
ending 9/30/60 
THE HOUSTON Post 


Houston's largest 
newspaper, daily 
and Sunday 


Represented nationally by 
Moloney, Regan & Schmitt 


the sights and sounds and soft- 
nesses are wonderful to know: 

“There’s the blueness of sky, the 
curve of a smile, so many things to | 
explore. There’s the wondrous view 
from daddy’s head of sights never 
seen before. 

“There’s a chirp and a splash 
and a laugh and a whistle—all 
sweet to a brand new ear. There’s 


me ae ae 


a 2 special pilace 


wl | 
a | 


a hush and a whisper and a lullaby 
as mother tip-toes near. 

“There’s the softness of summer, 
rose petals surprised, as tiny fin- 
gers clutch. There’s the softest of 
all things a baby can know: A 
mother’s loving touch. 

“The most special care in the 
world belongs in the place where 
babies live . . . Only the purest 
powder, the gentlest oil . . . the 
care only Johnson’s can give.” + 


Wyler Becomes Borden Division 
| Wyler & Co., Chicago, manufac- 
|turer of dehydrated food products, 
|has become a division of Borden 
|Co. The company will continue 
intact, with no change in name, 
management or operation, under 
the supervision of Borden Foods 
Co. The Wyler agency will con- 
tinue to be R. Jack Scott Inc., Chi- 
cago. Wyler manufactures dry soup 
mixes, instant bouillon and bouil- 
lon cubes, vegetable flakes, and 
lemonade and orange drink mixes. 


‘Montreal Star’ Adds R.O.P. 

The Montreal Star has an- 
nounced that it will offer r.o.p. 
color to advertisers effective May 
1. Premiums on r.o.p. color will 
range, on a 1,000-2,000 line basis, 
from $350 for black and one color 
to $700 for black and three colors, 
according to Ted Smith, national 
ad manager. The Star’s open line 
rate is 60¢ Monday through Fri- 
day, and 65¢ on Saturday. 


Crossman Adds Three 

| M. R. Crossman Co., Burbank, 
Cal., has been named to handle 
three new accounts. They are 
|Crozier Machine Tool Co. and its 
|Crozier Marine division; Rotax 
|Inc., West Los Angeles, manufac- 
|turer of special electric motors 
used in missile, computer and aud- 
jlo fields, and Precision Dipbraze, 
| North Hollywood, aluminum braz- 
| ing specialist. 


; ie ese. Se PS 


F 
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Mithoff 


SAAA CONVENTION—Outgoing president of the South- 
western Assn. of Advertising Agencies, Monte Ros- 
enwald, Monte Rosenwald & Associates, Amarillo, 
presents congratulations and gavel to Richard Mith- 
off, Mithoff Advertising, El Paso, the new president 


Rosenwald Rubel 


Dallas were Ira 


worthy, Dallas; 


Taylor Crook 


of the association. Also present at the convention in 


Rubel, agency consultant, Chicago, 


who addressed the group; J. B. Taylor, Taylor-Nors- 


and Wilson W. Crook Sr., Crook 


Advertising Agency, Dallas. 


Lewis Research 
Sets 13-Week N.Y. 


- |TV Push for 3 Items 


New York, April 18—Lewis Re- 
search Laboratories is introducing 
Drain-Aid, Stain-Aid, and Septi- 
Kleen to consumers this week with 
a heavy 13-week tv push in New 
York. 

Eighty one-minute announce- 


|ments per week will be run on 
| WNEW-TV, WNTA-TV and WOR- 


TV primarily in housewives’ pro- 


\grams. The cleaning aids were 
|given a six-month test in Scran- 
*\ton, Pa., with tv the only medium 


used. 

Previously the products were 
available only to government, in- 
stitutional and industrial plants. 
Drain-Aid contains enzymes and 
bacteria “similar to those in the 
human digestive tract,” which are 
said to clear drains when activated 
with water. Septi-Kleen is used to 
unclog septic tanks. 

Stain-Aid is intended to remove 
stains from coffee pots and plastic 
dishes. Approval has been secured 
from the Coffee Brewing Institute. 
American Cyanamid Co. will sup- 
ply samples of the product to man- 
ufacturers of plastic dishes for in- 
clusion in packages of dishes for 
consumers. 


= Small ads will break in New 
York newspapers in two or three 
weeks. As distribution is expanded 
to other cities in the East, and then 
to the Midwest and West, tv will 
be added in those markets, the 
company said. 

After the first 13-week cycle in 
New York, other tv schedules will 
be added to promote more of the 
company’s products heretofore not 
available to consumers. 

Frank B. Sawdon Inc., the agen- 
cy, plans to introduce 12 other 
Lewis products, starting with one 
in late spring and two in the fall. + 


Cassels Outdoor Opens 

J. Douglas Cassels has formed 
Cassels Outdoor Advertising, Wau- 
sau, Wis., and has acquired Wis- 
consin Outdoor Displays. The new 
company will maintain poster and 
bulletin service in Wausau, Mer- 
rill and Stevens Point, Wis., and 18 
additional markets in central Wis- 
consin. 


‘Defender’ Boosts Nelson 

The Chicago Daily Defender has 
appointed Leonidas G. Nelson as- 
sistant advertising director. Mr. 


Nelson was formerly an advertising 


representative. 


'\CBS Films Signs Book, Film, 
Toy License Agreements 

CBS Films, New York, tv film 
distributor, has licensed Dell Pub- 
lishing Co. to create and publish 
an original paperback novel based 
on “Danger Man,” an adventure 
series which recently made its 
debut on CBS-TV. CBS Films also 
has authorized the non-theatrical 
16 mm. distribution of several 
CBS News shows to Carousel Films 
and the Text-Film division of 
McGraw-Hill Publishing Co. Car- 
ousel also will distribute a 16 mm. 
film of the Terrytoons cartoon, 
“Juggler of Our Lady.” 

Earle Pullan Co., Toronto, has 
been licensed by CBS Films to 
produce stuffed toy imitations of 
“Deputy Dawg” and “Mighty 
Mouse,” both from Terrytoons, and 
Captain Kangaroo. 


Graphic Arts Institute 
Sets April 30 Deadline 


\is April 30. Any advertisement that 
|appeared in any regularly pub- 
lished American or Canadian pe- 


|— 


Deadline for entries to the two} 
competitions sponsored by the} 
American Institute of Graphic Arts | 


riodical and was completed in final 
proof form between April 30, 1960, 
and April 30, 1961, is eligible for 
entry in the “50 advertisements of 
the year” competition. 

Entries will be judged for excel- 
lence and originality of design and 
typography. Promotion materials, 
other than space advertising, may 
be submitted to the “design and 
printing for commerce” competi- 
tion. Specific information is avail- 
able from institute headquarters, 
5 E. 40th St., New York. 


Hotpoint Names Cole Fischer 

Hotpoint Los Angeles, Southern 
California and Arizona Hotpoint 
distributor, has appointed Cole 
Fischer Rogow, Beverly Hills, to 
handle its advertising. Compton 
Advertising, Los Angeles, former- 
ly handled the account. 
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TRANSIT BUS STYLE FRAMES 


for changeable copy PHOTO 
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| THE YARDER MANUFACTURING CO. 
| 724 Phillips Ave. GReenwood4-5471 Toledo 12, Ohie 


5 Good 
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... Why Fort 


603,100 PEOPLE 


each year. SRDS 2/15/61 
your share? 


and The Journal-Gazette in 
cities and towns. 


ROP COLOR--,., , 
MERCHANDISING 
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mailings to trade. 


FREE © 
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today! 


Reserve your 
copy of the new, fact-filled 
Golden Zone Market Book. 


FORT WAYNE NEWSPAPERS, INC., Agent 


Wayne, Indiana 


belongs on your "A" schedule 


who have $1,279,506,000 to spend 


$763,311,000 RETAIL SALES ,.. 10. setting 
GUARANTEED COVERAGE=-,, 5. vews-sentine! 


15 counties, including 127 prosperous 


» 2 or 3-color combination and Hi-Fi 
color inserts available Monday-Saturday. 


AID==,..: List, Monthly Grocery, 


Drug and Liquor Merchandiser, tie-in solicitation, regular and special 


FORT WAYNE 


Represented by Allen-Kiapp Co—New York—Chicago—Detroit—San Francisco 
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, The Detroit News now has a total paid circulation of 737,415 weekdays and 933,339 Sunday!* In the 6-county 
Retail Trading Area, where 98% of Detroit's retail business is done, The News reaches 4 of every 5 homes 
that get a Detroit newspaper!** Place your Detroit advertising in The News and get maximum market con- 
centration at the lowest milline rate available in the nation's 5 largest cities—$1.90 weekdays, $1.66 Sunday. 


* Average 11/7—12/31/60 in interim statement filed with ABC subject to audit 10/1-12/31/60  ** Audience Study, Detroit newspapers. 12/13 ~12/21/60. Cari J. Nelson Research, Inc. 
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MISSILE ROCKET BALL POINT PEN 
Mabe Soot 


Your Give-Away or Premium Offer a Perfect 


An Exact Minature Rocket 
New, different, . bow cost. Write for 


Edward Keil has been named) 
Agency Solves 
joined the agency in December, | 
Cather, has joined the agency as an | of a packaging agency? 
agency, has been around for a 
manager of Elwell-Parker Electric ‘to build them. Nathan Shippee 
western district representative for | 
ae isi n i h is 
Handling & Shipping. |vertising agency is to the adver 
Crane Jr., has come up with a new 
wraps the product in a tight, clear 
'. , exclusive. 
wpa ee snaps Ni te ‘about 50 users, including Miles 


Harkavy Inc. Names Two ‘New York Packaging 
copy chief of Howard A. Harkavy | 
Inc., New York. Mr. Keil, who E 
ay, in. Deomusl Problems for Clients 
was formerly wit ook. Robert P. e 
McAndrew, formerly with Michel-| New Yor, April 18—Ever heard 
account executive. Inpak Systems, which bills it- 
self as the nation’s first packaging 
Sparks Rejoins a — — little over a year, devising packag- 
Everett L. Sparks, formerly a@|i.¢ structures and the machinery 
Co., has rejoined Industrial Pub- “a , 
ere ' : pak president, says some day the 
lishing Corp., Cleveland, as mid | aot ane agency will be to the 
Modern Office Procedures and | Packaging manager what the ad- 
| tising manager. 
“| A vp of the agency, William B. 
pilfer-proof packaging idea called 
“Stretch Pak,” a process which 
vinyl film surrounded by a card 
|display. The process is licensed to 
Laboratories, for One-A-Day vi- 
tamins; Northam Warren, for Cu- 


R-W CORPORATION 
22849 Venture Boulevard Woodland Hills, California 


tex Mira-Base; and Chesebrough- 
Ponds, for its Vaseline Lip-Ice. 


= The agency is also hired as a 
“problem solver” by such compa- 
nies as Lever Bros., Borden, Gen- 
eral Foods and Goodyear on a 
guaranteed performance basis. For 
instance, when GF found it had to 
rely on manual labor to pack spe- 
cial coupons inside Minute Rice, 
the company called in Inpak. In- 
pak’s machine designers, headed 
by Edward Thiele, devised a ma- 
chine that stuffs Minute Rice box- 
es with coupons to the tune of 300 
a minute. 

In addition, Mr. Crane designed 
a special premium package for 
Stripe toothpaste, which housed a 
free ball point pen. The pen was 
protected by a thin strip of the 
vinyl film. + 


Sackheiin Opens PR Division 

Ben Sackheim Inc., New York, 
has opened a pr division, headed 
by Bert Landon, formerly director 
of public relations of International 
Latex Corp. 


AFIA Runs First Ad Section 
in ‘Times’ Int'l Edition 

The American Foreign Insur- 
ance Assn. ran a four-page adver- 
tising section in the April 10 in- 


ternational edition of the New| 


York Times. AFIA, which man- 
ages the foreign business of 14 U.S. 
insurance companies, used the edi- 
torial-style insert to point up its 


expansion abroad. This was the | 


first multi-page section to be car- 
ried by the Times international 
edition, which is distributed pri- 


marily in Europe. AFIA ordered | 
more than 50,000 extra copies of | 


the insert for distribution in the 
U.S. and overseas. Prince & Co., 
New York, is the AFIA agency. 


Carey Advertising Opens 


James W. Carey, formerly ex- 
ecutive head of Taylor M. Ward 
Inc., Ithaca, N. Y., has opened his 
own agency, Carey Advertising, 
with offices at 331 W. Seneca St., 
Ithaca. Carey Advertising will 
service accounts previously han- 
dled by Ward. 


The 
Dallas News 


has 


the 


largest daily 
circulation 
in Texas! | 


DALLAS MORNING NEWS... 220,066 
HOUSTON POST............. 218,013 
HOUSTON CHRONICLE... ...205,824 
DALLAS TIMES HERALD... .... 190,364 


News & Post—6-day averages 


Chronicle & Herald—5-day averages 


*Publisher’s Statements, Sept. 30, 1960 


‘he Hallas Morning New 


CRESMER & WOODWARD, INC. e National Reoresentative 
THE LEONARD CO. Florida Travel Representative 


Advertising Age, April 24, 1961 


CORDLESS ELECTRIC DRILL* 


BREAKTHROUGH—Black & Decker 

Mfg. Co. used this 1,200-line ad in 

the Wall Street Journal April 14 

to announce development of what 

it termed “the world’s first” Cord- 
less electric drill. 


New Black & Decker 
‘Cordless Drill Bows 


| Cuicaco, April 18—Black & 
| Decker Mfg. Co. has used a 1,200- 
\line b&w insertion in all editions 
of the Wall Street Journal and a 
|two-minute commercial participa- 
|tion on the Dave Garroway “To- 
|day” show (NBC-TV) April 14 to 
announce its new Cordless electric 
drill. 

Held under wraps until last week, 
the “revolutionary” tool, with self- 
contained power supply, will ap- 
pear on the market early this fall. 
Weighing only 4 lbs., it is said to 
be the first electric drill in the 
world that is totally independent 
of cords, plugs and other conven- 
tional power sources. 4 

Secrecy continued to cling to the 
new drill even after its demonstra- 
tion for the press, the manufac- 
turer declining to reveal details on 
its power source. Spokesmen, how- * 
ever, did not directly deny that the 
Cordless is powered by a series of 
radically new power cells produced 
by Gould National Batteries. 

The drill will retail for about 
$50, the 50-year-old Towson, Md., 
manufacturer said. A charger will 
sell for about $10. 


s R. G. Horner, vp for marketing, 
| predicted the drill will be the first 
|of a line of new power tools. “It 
|offers almost unlimited develop- 
ment in the portable power tool 
field and marketing opportunities 
| that have not been dreamed of up 
to this time,” he said. 
| Harry F. Brian, vp and creative 
\director of VanSant, Dugdale & 
|Co., Baltimore, Black & Decker’s 
jagency, said the agency first 
learned of the new development 
only six days ago. 
| Some client executives who par- 
| ticipated in the unveiling allegedly 
| were in the dark until last week. 
| Patents for the U.S.-made product, 
which contains not only a new 
power source but also an entirely 
new motor, have been applied for, 
|Mr. Horner said. 
| The Wall Street Journal was 
| chosen to carry the first ad partly 
|because it was the only national 
|publication that could accept an 
|insertion on such short notice, Mr. 
| Brien explained. 


- The agency has also prepared a 
second ad of the same size, but it 
has not yet been scheduled. Fur- 
ther advertising plans have not 
yet been formalized, G. H. Porter, 
|Black & Decker advertising man- 
ager, said. + 


\Ziv-UA Ofters ‘Diamonds’ 


Ziv-United Artists Television 
Co., New York, is syndicating a 
new series, “King of Diamonds,” 
starring Broderick Crawford as a 
security chief in the diamond in- 
dustry whose job takes him to all 
parts of the world. 
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SOMETHING MISSING ... 


. . « (like California without the Billion-Dollar Valley of the Bees). Your ads may carry a payload in the rest 
of California, but your sales-planning has a big gap if you're not in the inland California market. Income here 
is $34 billion — more than in 23 different states. Better get in the McClatchy Bees, the only newspapers effec- 
tive in covering this important market full strength. 


Data Source: Sales Management’s 1960 Copyrighted Survey 


McCLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES . . . O’MARA & ORMSBEE 


Three types of discounts: McClatchy gives national advertisers discounts 


on bulk . . . frequency . . . or combined bulk-frequency. Check O’Mara & Ormsbee for details. 
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MAY 1961 - 50c 


Advertising & 
Sales Promotion 


FORMERLY ADVERTISING REQUIREMENTS 


An Advertisers Buying Guide tells how 
this new equipment is solving problems for 
advertisers, and lists what is available on 
the market. 


Se . tA Ris Bee Se 


\ When Broadway, Wall Street and Madison 
Avenue get together, you have a new and 
exciting sales promotion medium. 


Owen ee eR EP 


Cover design by Burton Cherry & Associates 
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Introducing...a new name... 
a new design... 
as Advertising 


Requirements 
becomes 


Advertising & Sales Promotion 


@ Starting with the May, 1961, issue—being delivered to readers 
this week—the name of Advertising Requirements has been 
changed to Advertising & Sales Promotion. This dramatic change 
has been made to more accurately describe the audience and 
market we serve. 


@ This name change does not mean a change of policy—only an 
effort to make clear and explicit to all what has been evident 
right along to our regular readers and advertisers. The editorial 
objective remains constant—to help advertising and sales pro- 
motion executives do a better, more efficient job; to stimulate 
new kinds of thinking and creativity, and to do so in the most 
interesting manner possible. 


™@ With a new name and a new cover to set off this editorial 
vitality, we believe you will find A & SP will continue to attract 
an ever-increasing proportion of the reading time and interest 
of the executives who buy and specify products and services 
used in advertising, sales promotion and merchandising. 


Als 


ee Advertising & 
fm Sales Promotion 


FORMERLY ADVERTISING REQUIREMENTS 
200 EAST ILLINOIS STREET * CHICAGO 11, ILLINOIS 
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This 
SERVICE magazine 


gets home 


toa MAN... 


You can get mighty close to a man 
when you talk his language. POPULAR 
MECHANICS does just that by serving 
up the kind of editorial that helpsa man 
get more enjoyment out of his home, 
his job and his leisure-time activities. 
Take the man whose interests center 
around his home. For him, PM car- 
ried over 428 pages of home 

maintenance editorial last 
year—projects to do and what 


to do them with. 


When it comes to such things as 
his home, his car, his boat, a man just 
naturally turns to POPULAR MECHAN- 

ics. He’ll turn to your product story, 
too, when it is in the service magazine 


for five million men. 


POPULAR 


R i h hani 
MECHANICS | of modern tiving! 


A HEARST MAGAZINE 


Advertising Age, April 24, 1961 
False Ads Cost 


Ohioans $300,000,000 
Yearly, Official Says 
| 


TOLepDo, April 18—Ohio residents 
are being taken for about $300,000,- 
|000 a year by advertising frauds, 
Mark McElroy, state attorney gen- 
eral, declared here this month. ’ 
He cited national television ad- 
| vertising as the principal offender. 
| Magazines, the mails, radio and 
| some newspapers also are being 
used to disseminate misleading ad- 
| vertising material, he charged. 
The Ohio frauds, Mr. McElroy 
asserted, are part of a national 
scandal that brings about $5 billion 
/a year to advertising cheats who 
know how to prey on the gullible. 


| @ Recent investigations by the gov- 
/ernment, he reported, disclosed the 
following techniques as examples 
in television advertising: 

1, Using ice cream instead of 
|milk with a breakfast food cereal 
|to make a two-year-old child smile 
spontaneously for the cameras. 

2. Using steaming wine instead 
|of real coffee for coffee commer- 
|cials. Television executives, he 
| said, told government investigators 
\they used wine because coffee 
looked like used crankcase oil on 
the television screen. 
| 3. Putting powerful bleaches in 
|sponge mops to make an adver- 
tiser’s wax product show up bet- 
|ter than a competitor’s in filmed 
| comparison demonstrations. 

“Recently there was a commer- 
{cial about shaving cream,” he 
said. “It showed a swimmer under 
| water holding his sponsor’s prod- 
/uct in one hand and a competi- 
tor’s in the other. 

“The competitor’s cream dis- 
|solved while the sponsor’s did not. 
When an investigation was made 
it was discovered that the material 
| that was supposed to be the spon- 
| sor’s product wasn’t shaving cream 
at all. It was tooth paste.” ; 


8 Patent medicines provide a lu- 
|erative field for what he called 
“white-collar bandits.” He esti- 
mated phony medicines and treat- 
|ment gimmicks sold to arthritis 
|sufferers alone each year bring 
| about $250,000,000. 

“We have found medicines,” he 
| reported, ‘which are advertised in 
|Ohio as being able to cure every- 
| thing from falling hair and luster- 
| less eyes to sexual weakness.” 

Victims of these advertising 
| tricks, he said, are not always the 
| ignorant. 
| “Professional people,” he said, 
\“are considered by these advisers 
|as being among the most gullible.” 


. In Columbus, he said, thou- 
‘sands of persons sent in orders 
\for trees which were advertised 
jas “trees of paradise” that grew 
to unusual heights. The price was 
| $5. When the trees were delivered 
they were of a variety that is com- 
monly known as “stink | trees,” 
he said. 

Also in Columbus, a television 
'store recently advertised “good 
used” sets for $25. But when an 
assistant attorney general visited 
the store he found none for sale 
Lunder $150. 


|s In Cleveland, a man was doing 
|a brisk business recently, he said, 
|selling a product that was adver- 
tised as a special chemical to 
treat asphalt driveways and make 
them last longer. When the prod- 
uct was checked it was found to 
be nothing more than waste oil. 

Mr. McElroy discussed advertis- 
ing frauds in an address before 
Toledo Bar Assn. at the final ses- 
sion of its weekly law institute 
luncheon series. 

He urged new legal tools to cope 
with the problem of misleading 
advertising and said he has spon- 
sored eight bills affecting adver- 
tising now being considered by 
the general assembly. = 
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Hawaii’s nice, So’s the grand tour of Europe. Just grand. But where does the average 
young family go? If they read Woman’s Day, they’ll find suggestions that make sense. 
Like the April color spread on beautiful, balmy Biloxi, part of a continuing series on 
America’s Treasure Towns. Practical vacation idea. Lots of fun. Enriching experience for 
the kids. And it’s the kind of trip most families can realistically plan. Realism. That’s the 
word—the compelling force behind every single editorial feature in Woman’s Day. 

The magic works for advertising too. Woman’s Day consistently scores higher ad 
readership (four-color ads) than any other major magazine! Whether it’s travel or ! 
child guidance or food planning or tips on beauty, the emphasis is always on the 
practical, the usable. That’s why it’s so logical, so feasible that 5 million women go 


y , ! a 
out each month to buy Woman’s Day. 
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RESERVE YOUR PLACE NOW AT THE 4th 


Spend Over Three Full Days with These and Other Creative Stars—Meet Them, 


The Fourth Annual Advertising Age Summer Workshop 
on Creativity in Advertising will be held at the Palmer House, 
Chicago, beginning the evening of Tuesday, August 1, and 
ending in mid-afternoon on Friday, August 4. 


The program is virtually complete. It includes a galaxy of outstanding 
creative men and women—people who know advertising, who judge it, 
who are thoughtful and competent practitioners and teachers. People 
who can express themselves, who can inspire as well as inform and 
entertain. 


This year there will be more small, informal sessions featuring give- 
and-take between “instructor” and participants than ever before. There 
will also be sessions specially designed for smaller advertisers and agen- 
cies, for those interested in industrial advertising, direct mail, outdoor, 


etc., as well as in general magazine, newspaper, and radio and television 
advertising. 


Not a Convention 


The Workshop is not a convention. There are no social events, and 
no concessions to anyone except the serious practitioner who relishes 
this once-a-year opportunity for mature, knowledgeable advertising 
people to discuss the making of advertising in all media, both print and 
broadcast. 


The Workshop is not play. It is over three days of concentrated lis- 
tening, watching, discussing, doing. There is practically no free time. 
But the more than 800 advertising men and women who attended one 


Last Year’s Participants Bubbling with Enthusiasm 


Year after year, better than 50% of previous participants come back to the Creative Workshop, because 
they find it the most stimulating creative experience of the year. 


Read what some of last year’s participants have to say: 


Ad manager, food manu- 
facturer: “I will retain (in my 
notebook as well as my brain) 
all of the tremendously useful 
ideas and professional opin- 
ions passed on to me... 
Through the colorful presenta- 
tions I found this a real re- 
fresher course.” 


Publication promotion man- 
ager: “The Workshop was 
terrific. It was stimulating, it 
was educational, it was scin- 
tillating.” 

Advertising agency owner: 
“I cannot commend you too 
highly for the wonderful job 
that was done. As an extra to 
all I learned, I met a number 
of wonderful people .. .” 


Small agency president: 


"I thought this year’s Work- 
shop even more stimulating 
than the previous one, and am 
looking forward to your next 
session.” 


Creative director, large 
agency: “It was a stimulating 
and rewarding experience, a 
lot of work but eminently 
worth it.” 


Copy chief: “I take this op- 
portunity to congratulate you 
again on putting together and 
presenting a program of sub- 
stantial and practical value.” 


Promotion director, business 
Paper: “Having attended all 
three of the Workshops, I con- 
sider myself a three-time win- 
ner. These have been the most 


informative, most helpful ses- 
sions of their kind that I have 
ever taken part in anywhere 
at any time.” 


Advertising manager, man- 
ufacturer: ‘I think the sessions 
were terrific, and I think we 
should have more inspiring 
get-togethers. I'm hoping to be 
back again next time.” 


Art director, small agency: 
“So many thanks for the ex- 
citing and informative Work- 
shop. Here’s to more of them!” 


Ad manager, oil company: 
“The Workshop was excellent. 
My sincere congratulations on 
putting together such a fruit- 
ful program that seemed to 
satisfy so many of us who 


or more of the three previous Workshops have discovered that it is 
exciting, challenging, rewarding—and fun too. 


Who Can Benefit by Attending 


The Workshop discusses creative problems only. It is not concerned 
with how to get new business, or with public relations, or with media 
selection or appraisal. Therefore, it is of great interest and value to 
creative directors and supervisors, art directors, radio and tv commercial 
producers, heads of agencies, etc. 


But past Workshops have shown that advertising managers, pro- 
motion managers, brand managers, account executives and others who 
may not actually write or supervise the writing of advertising, but 
who are required to judge its value, can also benefit enormously. 


In fact, the reviews of current advertising and the criticisms, com- 
ments, and idea sessions have proved to be unusually useful to such 


people, and they have constituted about one-half the attendance at 
previous Workshops. 


All-inclusive Fee Covers Meals and Materials 


Total cost of the Creative Advertising Workshop is $110 per partici- 
pant (if paid before May 15; after that the charge is $125). This fee 
covers all sessions, five meals (three luncheons, two dinners), and a 
Creative Advertising Workbook which will include reproductions in 
large size of printed advertisements discussed, identification material 
on radio and television material presented, summaries of all speeches 
and discussions and space for participants’ notes—enabling Workshop 
participants to carry back with them a detailed summary of the sessions. 


Famed Advertising Men on Faculty 


In general charge of the Workshop are S. R. Bernstein, editorial 
director of Advertising Age, and Steuart Henderson Britt, professor 


of marketing at Northwestern University, former agency executive, and 
author of “The Spenders.” 


The Workshop will start formally on Tuesday evening, Aug. 1, with 
a showing of “The Progress of Discontent,” a film version of the extraor- 
dinary presentation developed by the Television Bureau of Advertis- 
ing to dernonstrate the role of advertising in activating a dynamic econ- 
omy. It will be presented by Norman (Pete) Cash, TvB president. 


This will be followed by a thoughtful discussion of “Creativity—the 
Humanizer” by Marion Harper, Jr., the extraordinary young head of 
Interpublic Inc. (McCann-Erickson and related organizations), and by 
an equally exciting—and quite different viewpoint on “What Is This 
Thing Called Advertising” first thing Wednesday morning by Leo 
Burnett, head of Leo Burnett Co., and one of the outstanding creative 
advertising men of the century. 


The remainder of Wednesday morning will be given over to sessions 
on industrial advertising, conducted by Richard C. Christian, president, 
Martseller, Rickard, Gebhardt & Reed; on direct mail advertising, con- 
ducted by Robert F. DeLay, president, Direct Mail Advertising Assn.; 
and on outdoor advertising, conducted by Ed Graham (the Elder), 
creative director, Outdoor Advertising, Inc. 


Each session will be given twice, so that Workshop participants 
can attend two of the three sessions. 


5 ilies ame are mea ac Fe ci SR apr al nae ae eee ame aR! Sr ul ae ela aie aS IR A Te Ga, ag eee oa Pipa eager Se Naiene tH aes ear Sor ot > oy co game Vee i? ER See eee 2 ae cng 5 Oo = ee 
ASE re ae ee : aoe pee a eo eg eee ee, ee ee oe a ee Setar 2 eee |S ae Meg Ge Bo eee. hae ‘ se oy oh halt eae eran 5 ee € x Ne ie ee: ahd 5 
Seis ee apa eee Noa: Siieeis ee MES he. ae ele eee aie) theme | ese o, - age S ee y M, Se ee oe eere Back he Sis. ad ci a fe, aes ee ee peg pens A! eta ay a ees aie ee eat ee 

er eed RE ee ee ee ee eee) Oe re oan een aerie (eee) etn re eee eee eg eS oe oS eee Na pea oe te ea aes & 
oat i: ae ag t. ( i gs "Glau ingen, a - me —— nana Te fe nner -~~7om z aes : 

“s a oie — én ue ee ae as oe aK . > a 7 

; ae “¢ ae oa | ‘ ' age” mei Bd x3, — ae) ‘ Ba) tase — g 

a rn a “ ee sae 3 lank a Ba 2 4 Zz ; = ‘a : aS x ne > Py 

, 4 ‘ ya 3 es Ha : ae , i ) 
ts ES * ‘mn Vig = es f ie? i cs 5 -. ae A. Cae 4 

i . - Fay Bias s Pair oe ng es, ’ q 4 
5 - a: : he vf e gas R . ROR id 4 e ‘ % 
> & RZ aye , : ; Be i ‘ o t _ 
: a ee 4 *. oa = ~ nt -" e 7 ke poh “ - pete elLAY z ; eg ; " ; = Ae 
E Ae rn i = 5 ies t : eae UL st a ou i 3 B a, Bey 
q ro i ’ 4 5 sind -) ae ¥ OGRE as soar. Maat oS: Se - . 4 
: e \e “8 sal ce ; " F. ? 7 . 2 a : 7 2 SRO ag , : . i; uae ee a 4 
; ea ‘ ee oe osetia tae . Se zi 3 5 a “ - 
i j pid - te ~ this Bat 3 me ou 4 ry, Beek vey a 4 ie j es 
yi i - ries : ; ‘ i's § ag ff 4 . - , 

Nie 2, 1 aS ie hp + ; eae E " ‘ fae j ~ : 3 

. oes ts — 5S : € - FAs pa — 

i & a : “! ag ‘ Fe ae . = Me ise alll 

‘i =. , a « ” Ake < ’ ie q 

He i . Prt rs = % i me) a re ) & oy oe &§ 

fc 4 Bly As : : ~~. , ey . 4 * = eo 

om B -of -— ; al Y : y ‘ r aA e wr c= ¥ Eee 7 

a a $ +e Bree seeates N 

vie toa , uy i ra ne iF a + X ? aa ne ee q o 

ah “a . . DOp = . si : f es tae d 

oe P d ee FR " h E ‘ . + a _ : ogc ae 

ae ". ; OST Ve Bh GRAHAM (the Fe 8 Sc aa es Sey ars i 

' ‘ ; } i ae s Bi MI re 
: e @ eh gate na 5 suite. Sak ising, Y ofs) \\8 eo sain tenes 
; Sone See , a Aut he Pe re i . ot Fi 

a “Ss ; zs u : : 

: a : eee R a Ne ca 

ee ; ; hue a ae 

Oe * . ee. 

2 (8 ‘ ~ 2p - =i sania 

eT oe ae eae 

Bo Re " j a is ie 

arp ee Pat oe ie ae 

ue . May! . ; 
Z | Be : 
= . ot . ) pO : Pht - 
* wi . eet ' P x 5 
i. Rs s: 
S : r “ 
zi be Ee . er 
= * »! 
hy a e = . | 
ite i —— on 
<n lla in ‘ 
fie ee ’ 
yt : es ‘ ap 
as 2 oe mee ire 
oe - & Mees 
te , ie 
: bes Fit, DUM : ae 
a5 P; ad " apa 

6 6 Laer Ye. “ . r ee fate , 

aay \ aig a Rie 

b eee Eee 

i : ° s 1 a fd 

o ee 5 
a 5 r ‘s ee : is 
_ no ee ae 
oa hale * 

am : Pa ss ais 

pe ; aes 
or eae 
ee. a a euro 

‘6 m ee 

a : eine 
4 st oe | — 
= ee. srer™ eee 

y te Hoke 2 .. 4 a: Soe oF iat 

: i , ee i = 

‘ ee 7 
#e . ee 
= - 
di a Por 
= aie 
ee 
i 2 

ae ae EL 

ae AE 

pe Ss 

; ne 
a ." , 
a 
ei ” cy 
* i, o 
— ars : - . . Sng ie | 


i 


Listen to Then—Talk, Learn, Discuss—and Recharge Your Mental Batteries a 


Wednesday afternoon six famed advertising men will run simultaneous Friday morning and early afternoon will feature three impressive 
sessions, divided into two parts, so that all Workshop participants can demonstrations and discussions: 
attend at least two sessions. In one session they will review and analyze 
current advertising; in the other they will show a complete campaign of 
which they are especially proud, or which solves an unusual problem, 
and will explain the thinking behind it. 


John W. Amon, vice-president and director of art of Needham, 
Louis & Brorby, will present an unusual showing of leading art directors’ 
suggestions on alternative approaches to layout and illustration problems 


—visual demonstrations of how specific advertisements might have been 
These sessions will be small and intimate, and are especially designed handled differently. 


for informal discussion and debate. 


Among others, he will show the work of Robert Pliskin, vice-presi- 


Conducting the sessions will be Fairfax M. Cone, of Foote, Cone & dent in charge of art, Benton & Bowles; Suren Ermoyan, supervisor 


Belding; Ernest A. Jones, president, MacManus, John & Adams; 


William D. Tyler, executive vice-president, Benton & Bowles; Everett 
D. Biddle, president, The Biddle Co.; Earle Ludgin, chairman, Earle 


Ludgin & Co.; and Chester L. Posey, senior vice-president, McCann- 
Erickson. 


of graphic design, Batten, Barton, Durstine & Osborn; N.- Lee King, 
vice-president and creative director, Edward H. Weiss & Co.; Lester 
Beall, noted advertising designer and consultant; James N. Hastings, 
vice-president and associate creative director, Campbell-Ewald Co.; 


and Herbert Matter, designer/photographer, Studio Associates, Inc. 


Later in the afternoon, all six will join in a general session with Then will: come ¢.seciew of came of hs ben of te thin 
_ Walter Weir, chairman of the executive committee, Donahue & Coe, that are appearing regionally, gathered under the general direction of 
to score and comment on current print advertising. Norman D. Cary, creative head of Monroe F. Dreher, Inc., and includ- 
, f ’ : ing presentations by James M. Henderson, president, Henderson 
Wednesday evening will festure a p praenea Wiad plenty of ex- Advertising Agency, Inc., Greenville, $.C.; Jack de Celle, copy chief, 
ampine~ot how t0 — best music mood for broadcast selling, Kenyon & Eckhardt, San Francisco; and Gordon White, vice-president 
by Mitch Leigh, president, Music Makers, Inc. and copy chief, BBDO, Chicago. 


Chesatey wil _ wna crnegrey tee oe ; ' pris’ rs After lunch on Friday, the Workshop will wind up with a pre- 
cut costs of television commercials, by Hooper White, commercials ne , S 

otol a sentation by William Bernbach, president and creative sparkplug of 
production manager, Leo Burnett Co. Doyle Dane Bertbact 


Then will come a critical review of current television commericals, 
by a panel headed by Harry Wayne McMahan, Advertising Age Make Reservations Now te Insure Acceptance 
columnist, tv consultant and former agency tv director. The panel will The first Summer Workshop in 1958 attracted so many people that more space had to be found, in 
include Edgar Kobak, management consultant, former network presi- order to accommodate all those who wanted to attend. So, the next year the sessions were moved to the 
dent, radio station owner; Donald S. Frost, vice-president of Bristol- Palmer House’s Grand Ballroom and Red Lacquer Room, two of the largest rooms in Chicago. Since then 
Myers Co. and’ immediate past chairman of the Assn. of National attendance has reached near-capacity levels. 2 
Advertisers; and Miss Hildred Sanders, vice-president and radio-tv _ s ; 
director of Honig-Cooper & Harrington. No more than 500 can be accommodated, because of the schoolroom setup required and the space 

needed for visual demonstrations; so it is essential to get reservations in early. You will assure yourself 

Right after lunch, Virginia Graham, radio-tv personality and special a place and save $15 by returning the coupon below. 
promotional representative for Clairol, will discuss the qualities that 
make for successful selling on the air. 


Reservations are cancelable and fees returnable until July 15. Mail the coupon now. 


— 4 


Summer Workshops, ¢/o Advertising Age, 200 E. Illinois St., Chicago 11, Ill.: 


Enroll me for the ADVERTISING AGE SUMMER WORKSHOP ON CREATIVITY 
IN ADVERTISING, Aug. 1 to 4. My check for $110 ($125 after May 15), 
covering complete registration fee, including attendance and participation oe 
in all meetings and the cost of three luncheons and two dinners on Aug. 2, ee: 
3 and 4, is enclosed. (Or bill me [(); bill my company [_}) 


In the afternoon, Dimka, famed head of Prestige Films, Paris, and 
co-producer of Les Films Pierre Rémont, will tell—with some specially 
produced film—how they do it in France. He will be followed by 
Lawrence E. DuPont, vice-president for radio-tv of Tracy, Locke Co., 
explaining the techniques of creating successful 8-second commercials. 


Then will come an unusual presentation—"“How to Use Ingenuity In- 
stead of Money in Creating Advertising”—a case history record of how 
advertising people have made sparkling advertising on tiny budgets, Title 
presented by Wesley Aves, president of Aves, Shaw & Ring. 


Name (please print or type) 


Thursday evening will feature a performance by the man who Address. 
brought the house down at the first Workshop—Stan Freberg, ad- 


STREET CITY ZONE STATE 
vocate of the humorous approach to radio and television selling, and MAKE YOUR CHECK PAYABLE TO SUMMER WORKSHOPS, AND MAIL TO 
creator of such memorable commercials as the Chun King series which | SUMMER WORKSHOPS, c/o Advertising Age, 200 E. Illinois St., Chicago 11, Ill. 


took the top award in the Hollywood Ad Club competition this year. 
He will discuss—with examples—"“Breaking Through the Mediocrity 
Barrier.” 


If you want information and reservation forms for the Palmer House (hotel 
accommodations are not included in Workshop fee) during the Workshop, check here 


— 
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Cunningham Messner 


YOUNG WINNERS—The 11th annual children’s art exhibit at Cunningham & Walsh found 
the children of art directors appropriately winning many of the prizes—even the door 
prize. Here John P. Cunningham, chairman, presents a portable phonograph to Mark 
Messner, son of Joe Messner, associate art director, who won the grand prize drawing 


it a 


The Adorneys 


at aS 


The Higgins 


Bs 
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for the “Young Man from Cunningham & Walsh.” Kathy Adorney displays her secon 
prize winner in the 6-9 age group to her mother and father, Chuck Adorney, exec a’ 
director, while Billy Higgins, first prize winner in the 10-12 age group, shows his ent1 
to his father, George Higgins, associate art director. 


‘Letter Puts ‘Life’ 


eka ta =7-(00)\\eoe (nto Asphalt and 

Concrete Hassle 

Every item clipped 

as published . . . 

original clippings 
only 


| lisher of Life last week unwitting- 
ily wrote his way bang into the 
middle of the concrete-versus-as- 
phalt controversy (AA, April 3). 
| Citing a Portland Cement Assn. 
| b&w spread in the current issue of 
Life, a promotion letter sent out 
by C. D. Jackson commended the 
campaign as one “designed both to 
inform and to promote favorable 
attitudes on the part of the gen- 
eral public.” 
4 / ‘ Dated April 4, the letter went out 
te ye pe 4 | the day after ADVERTISING AGE’s re- 
ents per alld : pena port on the Asphalt Institute’s re- 
raise po A er w00% -action to the concrete campaign: 
onsets aan list, ‘aie | “This is false advertising—there is 
dai ing - no question about it.” 

aily ... specialized reading, 
market-by-market. All this only 
at BACON’S, your key service 
for complete reliability on 
magazines. 


Complete clipping coverage 
of business, trade, farm and 
consumer magazines | 


® Donald Knott, ad director of the 
institute, said last week that he 
| stood by that statement. He added 
that since the first of the cement 
group’s ads appeared in Life on 
|March 13 (saying that the recent 
| national road test had demonstrat- 
|ed “concrete wins over asphalt’’), 
|the organizer of the test had re- 
peated its request that no prema- 
ture conclusions be drawn. 

He said that the highway re- 
search board of the National Acad- 
emy of Sciences—National Re- 
search Council, had written to both 
groups March 17. The board, which 


BACON’S PUBLICITY CHECKER 
for 100% accurate release lists 
Easy to use. Quarterly revi- 
sions keep you 100% up-to- 
date. Over 3500 listings in 
99 markets. 368 pages. 
$25.00. Sent on approval. 


BACON’ 


CLIPPING 
BUREAU 
14 East Jackson © Chicago 4, Illinois 


' Telephone: WAbash 2-8419 


New York, April 18—The pub- | 


|conducted the tests for the Amer- 
‘ican Assn. of State Highway Of- 
\ficials, requested in its letter that 
|no reports of findings be published 
‘until the completion of all analyses 
\of the tests. The letter said that 
any information purporting to be 
about the test would necessarily be 
premature, incomplete, and unau- 
thorized. 


s A spokesman for Mr. Jackson at 
Life said that his letter was in- 
tended as a general promotional 
piece and that Mr. Jackson’s com- 
ments were by no means an en- 
dorsement of the concrete group’s 
claims. + 


Cramer-Frasselt Adds Mills: 
Names Mackey, Hegard 
Marion Mills, formerly advertis- 
ing copy director of Oscar Mayer 
& Co., Madison, has joined the cre- 
ative department of Cramer-Kras- 
selt Co., Milwaukee. At the same 
time, Cramer-Krasselt has ap- 
pointed Walter I. Mackey, director 
|of market research, and Kenneth 
|E. Hegard, radio and television 
department director, vps. 


Ladd, Southward Adds One 

Sam’l Bingham’s Son Mfg. Co., 
Chicago, manufacturer of printing 
| and lithographic rollers and indus- 
trial rubber rolls, has appointed 
|Ladd, Southward & Bentley, Chi- 
cago, to handle its advertising. The 
company has had no agency for the 
past year. 


‘Hawaii Leads States in Tourism Promotion, 


New York in Industria 


| MILWAUKEE, April 18—There are 
almost as many ways in which 
states handle their tourism and in- 
dustrial development advertising 
and promotion as there are states. 

This impression results from a 
perusal of “1961 Development Ad- 
vertising Reports,” by W. H. Long, 
comparing the development adver- 
tising programs of the 50 states. 

The greatest contrast is between 
Florida—which spends $1,031,804 
for tourism advertising, promotion 
and pr, and $286,000 for industrial 
development via the same tech- 
niques—and California, which, as 
a state, spends nothing to advertise 
its tourist attractions and only 
$32,350 for industrial development 
ads and promotion. 

The Golden State, of course, has 
various private and commercial or- 
ganizations promoting some of its 
regions. 


= Hawaii, on the other hand, has 
the Hawaii Visitors Bureau, a pri- 
vate, non-profit promotional or- 
ganization, under contract to the 
state to act as its tourism promo- 
tion arm. It spends $1,124,500— 
largest amount in the U.S.—doing 


40 Business Paper 
‘Sales Chiefs See 
Pages Off 5% in ‘61 


1’Welcome’ Ads: Lo1 


|this, allocating $604,000 to p. 
|media, $170,000 to broadcast, | 
| $30,000 for booklets and brochu 
Industrial promotion, hand 
separately, gets only $15,000, n 
of which is spent in media. 

New York is the biggest- ind 
trial development advertiser, v 
a total advertising, promotion 
pr budget of $329,461, handled 
Batten, Barton, Durstine & Osbi 

In many states, booklets accc 
for a major part of the advertis 
promotion and pr budget; whil 
many others, print media predo 
nate. 

The greatest degree of unifor 
ty among the states in this fiel 
achieved in the policy of alr 
all to choose an agency from wi 
its borders. An exception is ' 
mont, whose tourism (total fi 
year budget, $69,000) and in 
trial (biennial, $7,000) deve! 
ment promotion is handlec 
Rumrill Co., a New York agen¢ 


# Compiled from state respo 
to Mr. Long’s questionnaires, 
fourth annual edition of the re) 
containing data varying in « 
pleteness and currency, is inte! 
for agencies, media and se! 
companies seeking state advert 
and promotion business. 

A 96-page, mimeographed, | 
tic-bound book, it is availab! 
$15 a copy from W. H. Long, | 
sultant, 5347 N. Santa Mo: 


i .# 
| New York, April 18—Sales man- Biv. Dellwouties 17 


We'd Like To Say... 


THANKS FOR USING N-E-T 


To all of the following advertisers, we'd like to say THANKS. Your use of the Northeast Texas 
Market Group, since its inception last fall, is gratifying and encouraging. 


American Motors Corp. Fasteeth Ostrex 
American Petrofina Ford Motor Company Allen Rogers & Co. 


Barcentrate Frito Company Skinner Macaroni & Spaghetti 
R. J. Reynolds Tobacco Co. General Foods Corp. Trans-Texas Theaters 
Chrysler Corp. General Motors Corp. WFAA Radio-Television 
Creamo Margarine Humble Oil & Refining Co. 

Cystex Imperial Sugar 


Excelsior Medical Clinic Ireland’s Barbecue 


NORTHEAST TEXAS MARKET GROUP 


Affords the advertiser an opportunity to cover in depth a 14-county 
market which contains 365,000 people. This market is ‘Out of the 
Fallout Zone.” None of the N-E-T market is included in any 
Standard Metropolitan Area. It can be covered effectively only 
through the use of the N-E-T Newspapers. And, you save 20%! 


DENISON HERALD—GREENVILLE HERALD BANNER 
MARSHALL NEWS MESSENGER—PARIS NEWS 


Represented Nationally by Texas Harte-Hanks Newspapers 


agers representing about 70 busi- 
ness publications predicted last 
week that the medium will suffer a 
5% decrease in advertising pages, 


with 1960. 
The sales managers—40 in all— 
attended the sixth annual sales 


‘Business Publications. 

They forecast that the advertis- 
ing space situation would “improve 
to a good degree” this month and 
next. 

Four said their page loss in the 
first quarter ranged from 10% to 
12%. They attributed the decline 
to indecision on the part of “good, 
old, steady larger company adver- 
tisers’” who did not get started on 
their campaigns. However, the loss 


Kaiser Sets Campaign 
for Kingfisher Conduit 


A new brand of Kaiser Al 


but will finish the year “pretty|num & Chemical Co. rigid co! 
close to even in dollar volume” |known as Kingfisher will be 
\troduced nationally with a 
paign of magazine advertisin 


rected to electrical products 
management seminar of Associated | tributors. 


Prepared by the 
Francisco office of Young & | 


cam, two-color ads will appe 


April issues of Electrical Cons 
tion & Maintenance and Qua 
Contractor, with repeat sp 
scheduled for May, June anc 
gust in Electrical Constructio 
single pages for Qualified Cor 
tor in May, June and July. 
Two-color pages will appe 
May, June, August and Octob 
sues of Electrical South, C) 


was partly offset by the unexpect- | Electrical News and the New 
edly good rate of new business, | land Electrical News. 


they said. 


Kaiser has backed up the 
motion by mailing 3,200 “ 


® This they attributed to greater |cards” to U. S. electrical co 
efforts by space salesmen and to|tors offering a free 50’ sect 
“the fact that some smaller com-|what the company calls Jet 
panies had been smart enough to|Rigid Rope used to pull 
start advertising in a big way.” # ‘through the new conduit. 
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Adman? 


AMONG THE MAGAZINES 
USED BY NESTLE’S 
ARE... 


REAPS S baal 


It’s the coziest with new 
semi-sweet chocolate” Double Crunchers” 
and Ever Ready Cocoa! 


Welcome to your house. There’s such cozy hospitality in 
every loving batch of Double Crunchers you bake with 
Nestlé’s® Semi-Sweet Chocolate Morsels. The rich, rich 
flavor of Nestlé’s world-famous chocolate fills each luscious 
bite with irresistible chocolaty goodness! Serve Double 
Crunchers with a warming cup of Nestlé’s EverReady® 
Cocoa . . . so cozy and friendly. Nestlé’s is the only instant 
cocoa with whole milk and sugar. You can actually make 
it with hot water! Have a Nestlé’s cookie- n-cocoa 

party soon. Nestlé Makes the Very Best Chocolate. PX 


(2% 
TAY 


YZ ule 


; 
ae 


HAVE A NESTLE’S COOKIE-N-COCOA PARTY! 


DOUBLE CRUNCHERS 
Adapted by Ann Pillsbury 

Preheat oven to $50°F. Sift together | c. sifted Pillsbury’s 
best All Purpose Flour, ¥@ tsp. baking soda and \% tsp. 
salt. Set aside. Combine 4 c. shortening, 2 c. granulated 
sugar and % c. brown sugar, packed; beat till light and 
creamy. Blend in | egg and % tsp. vanilla. Stir in flour 
mixture. Add | c. corn flakes, crushed, | c. quick-cooking 
rolled oats and V2 c. coconut. Remove “% of dough; 
reserve. Shape remaining % of dough into balls using 
level teaspoonfuls; place on greased cookie sheets. Flatten 
with bottom of glass dipped in flour. BAKE at: 350°F. 
TIME: 8 to 10 min. Shape reserved dough into balls, using 
half teaspoonfuls. BAKE on greased cookie sheets at: 
$50°F. Time: 8 min. Cool. 

Prepare CHOCOLATE FILLING: Melt over hot water one 
6-o0z. pkg. (1 Cc.) NESTLE'S SEMI-SWEET CHOCOLATE MORSELS 
with '4 c. confectioners’ sugar and | tbs. water. Blend in 
one $-o0z. pkg. (3 c.) soft cream cheese; beat till smooth. 


me SMEET CHOCOLRY 
s# 


Cool. Spread Filling over larger 
cookies and top with small ones. 
YIELD: 342 dozen. 


>~ 44" 4 a 
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COPYRIGHT 1961, THE NESTLE COMPANY, INC. 


NESTLEs 


SWEET MILK 
COCOA 


AND 


OF COURSE... 
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Advertising Age, April 24, 1961 


Refrigerator Field 
Agrees to Use Net 
Capacity Data in Ads 


WASHINGTON, April 18—The Fed- 
eral Trade Commission announced 
today that its bureau of consulta- 
tion has received assurances that 
refrigerator manufacturers will 
use net volume measurements in 
ads describing the storage capacity 
of their products. 

The agreements were received 
as a result of letters which the 
commission sent to industry mem- 
bers last summer. At the time the 
letters were dispatched, some 
manufacturers were basing their 
measurements on the gross capac- 
ity of the refrigerator, including 
the space occupied by the con- 
denser, coils, baffles, insulated 
partitions and ducts (AA, Sept. 5). 

Before the FTC entered the dis- 
pute, the National Better Business 
Bureau had contacted manufac- 
turers about the practice. At the 
time the FTC letter was dis- 


patched, Allen E. Bachman, exec 
vp of NBBB, reported that some 
companies already were abandon- 
ing the practice, as a result of the 
joint effort of NBBB and National 
Electrical Manufacturers Assn. 


s FTC Chairman Paul Rand Dix- 
on reported that the commission 
now has assurance from all in- 
dustry members that the practice 
has been discontinued. Meniion- 
ing this to the convention of the 
ANA here yesterday as an exam- 
ple of the results that can be 
achieved through industrywide 
cooperation, he said, “Actually this 
agreement is going to help rather 
than hurt the industry, because 
instead of competing in advertis- 
ing a misleading gross capacity, 
they’ll compete on a meaningful 
net capacity. And their advertis- 
ing will be that much more mean- 
ingful.” + 


CAB Rules National Ads 
for Thriftair Service Deceptive 
Civil Aeronautics Board has up- 


NO SIGNATURE—The National Shawmut Bank of Boston—via Harold 
Cabot & Co.—is using this 88’ outdoor painted bulletin in Boston 
featuring a 47’ high cutout of its Indian trademark but no identify- 

ing signature. ' 


103 
Melrose Launches Push 


Melrose Distillers Co., New 
York, revived as a separate mar- 
keting entity of Schenley-Distil- 
lers earlier this year, launched 
a newspaper ad campaign Apri! 
17 for J. W. Dant Kentucky 
bourbon and Dant’s Charcoal Per- 
fected whisky. In keeping with 
Schenley’s new strategy of step- 
ping up the age level of its brands, 
J. W. Dant has boosted its age 
from four years to seven, while 
Charcoal Perfected, “formerly six 
years old,” becomes a _ ten-year- 
old brand. The newspaper sched- 
ule calls for 600 and 1,000-line 
ads, which feature Newt Kook, 
president of Dant Distillery Co. 


held an examiner’s decision (AA, 
Aug. 22) that National Airlines, 
Miami, used deceptive ads for its 
Thriftair service and Fly & Drive 


a \VANDERPOOL 
| plan in mid-1959. The board’s or- | 


der forbids 


“lowest fare” if other lines are | 
offering the same fare. 


complete promotional service in all 
mediums — cardboard, plastic, etc. 
122 S. MICHIGAN AVE. CHICAGO 3, ILL. 
HArrison 7-8442 


National to claim | 


An unusual opportunity for 
companies in the advertising- 
marketing-communications 
field to locate their activities 


in Advertising Age’s Adertising Center 


Advertising Age’s Advertising Center offers advertising 


agencies, publishers, media representatives, research organ- 
izations, graphic arts services, suppliers and other allied 
interests a highly desirable address in a prestige location 


and expanding business community. 


The Advertising Center is a well-built seven 
story structure at the northwest corner of 
Rush and Superior Streets in Chicago, Ill. The 
address is 740 North Rush St. 


In the heart of the fashionable “Near North 
Side,” the building is in the midst of adver- 
tising activity in the city. Nearby are the 
offices of many advertising agencies, art and 
photo studios and other services. As an ex- 
ample, the Palmolive Building, the John Blair 
Building, CBS Studios and the Wrigley Build- 
ing are all within convenient walking distance. 


This prestige location offers many unusual 
advantages for those in the advertising/mar- 
keting business. It provides an office within 
minutes of the “Loop” as well as easy access 
to other parts of the city and suburbs. The 
nearly completed Ohio-Ontario Streets con- 
nection with the Congress Street-Northwest 
Expressways will make Lake Forest, Highland 
Park or a client’s suburban plant within a half 
hour's drive away. Within a six block radius 
of the 740 address are three banks, many 
restaurants, hotels, clubs and shops. A new 
hotel-motel is nearing completion at the corner 
of Rush Street and Chicago Avenue, a few 
steps away. 


A distinctive entrance and lobby are now being 
built at the Advertising Center. Modern, self- 
service passenger elevators will be in operation 
by late 1961. Air conditioning equipment is 
being installed. 


Formerly owned by the Methodist Publishing 
Co., the building has been well-maintained 
and, with remodeling and well planned im- 
provements, the Advertising Center offers an 
exceptionally fine rental opportunity even for 
the most discriminating tenant. Managed by 
Browne & Storch, Inc., with an office in the 
building, the Advertising Center, in addition 
to its many location advantages and space fea- 
tures, represents strong ownership and efficient 
management. -__ 


As publishing headquarters of Advertising Age 
and its sister publications, Industrial Marketing 
and Advertising & Sales Promotion, the 
Advertising Center will become the news 
capital of the advertising/marketing world. 
These internationally-renowned publications 
are visited by many outstanding advertising/ 
marketing executives, writers, artists, lecturers 
and teachers, whose presence can add to the 


prestige and importance of your business 
address. 


We invite members of the advertising/market- 
ing/communications industry to join us in 
this community of interest—the Advertising 
Center. We are proud to announce that an 
advertising agency and a book publisher have 
already completed rental agreements. 


Desirable office space from 2,600 square feet 
and up will be available between now and 
April, 1962. A complete studio area — sound 
rooms with 15 foot ceilings, panelled offices, 
labs, etc.—may be rented now. A ground 
floor, corner store space will be available later 
in the year. Lower level space may also be had. 


An easily accessible, prestige location is im- 
portant to your business or service — your 
clients or customers prefer it and your em- 
ployes will appreciate it. You are invited to 
investigate now. 


Advertising Age’s 


Call Arnold T. Linder, Building Manager 
WHitehall 4-0282 — Office in the Building 


BROWNE. & STORCH, INC. 


Managing Agents 
Representing Advertising Publicgtions Inc. — Advertising Age 
919 NORTH MICHIGAN AVENUE © TELEPHONE WHiTeHait 4-7373 
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Adman in the News ... Edwin Cox 


The new chairman of the Amer- 
ican Assn. of Advertising Agencies 
is a quiet, soft-spoken Texan who 
grows roses, who spent 33 years 
building Ken- 
yon & Eckhardt 
to its present 
eminence, and 
who thinks his 
legacy to the 
agency is in its 
‘‘bible,’’ the 
“K&E Book of 
Creative Stand- 
ards.” He is now 
working on a 
history of K&E, 
called “The Bi- 
ography of an 
Idea.” The phrase comes from his 
well-worn definition of K&E’s ap- 
proach—“imagination applied to 
facts.” 

So far as Ed Cox is concerned, 
the future of the agency business 
lies in (1) increasing public re- 


Edwin Cox 


spect for advertising, which en-| 


HOUSTON 
CIRCULATION 
Fact 
No. 4 


The Houston Post 
leads Houston's 
second paper in... 


® TOTAL 
CIRCULATION 
DAILY AND SUNDAY 


® TOTAL DAILY 
METRO AREA 
CIRCULATION 


® TOTAL RETAIL 
TRADE ZONE 
CIRCULATION 
DAILY AND SUNDAY 


More of your 
customers read 
The Houston Post 
than any other 
Houston newspaper, 


MORE CIRCULATION 
AT NO EXTRA COST 


THE HOUSTON PosT 


Houston's largest 
newspaper, daily 
and Sunday 


Represented nationally by 
Moloney, Regan & Schmitt 


tails cleaning up the fringe of of- 


fensive operators, and (2) a pub-| 


lic relations program. 


Mr. Cox phrased the idea this | 


way in a speech last fall: “We 
| shall grow up a breed of advertis- 
| ing men who stand tall in the 
‘councils of business. Your sons 
may not want to follow the pro- 


|fession of advertising. But your |® 


grandsons will.” 


| @ Ed Cox, now 62, has already 
worked long and devotedly on be- 
half of the Four A’s Committee 
on the Improvement of Advertis- 
ing, and in its copy interchange 
—which last year was augmented 
when the Assn. of National Ad- 
vertisers joined with the Four 
A’s, plugging the client loophole. 
Up to that point, perhaps the most 
significant deficiency of the copy 
interchange had been the militant 
client, which declined to change 
a whit of its copy approach. 

Speaking of the interchange last 
| week, Mr. Cox said he was “proud 
|of what it has done with little 
publicity.” Its “successes far out- 
weigh its failures,” and the amount 
|of cooperation had been most grat- 
\ifying, he said. 

It was Mr. Cox who pressed 
| hardest for a revision of the Four 
| A’s copy code, which had been in 
effect since 1937, and hadn’t been 
amended to take into account the 
new medium of television. Large- 
ly due to his efforts, the Four 
re code was amended in Janu- 
ary, 1960, to include specific in- 
terpretations as to the application 
|of the principles of 1937 applied 
| to tv advertising. 


|@ That interpretation explains the 
|operation of the interchange as 
well, concluding with the for- 
|midable words: “The operations 
committee will then consider fur- 
ther action, such as requesting 
the agency to resign from the 
Four A’s or, if necessary, taking 
steps toward annulling the agen- 
cy’s membership. . .” 

Ahead for advertising, Ed Cox 
thinks, is growing professional 
status. At the risk of being “vi- 
sionary,” he believes that there will 
be graduate schools of advertis- 


A Hog Can Cross the Country 
Without Changing Trains 
—But YOU Can't! 


The Chesapeake & Ohio and the Nickel Plate Road 
| again propose to give humans a break! 


AD CLASSIC—-Ed Cox and Draper 
Daniels (now creative exec vp of 
Leo Burnett Co.) put together this 
famous Chesapeake & Ohio ad, 
which is included by Julian Wat- 
kins in his compilation of the “100 
Greatest Advertisements.” 


ing at universities, with faculties 


drawn from among top executives | 


in the various fields of advertising. 
“How will we solve the man- 
power problem otherwise?,” he 
asks. Along with advertising’s 
growing professionalism will come 
a “code of behavior” transcend- 
ing anything now existing. 
“College kids don’t think very 


FAVORITE—Among Ed Cox’s own 
favorite productions is this ad for 
Axton-Fisher’s Spuds. It was paid 
the compliment by David Ogilvy of 
being revived when his agency ac- 
quired the Spud business. 


highly of advertising,’ he com- 
mented. But the years ahead will 
see a vast improvement in “pro- 
fessicnal standards and in repu- 
tation.” 


® Edwin Cox graduated from Dal- 
las high school into the army in 
1917, came out in 1919 and spent 
a year at the University of Il- 
linois. He got a job as a copy- 
writer with that fantastic cradle 
of talent, the A. W. Shaw Co. in 
Chicago—from which came Jim 
Young, Phil Lennen and Maurice 
Needham, among others. He spent 
six and one-half years with Shaw, 
winding up as assistant director 
of advertising. For two years he 
was advertising manager of Celo- 
tex Co., and then was lured to 
New York by Phil Lennen. Ed went 
to Lennen & Mitchell to write copy 
on Old Golds. 

He came down to New York 
with a hustling salesman whom he 
had known at Shaw, Dwight Mills. 
Mr. Mills was headed for the New 
York staff of Business Week. In 
1931 Mr. Cox moved to Young & 
Rubicam; he worked for Y&R in 
both New York and Detroit. 

In 1933 he wanted to come back 
to New York, and thought of set- 
ting up his own agency—deterred 
only slightly by the difficulty of 
raising the money. Then he de- 
cided to look for a smaller agency, 
where he could get stock instead of 
salary. Dwight Mills suggested that 
he knew Thomas D’Arcy Brophy, 
and arranged an introduction. 


= Ed Cox came to K&E as copy 
chief in June, 1933. Four months 
later, Mr. Brophy was the victim 
of a dreadful automobile accident 
in which he was nearly burned 
to death. It was apparent that he 
was going to have months of re- 


\||}covery, and much plastic surgery 


to undergo, and that he would be 
out of action for a long time so 
far as the agency was concerned. 

At lunch, the late Otis Kenyon 
and Henry Eckhardt discussed the 
problem with Ed Cox. He sug- 
gested they hire Dwight Mills to 
take over the new business func- 
tions which had occupied D’Arcy 
Brophy. They did, and when Mr. 
Brophy returned to the agency, 
the three formed a kind of second 
growth triumvirate which moved 
the agency to a solid position in 
the front rank of New York agen- 
cies. 


senior vp, vice-chairman, 
man, and now heads the K&E ex- 


ecutive committee. It was his idea | 


to codify and document K&E’s 
working creative principles. He 
saw that Mr. Kenyon was basical- 
ly an engineer and that Henry 
Eckhardt was a creative man with 
a flair for fashion. He saw how 
research could be turned into ad- 


s Ed was a creative man and an/| 
administrator, and he became vp, | 


chair- | 


| vertising so long as no one got the 
impression that research was ad- 
vertising. So, ‘‘we’ve never had a 
conflict between research and 
creative in this agency; we’ve un- 
derstood that one takes up where 
'the other leaves off,” he says. 

Around K&E Ed Cox is perma- 


It was his idea. It documents what 
K&E thinks. It is used to review 
periodically work in progress in 
the agency, to see how it meas- 
ures up to the creative standards. 
It is must reading for all new- 
comers to the agency—of what- 
ever rank. 
| “It hasn’t made our best work 
j}any better, but it has improved 
‘the level of all our work,” Ed 
| says. # 
Management Magazines 
Weighs New Marketing Book 
Management Magazines, Green- 
wich, Conn., publisher of Manage- 
ment Methods and School Manage- 
ment, has been interviewing per- 
sonnel with a view to starting a 
new magazine reportedly to be 
called Marketing Management. 
Pres. William S. Kline declined to 
comment beyond saying that the 
company had discussed the plan. 
“We have no immediate plans,” he 
said. 


Mora Names Dever; 
Appoints Cole & Weber 

Mora Chemical Corp., Seattle, 
has named Edward D. (Danny) 
Dever director of marketing, and 
has appointed Cole & Weber, Seat- 
tle, to handle advertising for its 
new product, Plant Food Sticks 
fertilizer pellets. Mr. Dever is on 
leave of absence from Feltis, Dove, 
Dever & Cannon, Seattle, radio-tv 
representative. 


National Sets $750,000 Drive 
National Lead Co., New York, 
will run color page and back cover 
ads for Dutch Boy paints in Amer- 
ican Home, Better Homes & Gar- 
dens and McCall’s, plus page color 
ads in Look, Mechanics Illustrated, 
Popular Mechanics, Popular Sci- 
ence, Reader’s Digest and The Sat- 
urday Evening Post. The $750,000 
campaign will run through Sep- 
tember. National is also testing 
newspapers in two markets. Mc- 
Cann-Marschalk is the agency. 


Wesley Has New Old Spice 

Wesley Associates, New York, is 
the advertising agency handling 
the introduction of Old Spice Su- 
per Smooth shave, a new formula 
being introduced this month by 
Shulton Inc., New York. Wesley 
also handles other Shulton prod- 
ucts. In an item reporting the de- 
but of the new shaving cream (AA, 
April 17), ADVERTISING AGE erred 
in stating that Sexton Co. handles 
the account. 


‘Digest’ Hikes Italian Rates 

Reader’s Digest will raise the 
rates of its Italian edition for the 
first time in three years in Sep- 
tember. The b&w page rate one 
time, will move up from $1,200 to 
$1,370. At the same time, the 10% 
surcharge for bleed will be elim- 
inated and a new 12% discount for 
18 insertions over a 12-month pe- 
riod will be offered. 


Johnston, Taylor Buy WRVM 

WRVM, Rochester, N. Y., has 
been purchased from State Broad- 
casting Co. by James M. Johnston 
and Francis G. Taylor of Water- 
town, N. Y., at a price in excess 
of $400,000. The sale is subject to 
the usual FCC approval. 


Phillips Names Dunas 

Wm. E. Phillips Co., Los An- 
geles, discount chain, has appoint- 
ed Edwin C. Dunas Co. to handle 
its $230,000 account, mostly in co- 
op funds. McNeill, McCleery & 
Cochran, Los Angeles, is the pre- 
vious agency of record. 


nently associated with the “Guide.” | , 


| & 
| 
| 


FRESHENER—Titan Chemical Indus- 

tries, Wichita, Kan., is test market- 

ing its Exotic Fragrance air fresh- 

ener in five midwestern markets 

via small-space newspaper ads and 

radio. Hall, Haerr, Peterson & Har- 
ney is the agency. 


Montgomery Ward 
Loosens Credit, but 
Plans No Ad Boost 


Cuicaco, April 18—Montgomery 
Ward & Co. will not increase its 
national advertising expenditures 
this year, and will invest about 
the same as it did in 1960, John 
A. Barr, board chairman of the 
giant merchandiser, told ADVERTIS- 
ING AGE today. ; 

When Ward hired Campbell- 
Mithun as its agency earlier this 
month (AA, April 3), after four 
years without an agency, there 
was speculation that the company 
was contemplating stepping up its 
national ad effort. This, however, 
was denied by Mr. Barr. 

“Campbell-Mithun was hired 
primarily to help us to increase 
the effectiveness of our local ad- 
vertising and our catalogs,” Mr. 
Barr stated. He described Ward’s 
national ad program last year as 
“negligible’ and added that he 
didn’t know how much the com- 
pany spent. PIB figures show that 
Ward spent $312,029 in consumer 
magazines during 1960. 


= At the same meeting Mr. Barr 
discussed the company’s 1960 an- 
nual statement with reporters. 
Ward’s net sales last year hit a 
record high of $1.24 billion, up 
2.1% from 1959 sales of $1.22 bil- 
lion. 

Net earnings dipped sharply, 
however, plunging to $15,053,599 
from the 1959 level of $30,656,537. 
Mr. Barr said Ward’s earnings 
“declined more during 1960 than 
did those of many other other na- 
tional retailers because of Ward’s 
relatively large number of older 
stores, which are more susceptible 
to the competitive pressures of a 
recessionary economy.” He pointed 
out that sales from the company’s 
old stores were 5% lower in 1960 
than in 1959. 

As a “stimulus to sales,” Ward 
is revising its credit terms this 
week and will no longer require 
a down payment for credit pur- 
chases, Mr. Barr said. In the past, 
the company required a $5 or $10 
|\down payment for new accounts 


| only. = 


Bruning Retains Chudacoff 

| Chudacoff & Margulis, Los An- 
/geles, has been retained by the 
| western regional division of 
Charles Bruning Co., Mt. Prospect, 
Ill., office equipment manufactur- 
er, to assist it in its direct mail, 
newspaper and trade publication 
advertising in that area. Buchen 
Advertising, Chicago, is the Brun- 
ing agency. 
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The ONE 
magazine 
that 
COVERS 
the youth 
market... 


No magazine covers the Youth Market as SEVENTEEN does because no magazine covers teen-age 
girls’ interests as SEVENTEEN does. Heart-to-heart and cover-to-cover, SEVENTEEN talks with its 
more than 5,000,000 monthly readers about everything from fashions to food to their futures. 
They read it avidly, trust it completely. Result? Just as surely as April showers bring 


May flowers, advertising messages in SEVENTEEN result in amazing buying action. 


it's easier to START a habit than to STOP one! 
SEVENTEEN MAGAZINE, 320 Park Avenue « New York 22, N.Y.+ PLaza 9-8100 


LEARN HOW SEVENTEEN’s UNIQUE SISTER PUBLICATION, SEVENTEEN-AT-SCHOOL, CARRIES YOUR ADVERTISING INTO HIGH SCHOOL HOME ECONOMICS CLASSROOMS. 


ee rn ee ee ee ee ee Ee ee 
pee: pete A, Solio ah ee po — 7 aan ae OR ie g ’ $ 3 : ‘ es : ca 
ne : a 
fy y 
rel f iL 4) 9 : (4 e f > 
i, apa SEY 
yy SM fa Wy: | 
ot A. a , 4 Wf Hf e. 
a Tan 7 f/f “f) ‘gj f > (Qi Jt. | 
a3 DA } 7, 
a § Ch ARIZAT 2 Le : Vf / f] f ; ey. * 
a “ECOL - {74 FP Fae (’ Milf if MU fp. oy a 
be ity f, tj FO) ay > . if f f Us if) f f 7 lis Hf ry j fi f fj r Wf a Vi ] ; = : 
- MN « (apa, CU Slip 45/1/17) en Mt bias 
pi ae 1Y¥~ “<i £ AimBelsisiiwv jeg br» eo 
" UG, , MECCH «(Pay 4 Yt SAlnng, tl pp = 
ae ee ’ — j 3 i d . ra D> ‘f A { f f tf] j f, ; £2 . ( ; { // j = | fj! : ger 
Sie "CALE C7] : Vz scores J f Vt ] Td, . a 
no 4 F g ‘ sEF4E Si Pat ~ Fi Zs y se 
ae eat if Ship thats: yj Si 
ee ad ‘ > aa { ( ‘f} * ( 'f} A fl 5 Tes 
AE os , = eee F i pr 
iid 2!) ae | 
h : “ x 7 : ; -— Ml ia 5 é j yf } / faz f] 
a ‘Al » re Regn Oind 
Ba au Shas - = j eats 
ee. 3 sz | me 
2, oy . “i ; | ae 
one Sf a on o neon 
ae: aN a a ee ele - a 
oe 2 1 woont S oe ae ee ioe 
P — ret ? i, ‘ . ae ~! 
oe Se i 1 wes 
: | £ | i 3 ee. Sy ee : \ i ~~ - : aS “. i 
; : : 3 : a . i P . ai ats ” ' aa 2 ‘ a Z | 3 
) ail ee ia cco aa : ; a ee: a 
eee 2 - a em : we a a 
¥ i she I aia a j ia 
a Feu s > at 
a a +* 
ee Ca . 
; — fn 
= ——— Te 
ae "i= rs i 
es “beng team acs. (CVOOCOR. 


106 


Baldwin Miles 

CAMPUS TO CLIENT—As a class project, four prospective “agencies” com- 
posed of Northwestern University advertising students were asked by 
their professor, Dr. Vernon Freyburger, to assemble a presentation 
for an ad campaign for Motorola stereophonic record players. After 
two months’ work they made their presentations to Motorola execu- 
tives who selected the All Nite Advertising Agency’s presentation as 


* OUTSTANDING CITI- 
ZEN—Sigurd S. 
Larmon (right), 
board chairman 
of Young & Rubi- 
cam, receives the 
American Herit- 
age Foundation’s 
outstanding citi- 
zen award from 
Harold W. Com- 
fort, president of 
Borden Co., a 
trustee of the 
foundation, and a 
Y&R client. The 
award recognizes 
Y&R’s register- 
and-vote newspa- 
per ads as the 
most effective 
ones run by an 
agency in 1960. 


— 


ac Mes. 


Dixon Bolin Schroeter Baumbusch 


ANA SPRING MEETING—Gathered at the spring meeting of the Assn. of National Adver- 
tisers in Washington were Paul Rand Dixon, chairman of the Federal Trade Commis- 
sion; Roger Bolin, Westinghouse Electric Corp.; Harry Schroeter, National Biscuit Co.; 


Barrett 


Freyburger Farris 


Walt 


the most complete and professional. Huntley Baldwin was the “agen- 
cy’s” art director and Mike Miles the account executive. Looking at 
the winning campaign are Dr. Freyburger; Robert Farris, Motorola ad 
director; and John Walt, Leo Burnett account exec whose agency 
really has the consumer products account. Winning “agency” men 
received portable transistor radios from Motorola. 


Skillin Bradford 
AD EXECS—Ad executives at the ANA meeting were 
Ken Skillin, Armour & Co.; G. A. (Tony) Bradford, 


Margules 


Union; and Ed 


3 a 


Allport Frost 


Advertising Age, April 24, 1961 


PHOTOGRAPHIC REVIEW OF THE WEEK 


PRINCESS—The Washington State 
Potato Commission will use the 
Potato Princess in its trade promo- 
tion. Consumer promotion will be 
in 82 markets in the Midwest and 
South on the “Dave Garroway To- 
day Show” on NBC-TV during 
July, August and September. 


Guttenberg 


General Electric Co.; Seymour Margules, Western 


Guttenberg, Schenley Industries, 


Beard McMillin ~- 


Ken Baumbusch, American Home Products; Ed Barrett, Standard Brands; Peter All- 
port, president of the ANA; Donald S. Frost, Bristol-Myers Co.; Douglas L. Smith, S. C. 
Johnson & Sons; David Beard, Reynolds Metals Co.; C. T. McMillin, C. F. Sauer Co. 
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when 
numbers 
are 
important, 


p 
biggest, 
most 


beautiful 
number 


of them 
all is... 


McCall’s #1 in circulation 


McCall's 6,560,452 

Ladies’ Home Journal 6,550,415 

Good Housekeeping 4,961,039 

Source: ABC Average July-December 1960. 
millions 
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McCall’s #1 in advertising 


McCall's 248 pages 
Ladies’ Home Journal 194 pages 
Good Housekeeping 220 pages 


Source: PIB Jan.-March 1961 
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McCALL'S: FIRST MAGAZINE FOR WOMEN. 
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Banzhaf Hits Use of ‘Creative’ in Ad Field, 


Suggests ‘Hard Work, 


Cuicaco, April 18—Max Banz- 
haf, director of advertising, pro- 
motion and public relations of 
Armstrong Cork Co., last week 
criticized the way the words “cre- 
ative” and “marketing” are used in 
the advertising field and offered 
some of his own definitions for the 
terms. 

The occasion was the fifth an- 
nual Mid-America Industrial and 
Marketing Conference, co-spon- 
sored by the Chicago, Indianapolis, 
Milwaukee and St. Louis chapters 
of the Assn. of Industrial Adver- 
tisers. Mr. Banzhaf was the key- 
note speaker for the meeting. 


s “Frankly, I favor the abolition 
of the generalized meaning of the 
word ‘creative’ from our lexicon 
of marketing,” he said. “In its 
place, I recommend that we sub- 
stitute the simple notion that cre- 
ative in our jargon means nothing 


HOUSTON 
CIRCULATION 
Fact 
No. 5 


In the most recent 
audit year 

The Houston Post 
gained more daily 
and Sunday 
circulation than 
both other 
Houston news- 
papers combined. 


POST 
Daily Sunday 
1960 216,538 233,978 
1959 207,921 216,776 
“Gain 8.617 17,202 
CHRONICLE 
Daily Sunday 
1960 200,412 226,544 
1959 195,957 218,294 
Gain 4,455 8,250 
PRESS 
Daily 
1960 ©. 102,554 
1959 101,767 
Gain 787 


ABC White Audits 
for 12 months 
ending 9/30/60 


(Post daily circulation 6-day 
Chronicle, Press 5-day Mon.-Fri.) 


THE HOUSTON PosT 


Houston's largest 
newspaper, daily 
and Sunday 


Represented nationally by 
Moloney, Regan & Schmitt 


Intelligence’ Instead 


more than intelligence combined 
with hard work. 

“And these two words, intelli- - 
gence and hard work, are mutually | * = : 
inclusive. Like love and marriage | FIFTEEN YEARS AGO 
you can’t have one without the | HE CREATED AN 
other, or at least you shouldn’t try. T=::-- 
But if you force me to choose 
between them, I favor hard work mes Ee Me 
over intelligence merely due to) [ij .ccmce* 
the human predilection to seek all |= s=/s> 0.5 = 
sorts of substitutes for the painful | == Sv" 
necessity of thinking. Thinking is | 2a." =<«~ 
the hardest kind of work and it’s |.".='0m. 
agonizingly painful.” = 

Turning to marketing, Mr. Banz- | = «S~'.00"=. 
haf criticized some admen who| 
\“have a notion that marketing is a |" ~~" """"" 
| form of intimidation or coercion or 
| manipulation that can force peo- 


vit 
Fate 
begets 
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z i: 
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iH! 
hal 


| 
| 
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|ple to buy any product, regardless|HAIL SELASSIE—Adams & Keyes, 
|of its merit or whether or not it’s|agency for Ethiopian Airlines, has 


wanted or needed. 


a “This may be racketeering or 
economic feudalism, but it is not 


prise. And the sooner all of us in|°! Ethiopia,” 


tion rid ourselves of this false 


From mules t jets im the mountain empire of the Lion of Judah 


identified as rane 
business, government and educa- most air-minded man in Ethiopia.” | Britain take about 50% of gross 


JWT, EWRR Top 
U.S. Agencies in 


a 


ene i “=~, Profits in Britain 


se 
z) A 
A | Sie 


(Continued from Page 2) 
se te wees ne | revealing any dark secrets. Such 
awucoar““*~"| figures, he said, are available for 
sage neo soreness | Virtually all British companies 
thom, we He tt oo oes ws -|which have more than 50 stock- 
ooenneete| holders. 
> Mr. Dutton stressed that these 
em Nan Sn nd ant profit figures were before taxes. 
=‘ "=| He noted that corporation taxes in 


The Emperor 5 surhine also served humansty well #hen 


Advertising Age, April 24, 1961 


to cope with these differences in 
quality of service by setting up ‘a 
separate international division, In- 
tam, which seeks “to make the best 
use of facilities available and su- 
perimpose them on our own stand- 
ards.” Intam has offices in some 
markets but works primarily as a 
London-headquarted export agen- 
cy, maintaining associate relation- 
ships. with local agencies. Mr. 
Dutton cited South Africa as an 
example of the difficulties involved 
in local office operations. 

“It is essential,” he said, “for an 
agency in the Union of South Af- 
rica to operate fully equipped of- 
fices in at least three centers more 
than 500 miles apart. Total com- 


He coemsed 9 looking forward (© the mewt 15 years 
serve 


CAAERS ACC ONE 


“the 


U.S. Agencies in Britain 


Sar cone on Gross Profits Billings 
1958 1959 1959 

5. Welter TROON cisecssccssccsscssiccscets $735,266 $1,080,676 $38,080,000 

: ‘ Erwin Wasey, Ruthrauff & Ryan ........ 538,468 815,421 20,848,800 

this ad scheduled for April GN | Young & RUbICAM ........ccccsvsesssesseeeseen 743,587 690,659 16,000,000 

May issues of The New Yorker,| McCann-Erickson 175,964 85,744 7,000,000 

Time and seven travel industry | Foote, Cone & Belding ..................+. 262,323 263,020 12,309,881 

. publications, hailing “His Imperial | Hobson, Bates & Partners .................. 123,102 58,741 6,018,611 
marketing under the American ; ; ; Benton & Bowles ........../ Rissctinieas 205,055 '357, 

system of free competitive enter- Se sere Selassie I, Emperor pi bia 


profits. 


This idea of marketing as a mani- 


ing villains.” 


market.” 


other things that are at least as 


ence reached, the amount of spon- 


tention right along with the rating. 


their actions. 


44The 
government 


to blame 
for the destruction 


impression, the better off we’ll be.| of a thinking.” ' net profit figures, the LPE execu- 

; : ; e Armstrong executive als0| tive related earnings to the 1959 

pulation force is what gives rise to| charged that similar yardsticks|pinings figures compiled by AA 

the current vogue in intellectual| are used in the industrial ad field. gf vate 

circles of casting the business man | “We judge the value of a medium |, . 

> an f 2 

as one of society's greedy, grasp-|by its cost or by the number of|to 9-99, ter McCann -Poieon sey 

people it reaches,” he said. “This| penton & B ion 3 j ” 
He defined marketing as a “co-|is just another form of the same owles in the red 1.1%. 

ordinated effort toward achieving} numbers game played by the peo-|— These fj : 

the prime objective of the com-|ple who buy television and leads| tp. first Fn range lng rool ig ee Fi 

pany—serving the needs of the|to the same kind of poor decisions ; 

and bad practices.” 


s Mr. Banzhaf took a crack at the| ® Mr. Banzhaf warned his audi- 
fetish over television ratings by|ence that American companies 
charging that “everyone else ex-| will have to do a better advertis- 
cept the consumer advertising man|ing and marketing job in future 
seems to know that ratings aren’t| years because of strong competi- 
everything. There are so many|tion from foreign companies. 
Pointing out the high costs of|twice EWRR’s total, 
important—the caliber of the audi-|personal selling, Mr. 
stressed that the balance of the 
sor identification and the impact|selling job “must be done with 
of the impressions created—other | advertising of one form or another | above. 
factors that from both a public and | but to do it, it must work harder’ 
an advertising viewpoint merit at-|than it has in the past.” 


‘Electronic Packaging’ Bows 
Electronic Packaging and Pro- 


Using this 50% tax rate to get 


“The net profit,” he said, “would 


performances. For example, EWRR 
presumably had net profits of 
$400,000 in 1959 on billings of $20,- 
800,000. This represents a return 
of 2% on billings but nearly 15% 
on commissions received by the 
agency. 

On the other hand, JWT, with 
1959 billings of $38,000,000, nearly 
apparently 
Banzhaf | earned only $500,000 after taxes. 

These earnings figures are shown 
along with billings in the table 


# Mr. Dutton did not report earn- 


r “Even though I think most in-|ings for any British-owned agen- 
“But do the people whose job| dustrial advertising budgets are 


it is to worry about these things| too low, the answer is not to spend 
give them much attention?” he|a lot more advertising dollars. 
asked. “Evidently not, judging by|That would defeat the purpose. 


cies but he did say that his own 
agency “would like to make 1.5% 
after taxes but under the condi- 
tions operating in 1959 we were 


So the rest of us| The answer is greater impact for|happy with 1.25%.” 
laugh and call them silly for being| the dollars we spend. This means 
such slaves to a yardstick instead| working harder to get facts and 
information that are of real help 
and appeal to the buyer. It means| “some” of these figures “must be 
more care and more work and|very encouraging to the American 
some additional dollars to present} owners.” 
those facts in a more attractive or 
appealing manner,” he said. 
Steven J. Shaw, Purchasing|entire world to present a capsule 
Week, and Bradley A. Burnside,|picture of the agency scene. 
House & Home, were named co- 


. winners in the competition for the| into Grade I, Grade II and Grade 
as on y | Se Midwest’s top business publica-|III areas in terms of agency serv- 
tions ad salesmen sponsored by|ice. He contended that outside of 


the t.f. Club of Chicago. They will | the U.S. and Canada the only place 
split the $500 first prize. + 


LPE billed $38,157,000 in 1959 
and its net was therefore $476,800. 
Mr. Dutton commented that 


In his half-hour talk, the British 
agency executive ranged over the 


Mr. Dutton divided the world 


where Grade I service is available 
generally is in his own country, 
Britain. By Grade I service, he 
pointed out, he meant a full range 
of facilities—creative, merchandis- 


of this important 
‘segment 

of national 
transportation. 


duction, a new bi-monthly maga- 
zine aimed at mechanical engineers 
in the electronics industry, has 
made its debut. The new book will 


ing, research, radio, television. 


s In other countries, he said, there 
have a controlled circulation of 15,-| ™4¥, be one or two agencies with 
000, and the onetime b&w advertis- raerey I ag tay — there is 
in rate i : , a big gap ween these agencies | é ; 
on geet dna gaineien : and the rest of the field. Mr. Dut-|in effect, my partner in the oper- 


missionable billings among all 
agencies is about $20,000,000. Com- 
petition among agencies is fierce. 
There’s not much profit left for 
expanding the service. 


s “Agency service there is pri- 
marily creative. One of our crea- 
tive directors, now on the verge of 
retirement; went out three years 
ago to help them out for three 
months. He said it took him back 
nearly 30 years. Life in Intam- 
South Africa was like it used to be 
in LPE in the early 1930s. It’s not 
that South Africa agency people 
don’t know of the wider services 
that could be given—there’s just 
not the margin to do it yet.” + 


Post Co. Names 
Beebe Vice-Chairman 


of Newsweek Inc. 


New York, April 18—Newsweek 
Inc. and Washington Post Co., 
linked March 21 when Post Co. 
bought control of the magazine, 

today made 
_ news at the per- 

sonnel and 
agency levels: 


e Newsweek 
announced that 
it is switching 
its account, bill- 
ing about $500,- 
000, from Filet- 
cher Richards, 
Calkins & Hol- 
dento N. W. 
Ayer & Son. 


e Frederick S. 
Beebe, New York legal counsel for 
Post Co. and a partner in Cravath, 
Swaine & Moore, was elected 
chairman of the board of Post Co., 
and vice-chairman of Newsweek. 


© 


Frederick S. Beebe 


s Announcement of Mr. Beebe’s 
election was made by Philip L. 
Graham, president of Post Co. and 
chairman of the board: of News- 
week. 

Mr. Graham said he had asked 
Mr. Beebe “to continue his close 
association with me by becoming, 


: Holland, Bel-|Inc., in which Mrs. Graham and I 
W. Adams St., Chicago. It will be | Germany, France, ’ ’ r 
represented by Dillenbeck-Galavan | sium and Italy as Grade II areas.|own the voting stock.” Mr. Beebe 


ee S. Kiver Publications, 222 ton said LPE classified Sweden, | ation of Post Co. and Newsweek- 


Inc., Los Angeles, and W. J. Mar- 
| tin Associates, New York. 


“Some,” he added, “where there | will assume his new position June 
are strong U.S. agency offices, as|1, and will maintain offices in ‘the 


‘ i |N k Bldg. 
Edgar F. Luckenbach, Jr., presi- | ie France and Germany, border on | Newswee g. here 


dent of the 110-year-old Lucken- | Rock Joins ‘Washington Post’ 

bach Steamship Co., announces| The Washington Post has ap- 
the decision to abandon domestic | pointed Lewis B. Rock Jr. assist- | 
shipping operations, as quoted in, ant promotion manager. For the 
Traffic World, the weekly news-| past three years Mr. Rock had 
magazine of transportation man- | been assistant to Secretary of Ag- 
agement. Reprint on request, 500 | riculture Ezra Taft Benson in 
Summer Street, Stamford, Conn. | charge of press and public rela- | 


gory.” 


| Grade I. Others, such as Italy, we 
|reckon, on the average, as only 


|areas are rare.” 


At the same time, Newsweek 
promoted Robert S. Saalfield- Jr: 


|just making tne Grade II cate-|to Midwest advertising manager, a 
|new post. Formerly manager of 
Mr. Dutton said that “when you|the Pittsburgh office, Mr. Saal- 
come to the vast continents of Asia, | field also will direct the Cleveland 
Africa and Australia, the Grade II | office. He will be based in Akron; 


|O. Richard B. Rogers, formerly 


| tions. 


|Cleveland manager, succeeds Mr. 
® Mr. Dutton said LPE has tried | Saalfield. + 
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You’re looking at murder in motion. It’s Harmon ‘“‘Killer’’ Killebrew, raw-boned young slugger for 
the new Minnesota Twins. Last year, Killebrew and his team-mates shared in the team’s best season 
in 14 years. “‘Murderers’ Row” — Killebrew, Jim Lemon, Bob Allison and Earl Battey—hammered 
out ninety-nine home runs, a four-man record second only to that of the New York Yankees! 

This year the foursome hopes to sweep the American League with its power. And since Harmon 
Killebrew is one of baseball’s brightest prospects to beat Babe Ruth’s all-time home run record, 
it’s a far from impossible dream! 

Harmon Killebrew and his team-mates are an exciting addition to the Upper Midwest, where 
sports enthusiasm and progressive action joined hands to make the coming of major league baseball 
a reality. (Big League football, too, with the National Football League’s new Minnesota Vikings 
in September, 1961.) That’s the way things get done in the Upper Midwest. In terms of building, 


buying, selling, teaching, learning, growing—or even just relaxing—the Upper Midwest is one of — 


the stablest, yet most dynamic areas in America. 


Let us help you reach this vital market. Copyright 1961, Minneapolis Star and Tribune Co. 
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In wealthy Connecticut, second only to Alaska in family buying power (Sales 
Management 1960 survey), and first in life insurance and stock ownership, the 
HARTFORD COURANT occupies a unique position. It is the largest morning 
newspaper in the state, and largest in all New England outside of Boston. Among 
newspapers of 100,000 circulation or larger it is also the fastest-growing in New 
England (ABC Publisher's statement, September, 1960). Founded in 1764, the 
HARTFORD COURANT is the oldest newspaper in America and ranks high among the 
country’s finest in prestige, influence and reputation for integrity. The HARTFORD 
COURANT, with more than 157,000 circulation, reaches over 30,000 more homes than 
any other Connecticut newspaper— morning, evening or Sunday. It is the only Sunday 
newspaper in the two-billion-dollar, four-county Hartford market which makes up 
practically half the state. Two week-end newspapers in Hartford distribute syndicated 


Sunday magazines. But the first newspaper, the SUNDAY COURANT, distributes 
PARADE ...and has done so every year since 1949. 


In 59 of its 65 key markets 
PARADE is distributed by the 
largest (or only) Sunday 
newspaper. This includes 8 of the 
13 big metropolitan markets—such 
as Washington, St. Louis - 

and Miami—where one or more 

of the other syndicated Sunday 
magazines also is distributed. 

The results you get from a 
syndicated Sunday magazine depend 
on the newspapers that distribute 
it. Market by market, PARADE 
newspapers invite comparison. 


PARADE — THE SUNDAY MAGAZINE SECTION OF STRONG NEWSPAPERS THROUGHOUT THE NATION REACHING 10 MILLION FAMILIES EVERY WEEK. 
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Advertising Age 


Agencies Ask Us... 


By Kenneth Groesbeck 
Advertising Agency Consultant 


“The bigger the stake, the wider the 
differences of opinion.” Is this true or 
false? 

The question is a composite one, arising 
from agency inquiries provoked by cer- 
tain gasoline adver- 
tising campaigns on 
which millions of 
dollars are being 
spent, but which dif- 
fer so widely in 
their attacks on the 
problem. 

“Why,” ask many 
agency people, ‘does 
one great company 
base its advertising 
approach on quality 
and performance of 
the product, while another bets its mil- 
lions on service rendered by the station 
operator?” 

Differing choice of media does not per- 
plex inquirers as much as such a wide 
divergence in basic appeal. This is un- 
derstandable. There is reason for selecting 
one medium against another, when circu- 
lation is well understood and ascertain- 
able, in numbers as well as in character. 
The problem here is almost mathematical. 
The “knowns” far outnumber the “un- 
knowns.” 

To which my agency friends will re- 
spond: “In the case of basic gasoline ap- 
peal—what advertising approach best 
sells the product—do the ‘unknowns’ so 
predominate as to account for the wide 
divergence in strategy?” This may well 
be the case. 


Kenneth Groesbeck 


es The question is best approached, I 
think, by setting down all the generally 
accepted reasons for a motorist using one 
gasoline as against another. See if you 
can arrange them in order of importance, 
and see if you have any success in evaluat- 
ing them in terms of relative strength. 

Basic gasoline appeals may be said to 
be as follows: 

Price 

Availability 

Service at station 
Performance of product 
Company image 

Anything else you may think of will be 
found to be either a combination of two 
or more of the above or the same thing 
in other words. Thirty years ago writers 
of gasoline copy were worrying about the 
problem of which of these appeals to use 
first, and after all this time and all this 
money spent, we haven’t agreed yet. Ex- 
traordinary! 

Of course we know appeals may be 
composite affairs. But theoretically it 
should be possible to say, “I buy this gas 
primarily because it performs best in my 
car, secondarily because it’s handy, third- 
ly because I like the station’s service,” or 
whatever your components may be. 


Feature Sect 


Agency Judgment in the 
Million Dollar Spotlight 


We do this without undue difficulty in 
the case of food products. Granted we 
have to eat. This settled, we prefer one 
food against another primarily because it 
tastes good, secondarily because it is 
good for us. If this seems over-simplified, 
realize the almost insuperable difficulty of 
selling any food which does not taste good. 

If performance is the first selling point 
for gasoline, as would seem to be the 
case, how can we justify advertising 
which sells company reliability or excel- 
lent service at the pumps? Are these, by 
any chance, thought of as other words for 
performance? Are they stronger, more 
memorable words to convince the motor- 
ist of product behavior? 

Or are they strategies employed, not 
because they are best, but because they 
are less usual, more easily accepted by 
the advertiser? 


# Or, is agency judgment hampered by 
the very size and importance of the prob- 
lem? Does the greater responsibility in- 
herent in expenditures of millions of dol- 
lars cause hesitation, straddling, hedging, 
playing it safe rather than going all out on 
a single theme? 

Agencies don’t seem to know the an- 
swer, and neither do I. If agencies knew, 
they would agree on the number one 
essential of their advertising approach, 
and vary only in the ability displayed in 
expressing it and putting it where it 
reaches the most desirable people for the 
least money. If I knew, I would be writing 
much more surely, instead of leaving a 
lot of questions dangling in mid-air. 


# About the only affirmative comment 
which might be made is to wonder to 
what extent motivation research, for ex- 
ample, has been employed to ascertain 
why motorists buy one gasoline in prefer- 
ence to another. One would assume, in a 
problem of such importance, that every 
possible endeavor has been made to 
answer the question with scientific exac- 
titude. The fact that I am unaware of 
such research must be due to my own 
ignorance. Yet, if the facts have been 
ascertained, how account for the great 
divergence in strategy? 

We can’t get out of the dilemma by 
calling this a problem which can only be 
approached by the exercise of judgment, 
which is of course combined experience 
and common sense. No, here there must 
be some facts which could be discovered. 
Here there must be a definite foundation 
on which we can build something which 
is likely to endure. 

I think we are forced to the conclusion 
that no such foundation has been erected 
at present. As advisors to companies 
spending millions of dollars, have we 
failed to dig for a foundation strong 
enough to support such an immense 
super-structure? And if so, why? 


* * * 


RECOMMENDED READING, especially 
for fathers of teen-age boys, is John 


Steinbeck’s “Conversation at Sag Harbor.” 
It’s in March Holiday; a magnificent piece 
you simply must not miss. # 

* * ak 


Kenneth Groesbeck’s mdst recent books 
on agency procedures are available direct 


With Charity Toward Advertising—Hyde 
Employes Get Product Data 
Ad Industry Deserves Better Sell—CM 


Peeled Eye Goes International 


from their publishers. They are “Adver- 
tising Agency Success” (Harper & Bros., 
49 E. 33rd St., New York, $5) and “An- 
swers to 317 Agency Problems” (Moore 
Publishing Co., 48 W. 38th St., New York, 
$4.95). 


Plumbers, Musicians O.K., but Admen?... 


Is Advertising Moral? 


Samuel Hyde, a 20-year veteran in advertising and public rela- 
tions, believes that some people vaguely suspect advertising of being 
dishonest. Herein, he examines the charge and gives a simple answer. 
The article appeared originally in America, National Catholic Week- 
ly Review, and is reprinted by permission. 


By Samuel Y. Hyde 
Manager of Industrial Advertising, 
American Can Co., New York 


At the turn of the century, and for 
some twenty years thereafter, the Wall 
Street banker was the target for cartoon- 
ists and professional satirists of all kinds. 
With his silk hat, his paunch and his gold 
watch fob he was the subject of countless 
barbs and quips. 

By 1925, however, a new whipping boy 
had been found—the all-American sales- 
man. The brash, glib, never-say-die sales- 
man was ridiculed in song and story. 

Today the Madison Avenue huckster is 
the popular scapegoat. Fortunately, admen 
are a pretty durable lot, and no sympathy 
need be wasted on them. 

One factor in this mounting criticism is 
of some concern, however. A number of 
people seem to have the vague suspicion 
that the business of advertising, i.e., per- 
suading people to buy goods or services, 
is in itself dishonest. 


# An insurance salesman, a plumber, a 
musician or a dentist is generally recog- 
nized as making a worthwhile contribu- 
tion to society. The advertising man is 
often regarded as one who somehow 
manages to ply his trade legally but 
whose business is basically unethical. 

The writer naturally holds no brief for 
advertising that is false or grossly mis- 
leading. He has no argument with those 
critics who deplore exaggerated claims or 
bad taste in specific advertising cam- 
paigns. The thesis of this study is that 
advertising is not immoral, per se, and 
that it operates within the bounds of 
Christian ethics in seeking to persuade 
consumers to buy goods and services, 
whether or not such goods and services 
are needed. 

The duty of advertising is to inform the 
public about goods and services. The facts 
are presented through various media in 
an attractive manner in order to persuade 
people to buy. In other words, advertising 
not only provides news, but it frequently 
provides the urge for people to buy prod- 
ucts and services offered. 


= The goal of advertising is to create a 
demand for goods or ‘services. Speaking 
before the eighth annual Marketing Con- 
ference of the National Industrial Con- 


ference Board, Howard J. Mofgens, presi- 
dent of Procter & Gamble, declared: 
“Advertising can and does create new 
markets. It can do this more rapidly, 
more intensively and less expensively 
than any other method of selling the con- 
sumer.” That the power of advertising to 
create a demand for goods has resulted in 
mass production and lower costs to the 
consumer is one of the economic facts of 
life. Sir Winston Churchill once said in a 
speech: 

“Advertising nourishes the consuming 
power of man. It creates wants for a bet- 
ter standard of living. It sets up before a 
man the goal of a better home, better 
clothing, better food for himself and his 
family. It spurs individual exertion and 
greater production....” 

Commenting on the recent rash of 
criticism of advertising and marketing, 
Dr. Dwight L. Gentry, professor of mar- 
keting at the College of Business and 
Public Administration, University of 
Maryland, states succinctly: 

“If industry is to employ people, it must 
produce. No one has yet found a way to 
continue producing without distributing 
and consuming. In our economy we look 
to the market to determine what should 
be produced and distributed. This has 
long been referred to as the freedom of 
consumer choice.” 


# Who are the critics of advertising? 
There are intelligent critics who are 
alarmed or outraged at advertising that 
oversteps the bounds of good taste. It is 
worth noting that these critics are found 
more often in the ranks of professional 
advertising people than in any other 
group. National advertising associations, 
to protect the interests of their own mem- 
bers, work diligently to censure unde- 
sirable advertising and to raise advertis- 
ing standards in every way. Notable 
among these self-regulating groups is the 
Committee for Improvement of Advertis- 
ing Content, which is sponsored jointly 
by the Assn. of National Advertisers and 
the American Assn. of Advertising Agen- 
cies. 

The media used by advertising are 
themselves business organizations that 
cannot hope to flourish without the con- 
fidence of the consuming public. If a 
newspaper or radio network carries fals« 


or VND oe, i Pita. | fdiemengemme NU c eee ee Meas | Saenger amma fc ae, > a ve To ae Cee ee ae eee apa REN = as aie peg ns 
et--- ~ 2. le MR ak Be ae Lh are} Pie 5 Ste eaR NK Shy Demme So BIR SIR eS Ee ee a Par \. .) 3 mane ed Py Geeta ec eeMRI Seema le pre ee a) een 
4 a ee le: a oa ee a a aN ee ae ae ci oe ate jee a eee ae ieee (Sead ie 2 a Oo) ra ie or eee Goth ory eae On a : 
2 —_ ee Boe es a ae yt ae : oe al ca aaa . if - ‘ a > : Me se Ly 
eee > . aire fee 
Bs te ANG Ud 3) ate 
aU Ewe 
4 
ote Se 
CS — ‘ Bee 
ee ie 
os ae : a, 
| ee , O n | x 
Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. : 
. 
“ie LER Mee ee i ATTON AL NEWSPADSR OF MARKETING  —  _— . Be . 
ats i ieise 
ea foun 
s oy 
A BY) gi 
— sae 
Re : 
a ee i 
ig as 
od *% 
ee 
a a 
ee ea aS 
eae Wve 
een ae 
Te ee. 
page a 
id a 
er ee 
oe a 
7 
poe " 
a BS 
is : 
re — ee | 
Ripe abe 


112 


or misleading advertising, it quickly and 
emphatically hears from irate consumers, 
who often tend to blame the media rather 
than the manufacturer for fraudulent 
claims or defective merchandise. 


# Publishers, managers of radio and tele- 
vision stations, and other members of the 
business community who wish to stay in 
business themselves, constantly police ads 
that are offered to them, for they know 
that maintaining high standards of ad- 
vertising is an important factor in win- 
ning the consumer’s confidence. 

A recent issue of Changing Times, The 
Kiplinger Magazine (September, 1960) 
lists regulatory agencies which have 
strong censorship powers over advertis- 
ing: the Post Office Department, which 
bars the mails to false and fraudulent 
ads; the Federal Trade Commission, 
which can bring any advertiser to heel 
for false or misleading statements; the 
Securities and Exchange Commission, 
which regulates ads promoting securities; 
the Federal Power Commission, which 
oversees ads of public utilities; the Civil 
Aeronautics Board, which has the same 
function for airline ads; the Federal 
Home Loan Bank Board and Federal Sav- 
ings and Loan Insurance Corp., which 
jointly regulate ads of federally-char- 
tered savings and loan associations as well 
as state-chartered associations with fed- 
eral insurance; the Farm Credit Admin- 
istration, which oversees ads concerning 
federal farm loans; the Agriculture De- 
partment, which looks at ads for insecti- 
cides, rodenticides, meat products and 
seeds; and the Defense Department, which 
can bear down on ads of defense contrac- 
tors. 

There are some who attack advertising 
in an effort to discredit the entire system 
of free enterprise. Yearning for some form 
of controlled economy, they attack adver- 
tising because they know it is the spark 
plug of American business. 


e When Soviet Prime Minister Khrush- 
chev made his first visit to the United 
States, Erwin Wasey, Ruthrauff and Ryan 
Inc., one of the nation’s leading advertis- 
ing agencies, ran a full-page ad in leading 
American newspapers. The headline of 
this ad—‘“Let’s ask Mr. K why there’s 
. NO MADISON AVE. IN MOSCOW”— 
might well be the subject for a detailed 
study of advertising. 

It will be worthwhile to quote a few 
paragraphs from this informative ad: 

“One of the world’s advances that the 
Russians do not claim as their own in- 
vention is advertising. It is unlikely that 
the Soviets ever will make that claim. 
That’s because advertising and capitalism 
are inseparable. And Khrushchev has 
said that the Communists will try capital- 
ism when shrimps learn to whistle. 

“No wonder advertising is not claimed 
by Russia. Advertising dares to go before 
the people and ask them to make a free 
choice. 

“Through sales created by advertising 
we create our own wealth. That’s worth 
repeating. We create our own wealth. No 
committee does this for us. No agency of 
the government. No double-dome master 
mind. No Politburo does this—no Polit- 
buro could do it! The very people who 
make the products are the consumers. 

“Individual American businesses work, 
sell and ask for our choice. That is what 
increases sales, incomes, profits—and 
pays our taxes. Yes, let’s not forget— 
paying the taxes. American business, pro- 
pelled by advertising, creates enough, 
sells enough, earns enough, to pay the 
taxes for our own country and still send 
billions to all but a few of the Free World 
Nations.” 


a Critics who question the morality of 
advertising have raised shrill voices in 
protest against current advertising prac- 
tices. They would have us believe that 


techniques of advertising are so refined, 
and the impact of advertising is so great, 
that Mr & Mrs. Consumer can nwo longer 


resist the urge to buy. Obviously, this is 
nonsense. 

Artists and copywriters, actors and 
musicians, designers and economists put 
forth their best efforts to persuade the 
consumer to buy, but by no stretch of the 
imagination can it be said that the ad- 
vertising which results from their com- 
bined efforts will compel anyone to buy 
anything. The final decision—to buy or 
not to buy—is the consumer’s. 

Granted, then, that there is no duress, 
that freedom of choice is firmly in the 
hands of the consumer, what precisely is 
the charge against the advertiser? 


s It has been suggested that the arts of 
persuasion used so effectively in adver- 
tising are in some way unethical. Al- 
though there are references to this al- 
leged immorality in Sunday sermons from 
time to time, and occasionally in maga- 
zine articles, this writer has not seen or 
heard any of the critics advance proof 
positive of advertising’s immorality. 

Dr. Ernest Dichter, president of the In- 
stitute for Motivational Research, has 
pointed out it is not the art of persuasion 
which is questionable, but the purpose of 
the persuasion, i.e., the goal. Persuasion, 
like education, can be used for good or 
evil. 


s Those who criticize advertising on mor- 
al grounds must first decide whether or 
not the goal (e.g., the possession of a 
speedboat, a movie camera or a second 
car) is immoral. 

The question is not whether such goods 
are necessary or desirable. It is whether 
or not any point of ethics is violated by 
the advertiser when he attempts to per- 
suade consumers to buy these products. 


# One of the areas of uneasiness about 
advertising is the business of determining 
appeals to be used to sell goods or serv- 
ices. Camera manufacturers go back and 
back in their research to determine how 
the eye and the mind perceive images, in 
order that they may devise film and 
lenses and cameras to serve the public 
and to provide them with images on 
paper that are true and that please the 
eye. All industry is finding, through re- 
search, how to produce better products. 

Similarly, advertising has sought to 
make its product—the advertisement— 
more effective. It has done this by search- 
ing more and more deeply into the moti- 
vations that prompt people to buy. Prob- 
ing in this area has uncovered some base 
motivations. Advertising’s critics do not 
enjoy seeing these base motivations ap- 
pealed to as a means of securing sales. 
They are right, and they should know 
that most business men agree. 


# There are some companies whose mor- 
als are not of the highest. This applies to 
advertising agencies as well as to the 
manufacturers whose products the adver- 
tising agencies are trying to sell. Perhaps 
these individuals employ base appeals 
that are blatant and obvious, and they 
may even be successful in selling prod- 
ucts. Yet they do not serve the manufac- 
turer well in the long run. To employ 
these base appeals in order to “turn a 
buck” is not commendable. Such abuses, 
however, are not representative of ad- 
vertising as a whole. 

Some critics of advertising seem to feel 
that advertising techniques employed to 
sell soap and chewing gum can be used 
to accomplish devious ends, such as elect- 
ing a public official against the real 
wishes of the people. The men and women 
engaged in advertising know their own 
capabilities, and they know that such a 
thing is impossible—just as they know 
that they cannot successfully sell a prod- 
uct if they advertise dishonestly. Adver- 
tising people are thus taken by surprise 
at such an accusation, and they feel a 
little helpless in the face of it, especially 
when the accusation is made by a mem- 
ber of the clergy. 

Advertising people give of their time 


each year to certain efforts of the Adver- 
tising Council. The fight to prevent forest 
fires was the first of a long list of those 
efforts. Fighting disease is another cam- 
paign undertaken by the Advertising 
Council. Preventing accidents is another. 
Not the least of these efforts is one ad- 
dressed to the problem of encouraging 
people to go to church. If these efforts 


Tips for the Production Mar... 


Hey There, 


By Kenneth B. Butler 


The tremendous changes that have 
taken place in advertisement composition, 
layout and illustration have been starkly 
brought home to me as the result of 
reading the 1925 edition of a book copy- 
righted in 1917. The name of the book is 
“The Typography of Advertisements that 
Pay,” written by Gilbert P. Farrar. The 
book was loaned to me by one of my read- 
ers, Henry L. Feinsinger of Philadelphia. 

This was the “Age of Cheltenham” and 
Mr. Farrar made it very plain that you 
could not go wrong with either Caslan, 
Bookman, or Cheltenham. There are some 
who still think so, today. 

Ad space was smaller in those days 
(fewer full pages, practically no spreads) 
and within the confines of agate space 
advertisers whose examples were praised 
were not afraid to fill the space, mostly 
with words. They leaned heavily on copy. 

There were very few actual photographs. 
This is strange, because photography was 
not exactly unknown in the period from 
1917 to 1925. What few photographs were 
used were mostly of the outline variety. 
Most of the illustration was art drawn. Il- 
lustration occupied much less space; was 
noticeably less dominant. 

Main headlines were miniscule in size 
compared with today, and there were nu- 
merous sub-heads, frequently sized nearly 
as large as the main heads. 


es Nearly every advertisement was en- 
closed within a box of some sort. While 
some of these boxes were made with 
printer’s borders, many were art drawn 
and it was sometimes difficult to deter- 
mine if the advertiser was offering bor- 
ders for sale or merchandise. Ornate em- 
bellishment abounds everywhere. 

Little use was made of white space, and 
little attempt was made to draw the read- 
er down through the ad. Trademarks and 
signature logos were rarer in use, and 
much smaller than today. The ads, by to- 
day’s standards, certainly looked “junky.” 

Author Farrar, a sort of “creative man” 


Employe Communications... 


Advertising Age, April 24, 1961 


are successful, would it not be unfair to 
say that advertising lacks morality? 

The current attack on advertising de- 
serves thoughtful attention. Those who 
observe from the vantage point of the 
clergy would serve themselves best by 
speaking with great care about what is 
bad in advertising, lest they speak un- 
charitably about much that is good. + 


Cheltenham! 


In forty years there have been but three real im- 
hosier ne was a hosiery good 
antes — we originated 
fitting, seamless hosiery— 
without seams to hurt the feet and rip open. 
first Holeproofs ever made were seamless. 
Now comes the Holeproof Elastic Ribbed 
for women, in both cotton and silk hose. 
So when you buy Holeproof you have every ad- 
vantage thal a hosiery can offer, plus long wear 
definitely guaranteed. 
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hom. The 

your town. Write for dealers’ names. 
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THE AGE OF CHELTENHAM—Typical typogra- 
phy of national advertiser in March, 1915, 
appearing in Ladies’ World. Type played a 
bigger part, illustration a lesser role... 
both played second fiddle to boxes and 
borders. It was not until the mid-’20s that 
headlines expanded, copy contracted, and 
borders gave way to white space. By 1925 
Goudy had almost replaced Cheltenham as 
a display typeface for headings. 


of his day, wrote that a border is “milli- 
nery” at its best...‘“‘an aid,” he wrote, 
“not the chief.” Though he was not too 
fond of borders, most of the ads which he 
pictured as current examples did feature 
four-sided borders. 

Copy, instead of being contained in 
neat blocks, was pretty much sandwiched 
around other components of the ad, such 
as illustrations or trademarks. Thus there 
was almost a total absence of alignments, 
balance, or dynamic arrangement of ad 
elements. # 


Along the Communications Newsfront 


By Robert Newcomb and Marg Sammons 


Talking Product to Employes 


Readers of TV Guide and Family Circle 
are currently finding an _ off-season 
Christmas gift in the centerfold of these 
publications. It is a four-cup sample 
packet of the new Instant Sanka which 
Maxwell House is introducing to the na- 
tional market. This introduction to the 
newsstand readers of these two publica- 
tions (by-mail subscribers get a redeem- 
able coupon instead of the packet) runs, of 
course, into several million bags. 

Apart from the technique with which 
the printers made the bags stay put, this 
is probably all old stuff to the veterans of 


merchandising. What makes it significant 
in the field of communications, however, 
is that Maxwell House management de- 
cided that each employe should receive a 
sample also. It was tucked into their cur- 
rent issue of the employe magazine. In the 
adjacent article the employe had the full 
story of the improved product; how it was 
conceived, sampled -and launched. The 
agency participation was pictured, de- 
scribed and applauded. To any neighbor 
with a question about Instant Sanka, an 
employe had only to say: “Fire away.” 
How many employes were involved in 
this masterful sharing of information we 
don’t happen to know. Whatever the 
number, that’s the number of good-will 
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Weis, 


FACT: If all families in 


the U.S. had bought 


1961 models in the last 
three months of 1960 


the way SPORTS IL- 
LUSTRATED families 


did, Detroit would have 
had a 4,500,000-car 
1961 before 1961 even 
started. (And the im- 
ports would have had 
a 900,000-car 1961 as 


A recent survey showed that SPORTS 

e ILLUSTRATED families (less than 2% of all 
e U.S. families) bought nearly 12% of all the 

800,000 1961 model cars sold and 


registered before Dec. 15, 1960. (About 1 in 
10 cars they bought were imports.) 


This figures. For with a median household 
income of $10,835 (one of the highest of 

all magazines) and a median household head 
age of 42 (one of the lowest) families like 
these should be far and away Detroit's best 
customers, rain or shine. Practically as many 
already own two or more Cars as own one Car. 


And because they’re active families—or they 
wouldn’t be fans of a magazine like SPORTS 
ILLUSTRATED—they would not only naturally 
be among the first to respond to the 
announcement ads, but also responsive 
throughout the year to the idea of buying 
and driving a new car. 


SI is a basic buy. 
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ambassadors Instant Sanka recruited for 
itself with one intelligent, sweeping, in- 
ternal relations gesture. 


Letting the Customers Know 

In Philadelphia, SKF Industries has 
recently discerned the value of emphasiz- 
ing its good employe relations practices 
to its customers. The company has pre- 
pared an eight-page booklet which high- 
light: the personnel policies and employe 
benefits such as its wage and salary 
program; education and training; group 
insurance; research and development, etc., 
and mailed it to a picked external group. 

A company vice-president, Thomas F. 
Morris, said: “We expect to see more 
personnel activities featured in total 
marketing programs as the concept of 
broader and deeper company sales in- 
volvement and effort spreads during the 
60s.” Thus good personnel policies and 
practices, in one company at least, be- 
come part of the total sales package. 

The plan has more than public rela- 
tions merit. Although he doesn’t know it 
yet, a midwest manufacturer last month 
lost out on a lush order—not because of 
price nor of quality. He lost it because 
his company has a bad labor relations 
record and the prospective customer was 
afraid a labor tie-up would cripple de- 


On the Merchandising Front... 


liveries. 


The World of Communication 

Employe publications of the Bell Tele- 
phone System are currently featuring 
telephone products in color in attractive 
gatefolds, with an accompanying quiz so 
that readers can tell how many of the 365 
individual items they can identify. Once 
again—getting the employe as close as 
possible to the product...The question- 
and-answer technique (frequently pat- 
terned after U.S. News and World Report) 
is growing in use and acceptance in em- 
ploye publications. Surveys are showing 
that it’s effective in explaining difficult 
economic points to plant employes. 

Footnote: The union newspapers are 
using it too—the United Rubber Worker 
uses it to explain nomination and election 
procedures under the reporting-and-dis- 
closure act... Back covers of employe 
publications are used widely for company 
advertising, often with swatches to ex- 
plain the purpose and scope of the ad to 
employe readers. A new, growing use for 
alternate issues: A column of news 
flashes, of business interest to employes. 
Good examples: Hardware Mutuals, Ste- 
vens Point, Wis.; Scintilla Division, Ben- 
dix Corp., Sidney, N. Y. + 


Expansion Ahead for Service Departments 


By E. B. Viciss 


For most mass retailers, the fastest- 
growing (and perhaps the most profit- 
able) departments for the next few years 
will be departments merchandising a 
mushrooming variety of services. 

This promises to 
assume the propor- 
tions of an extra- 
ordinary develop- 
ment. It means that 
some mass retailers 
whose service de- 
partments have rep- 
resented only 1% or 
2% of total volume 
—will be reporting, 
within a few years, 
up to 10% of their 
total volume from 
these departments. And it may mean, for 
some mass retailers, that service depart- 
ments will be contributing as much as 
15% and even more of total net profit. 

While the service department is by no 
means new in mass retailing (optical 
departments, beauty salons, watch repair 
departments have been common for many 
years), store management has tended to 
give small executive consideration to 
service departments because they have 
been so few in number, such small con- 
tributors to volume and profit, and have 
tended to remain almost static. 


E. B. Weiss 


s But now, an era of vigorous competi- 
tion in the development of service depart- 
ments looms directly ahead. Consequently, 
top store management will be compelled 
to train its sights on these departments. 

So let’s take a closer look at.the service 
department: 

First—What is the range of the service 
department? 

The service department, traditionally, 
included the big three—beauty salon, 
optical, watch repair. These three will 
become larger: 

Then the second and tertiary service 
departments will expand. This will in- 
clude various repair services—ranging all 
the way from handbag repair to fabric 
mending. 

But these will represent merely the 
beginning. From these points, the service 


departments will be broadened to include 
such areas as: 


1. Supervision of home construction— 
especially with respect to the second 
home for the two-home family and 
especially involving pre-fabricated homes. 

2. Extension of the home decorator 
service both in home decoration and in 
other professional and semi-professional 
services—for example, bridal service may 
be extended to include the wedding itself. 

3. Addition of merchandise depart- 
ments which formerly were either non- 
existent or were laggards because they 
involved some degree of service—the 
recent growth of auto tire departments in 
department stores and variety chains 
would be an example. Dispensing gas and 
oil, plus lubrication service, is now 
spreading among the food supers and the 
discount chains. The installation of the 


“packaged” kitchen would be another 
example. 


4. New types of home-aid services. 
Rug cleaning service would be just one 
example. In hundreds of communities 
small services have sprung up which 
supplant the domestic servant—dusting, 
waxing, window washing, etc. These will 
be taken over by mass retailers. 

5. In addition to selling garden sup- 
plies, mass retailers will arrange to mow 
lawns, take care of the garden, offer 
professional planning services for gardens. 

6. Diaper services will be offered. Dit- 
to for linen services—perhaps complete 
laundry services. 

7. Insurance and mutual funds will be 
sold by retailers both over the counter 
and in the home. Estate planning will 
become a function of the mass retailer. 

8. Now that dry cleaning services are 
to become available via automatic ma- 
chines, some mass retailers will definitely 
offer this service as well as automatic 
washer or launderette service. 

9. The various service chains that 
have sprung up to service the automobile 
—seat cover chains, muffler chains, ete.— 
will be duplicated by mass retailers. 

10. The credit card will be sold by mass 
retailers. Why not? 


11. The rental concept will be exploited 


Advertising Age, April 24, 1961 


The Creative Man’s Corner... 


It Isn't That Simple 


: 


Miracle at spot marked X 


Ic happens every day. Advertising builds mass demand. Produc- 
Lon goes up—costs come down. More people can buy — more 
jobs are created. These are the ingredients of economic growth. 
Fach stimulates the next in a cycle of productivity and plenty 
which constantly creates a better life for you. 


than this. + 


The character in this ad does not look unlike Noel Coward. It probably isn’t, 
but Noel Coward or not, anybody reading this unintelligible, badly put to- 
gether, unimaginative and dull message in support of advertising would prob- 
ably go into similar gales of laughter over the incompetence of the advertising 
profession even to fashion an ad about itself. 


The copy rehearses all that has ever been said before about advertising— 
“Advertising builds mass demand. Production goes up— 
costs come down. More people can buy—more jobs are 
created. These are the ingredients of economic growth. 
Each stimulates the next in a cycle of productivity and 
plenty which constantly creates a better life for you.” 

An increasingly educated and sophisticated reader audience knows that 
the ingredients of economic growth are a lot more complex than this message 
states them to be. Advertising increased in volume during the past year, for 
example, but so did unemployment. For some strange reason, advertising 
seems to work best in times of prosperity. A little recession and some of its 
magic goes. Don’t advertising people themselves realize this? Rather than 
build stature for advertising, this ad only contributes to making it seem as 
silly as so many people believe it to be. A $12 billion industry deserves better 
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by retailers as a service function—this will 
include not only rental of home appliances, 
power tools, etc., but even auto and per- 
haps truck rental. 

12. Home repair and home moderniza- 
tion services will multiply. 

The list of existing and potential serv- 
ice departments is a long one. It is 
reported that Montgomery Ward has 
under consideration no less than 69 types 
of consumer services! (The chairman of 
the board of Sears Roebuck has publicly 
announced that Sears will concentrate 
strongly on the expansion of present and 
new service departments.) And, with re- 
spect to Sears, it is pertinent to point out 
that Allstate Insurance Co. (a service 
department), will pay $20,000,000 in 
dividends to the parent Sears organiza- 


tion this year—a larger net profit than 
the net profit of most mass retailers! 


® Service departments tend to offer the 
following advantages to mass retailers: 


A. The requirements for space on the 
selling floor are usually small. The dollar 
volume per square foot of selling space is 
usually extremely high. 

B. The need for reserve stock area and 
for warehouse space tends also to be low 
by traditional standards of regular de- 
partments. 


C. Mark-downs tend to be considerably 
less than store average. 


D. Margins tend to be particularly at- 
tractive. 

E. The various types of discount chains 
may eventually get into most of these 
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HOUSTON 

CIRCULATION 
| Fact 
No. 1 


The Houston Post — 
is Houston's 
Largest News- 
paper, daily 

and Sunday. 


DAILY 
POST 216,538 
Chronicle 200,412 
192,554 


Press 


| SUNDAY 
POST 233,978 
Chronicle 226,544 


ABC White Audits 
for 12 months 
ending 9/30/60 


{Post daily circulation 6-day 
‘Chronicle, Press 5-day Mon.-Fri.} 


MORE CIRCULATION 
AT NO EXTRA CUST 


THE HousTON Post 


Houston's largest 
newspaper, daily 
and Sunday : 


Represented nati 
Moloney, Re 


nally by 
gan & Schmitt 


rs A FACE 


- THE HousTON Post 


offers advertisers more circulation 


than any other 


Houston newspaper 


...at no extra 


HOUSTON 
CIRCULATION 
Fact 
No. 2 


The Houston Post 
gives its 
advertisers 
16,126 more daily 
circulation than 
Houston's second 
newspaper... and 
AT NO EXTRA COST 


HOUSTON 
CIRCULATION 
Fact 
No. 4 


The Houston Post 
leads Houston's 
second paper in... 


HOUSTON 
CIRCULATION 
Fact | 

ne 


® TOTAL 
CIRCULATION 
DAILY AND SUNDAY 


Chronicle 200,412 METRO pool 
Press 102,554 CIRCULATIO 


The Houston Post 


. ‘ gives its : e TOTAL RETAIL 
0 oy yp = advertisers 7,434. TRADE ZONE 
or months more Sunday CIRCULATION 


ending 9/30/60 


(Post daily circulation 6-day 
Chronicle, Press 5-day Mon.-Fri.) 


THE HOUSTON PosT 


Houston's largest 
newspaper, daily 
and Sunday 


circulation than 


DAILY AND SUNDAY 
Houston's second 
newspaper... and 


meee §=MOrTe Of your 


customers read 
The Houston Post 
than any other 
Houston newspaper, 


POST 233,978 
Chronicle 226,544 


Represented nationally by 
Moloney, Regan & Schmitt 


ABC White Audits | 
for 12 months 
ending 9/30/60 


MORE CIRCULATION 
AT NO EXTRA COST 


THE HOUSTON Post 


Houston's largest 
newspaper, daily 
and Sunday 


THE HOUSTON Pos 


Houston's largest — 
newspaper, daily 
and Sunday Represented nationally by 
Represented nationally by Moloney, Regan & Schmitt 
Moloney, Regan & Schmitt 


HOUSTON 

~ CIRCULATION 
Fact 
No. 5 


In the most recent 
audit year 
The Houston Post 
gained more cll 
and Sunday 

eirculation than 
‘both other 

Houstoa news- 

papers combined. 


POST 
Daity 


Seaday 


1960 216,538 233,978 
959 207,921 216,776 
: 8.417 17,202 


CHRONICLE 


Daily Sunday 
1966 260,412 226,544 
1959 198,957 238,294 
Gaia 4,455 9,250 


PRESS 


Deily 
102,554 
101,767 
787 


1969 
1939 


ABC White Audits _ 
for 12 months 
ending 9/30/60 


Post daily circulation 6-day 
Chronicle, Press S.dey Mon.-Fri.) - 


THE HOUSTON Pos? 


Houston's largest 
newspaper, daily 


and Sunday 


epresented nationally by 
Maloney, Regan & Schmitt 
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service departments. But with respect to 
some service departments the discount 
chains will tend to lag behind in their 
service departn.ent expansion which 
means that, to this extent at least, mass 
retailers will be relatively free from dis- 
count competition in this area. (The dis- 
count chains will lead other outlets in 
dispensing gas, oil and lubrication jobs.) 

F. As the public’s discretionary income 
increases, its funds available for services 
actually multiply. The larger the dis- 
cretionary income, the greater the de- 
mand for services. Thus, the service 
department is right in line with the great 
trend toward a larger discretionary in- 
come by larger segments of our popula- 
tion. 

G. As the housewife continues to dou- 
ble in brass by working away from home 
—and as various types of leisure time 
activities remove the man of the house 
from time-consuming do-it-yourself ac- 
tivities—the demand for home services 
also increases rapidly. These two trends 
are, obviously, running at full tide. Their 
importance in connection with home serv- 
ices cannot be over-estimated. 

H. As home life, home inventory be- 
come more luxurious, more complicated, 
the demand for services increases. Thus, 
home catering services have grown enor- 
mously in recent years. Thus, the demand 
for home repairs has mushroomed. Both 
of these trends are really in their infancy 
—actually, appliances used in the home 
will approximate some factory machinery 
in complexity. And just as women either 
don’t have time or inclination for diaper 
washing—so they will tend to have 
neither time nor inclination for so many 
other home duties that formerly kept the 
housewife longing for man’s working 
hours which traditionally had been from 
“sun to sun” while woman’s work was 
never done! 


Salesense in Advertising. . . 


The Law of 


By James D. Woolf 
Advertising Consultant 


An extensive survey, made _ several 
years ago, found that “U.S. retail sales- 
clerks are just order-takers.” Their great 
flaw, according to the study, is not the 
high pressure for which they have been 
criticized but their 
utter apathy. This 
survey was made by 
the Willmark Serv- 
ice System. 

The Willmark sur- 
vey didn’t include 
grocery supermar- 
kets because not 
even order-takers 
are to be found 
there. Bus boys 
stock the shelves— 
shoppers wait on 
themselves—and checkout girls take in the 
money. Hence retailmanship in supermar- 
kets is less than a myth; it is a total zero. 

What bearing has this on advertising, 
especially in the food field? Plenty! It 
means that consumer education in behalf 
of your brand is an impossibility except 
through advertising. Since there are no 
longer clerks to do your talking for you, 
you must do your own talking through 
suitable media. 


James D. Woolf 


s Consumer education, as I see it, has 
two major objectives. The first objective 
is that of explaining to the consumer in’ 
what ways—and how—she benefits when 
she buys and uses your brand. The second 
aim of consumer education is that of 
having your brand remembered and acted 


This constitutes just a quick recapitula- 
tion of some of the more obvious ad- 
vantages offered to mass retailers in serv- 
ice retailing. (There are others—service 
retailing, for example, may bring the 
retailer into the home, where a mer- 
chandise sale may then be made. Services 
may be sold on an annual basis, thus 
producing a predictable annual gross.) 
But these are enough to suggest that 
those same mass retailers who were 
loath to offer credit to their customers 
(and some of whom were most reluctant 
to fixture their stores for self-selection 
and self-service) will be dropping a lap 
to competition if they lag behind in the 
development of service departments. 


a The service department will, in the 
case of perhaps most mass retailers, be- 
come a leased department. 

That will not be true of all mass re- 
tailers. Neither will it be true of all of 
the service departments of any one mass 
retailer. 

But the general trend will be toward 
turning service departments over to con- 
cessionaires. This will be especially: true 
during the initial introduction of a new 
service department. 

The service department has, tradition- 
ally, been a leased department. The 
beauty shop, for example, in most de- 
partment stores is concession-operated, 
which is true of the optical and watch 
repair departments. 

The service department tends to offer 
logical reasons for leasing. This doesn’t 
mean that these reasons will be persua- 
sive for all mass retailers—nor for all 
service departments. But, generally speak- 
ing, the service department calls for spe- 
cialized knowledge, and—most particular- 
ly—for well-trained personnel, both of 
which are more likely to emerge from a 
concessionaire organization. + 


Frequency 


on at the point of sale. 

The lag between the time your message 
is noted by the shopper and the time she 
shops, may be a day or two, or a week, or 
even a month. More often than not, your 


brand may be completely out of her. 


mind as her eyes race along the super- 
market shelves. According to time studies, 
the average shopper makes 151 decisions 
in 17.9 minutes. Thus she remembers—or 
fails to remember—your brand in a glance 
of only a few seconds. 


a What can you do to multiply the proba- 
bility that your product will be remem- 
bered as the shopper makes her buying 
decisions? How, in short, can you educate 
the consumer to recognize your brand and 
what it stands for? 

The answer, I suggest, is REPETITION. 
It is axiomatic, say psychologists, that the 
oftener we see a thing the more indelibly 
it is stamped on our minds. Thus the 
American flag—its shape, its design, its 
colors—is instantly recognizable because 
we have seen it countless times—day after 
day, month after month, year after year. 


® This principle, known to psychologists 
as the law of frequency, is probably the 
greatest single educative force. It is 
through repetition that children learn 
their multiplication tables, and through 
repetition that actors learn their lines. 
Related to frequency is the law of 
recency. Obviously, the more recent an 
event the more likely we are to remember 
it. Something you saw or heard an hour 
or so ago, or a day ago, is fresher in your 
mind than something that caught your 


eye a week or a month ago. 

According to a study once reported by 
the Magazine Advertising Bureau, the 
curve of remembering drops very sharply 
—a recognition loss of about 60% in half 
a day! Says the bureau: “As a brand 
name or product idea is repeated over 
and over again, remembrance of it is 
built up and reinforced.” 

The trend today is in the direction of 
bleed pages, double-page spreads, and 
multiple-page gatefolds. I sometimes won- 
der about this prodigal use of space. The 


The Peeled Eye Department... 


Advertising Age, April 24, 1961 


cost of a multiple-page gatefold will buy 
a lot of frequency and recency in smaller 
units of space. The price of a single in- 
sertion of a color spread in, say, Life, will 
buy approximately nine b&w quarter- 
pages, which is a heap of frequency. + 

%: & 

Mr. Woolf's articles are available in a 
handsomely-bound 383-page book for per- 
manent reference. Price $5.95. Write Ad- 
vertising Publications, 200 E. Illinois St., 
Chicago 11, Ill., for “Salesense in Adver- 
tising,” available on five days’ approval. 


This Job Is Not for the Birds 


By Dick Neff 


You Woodpeckers Haven't 
Got a Prayer 

“Toronto’s fastest-growing agency has a 
vacancy for a copywriter,’ reads an ad 
sent to us by Frank Raymond, of Sacra- 
mento, Calif. 

“His ideas may range far into left field, 
but he can express 
them clearly and 
concisely in good, 
hard-selling basic 


much joy from writ- 
ing a 20-line acne 
remedy ad as he 
does creating an 
award-winning tv 
commercial. His 
background may be 
editorial, sales pro- 
motion or better 
still, he’s a junior copywriter who wants 
to make the intermediate and _ senior 
grades fast. If you think you fill the bill 
phone Miss Bernita Blackhall. Locust eat- 
ers need not apply.” 

Mr. Raymond’s comments: 

“Your advertisement, Bernita, interests 
me, no end. I figure I’ll fill the bill, as 
you say, in practically all those things you 
list. You know, writing 20-line acne 
remedy ads, being thrilled at winning 
awards for tv commercials, and especially 
making the senior grades fast. That I 
like, from either left field or right. 

“There is only one thing, Bernita, that 
bothers me. That’s the last line in your 
ad about ‘Locust eaters need not apply.’ 
Right there, Bernita, is where I may have 
slipped a little... 

“Quite a few years ago a friend invited 
me to cocktails and dinner at his club. 
The Lotos Club, I believe he called it. 
There were a great many exotic and 
delicious, but unidentifiable, tidbits on 
the hors d’oeuvres tray ...Just now it 
strikes me that maybe some of these 
delicacies were...locusts. I remember 
my host saying something about the name 
of his club being derived from the legend- 
ary Lotos Eaters. Could it be, Bernita, 
that what he really said was ‘Locust 
Eaters’? ... 

“Sincerely, but regretful if I have erred, 

Frank Raymond 

P.S. Suppose I give up locusts for Lent?” 


You, Too, Can Be a Bigtime Publisher 

Speaking of jobs, a note from Jerry 
Fields says he heard of one unemployed 
adman who was “having so much success 
in his job hunt that his resume had gone 
into its second printing.” 


Dept. of Culture and Uplift 
Well, sir, two readers snapped up AD- 
VERTISING AGE on this subhead in AA, 
March 27: 
Fletcher Richards Snaps 


up Bali Bra 


@ s 


Dick Neff 


English. He gets as 


Dave Cory, who has a marketing serv- 
ice in Englewood, N.J., encircled the sub- 
head and attached this note on March 
29th: “A fortnight ago it was, ‘I dreamed I 
went to Ireland in my Erin-go-Bra’.” 

And Charles Feigelstok, account exec 
with Dan Frye Advertising, Pittsburgh, 
writes: “Isn’t Fletcher Richards getting to 
be the gay one?” 


COFFEE, TEA OR COCONUT MILK? 
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SOUTH PACIFIC AIRLINES 


Shelley Berman Never Had It So Good 

““...and here’s an ad which requires 
almost no comment but has to be seen 
to be believed!” writes Burt Kaufman, 
Box 252, Boston, Mass. 

Only comment we have is that if that 
picture is for real, we agree thoroughly 
with the copy, which refers to “a service 
that experienced travelers call ‘equal to 
any in the world’.” 


Hand Me Down My Bottle 
of Formaldehyde 

On New York’s buses, the car cards 
are framed by black borders, which tend 
to make advertising with black back- 
grounds run together. 

The other day we saw three such car 
cards in a row—one for an undertaker, 
one for a radio station, and a public 
service ad on the booze problem, in that 
order. As a result, our roving eye lit upon 
these three messages in quick succession: 

“Frank E. Campbell—the Funeral 
Church” ...“Prizes! Surprises! Prizes”... 
“For information write National Council 
on Alcoholism.” 

Sounded like we might get a surprise 
that wasn’t exactly a prize if we wrote, 
so we got our daily yocks by reading the 
obituary columns instead. + 
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The Profit Squeeze 


-..and one good way 
to deal with it 


Seeking a solution to the profit squeeze 
these days, a cold and calculating eye is 
directed at cost—all costs, including ad- 
vertising. 

What should be examined is not only 
costs, but values—short range and long 
range. Not only what you put into a project, 
but what you get out of it. 


Herein lies the difference between acost 
and an investment. 


Two competitors may invest a similar 
amount in advertising. But one—through 
its agency’s application of research, cre- 
ative media selection, resourceful planning 
and effective selling ideas—can give his 
advertising more exposure per dollar, more 
appeal and more conviction. 


Not only will he reach more prospects, 
he’ll sell more. And that means a better 
return on the advertising investment. 


The profit squeeze may have a healthy, 
long-range effect if it induces an advertiser 
to examine his advertising and advertising 
services with a critical eye. 


In a profit squeeze, the job is not only to 
examine costs. It is also to increase the 
dollars of return. 


YOUNG & RUBICAM, Advertising 
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Pearl 


Huston 


NFAA OFFICERS—Melvin F. Roman, Roman Advertis- 
ing Co., St. Louis, new president of the National 
Federation of Advertising Agencies, is congratulated 
by Lester Harrison, Lester Harrison Inc., New York, 


the outgoing president. Other new 


Roman Harrison 


officers are John Brown, Clark & 


Lawler Elkus 


Elkus, Sacramento, treasurer. 


AIA Judges to Select 10 Best 
Industrial Ad Campaigns 

The Assn. of Industrial Adver- 
tisers has named seven judges 
to select the 10 most effective in- 
dustrial advertising campaigns of 
1960, in AIA’s annual competition, 
the Bestsellers. Winners will be 
announced June 14 in Boston, dur- 
ing the association’s annual con- 
ference. 

C. L. Hardy, president of Joseph 
T. Ryerson & Son, Chicago, has 
been named chairman of judges. 
Other judges are Charles E. Clag- 
gett, president and board chair- 
man of Gardner Advertising Co., 
St. Louis; Harold O. Hayes, vp of 
Fuller & Smith & Ross, Chicago; 


Harry G. Hoffman, president of | 


Hoffman, York, Paulson & Gerlach, 
Milwaukee; Walter F. Sheetz, pres- 
ident of R. C. Mahon Co., De- 
troit; Rodgers G. Wheaton, presi- 
dent of Lines Materials Industries, 
Milwaukee; and Philip Will Jr., 
president of the American Insti- 
tute of Architects, Chicago. 


Allston, Smith Adds Account 

B. Rickenback Co., Greenwich, 
Conn., national sales office of Red 
Cheek apple products and Apple- 
berry products, has named Allston, 
Smith & Somple, Greenwich, to 
handle its account. The former 
agency was Rockmore Co., New 
York. 


SIMPSON-REILLY, LTD. 
ishers Representatives . 


Testing Could Have 
Cut Failures of New 
Products: Murphy 


HONOLULU, April 18—“When new 
products fail, it is generally not 
from lack of advertising or promo- 
tion, but from the lack of the mar- 
ket testing that would show that 
they should not have been market- 
ed at all.” 

That’s the opinion of W. B. Mur- 
phy, president of Campbell Soup 
Co., Camden, who spoke before 
the Western Assn. of Food Chains 
last week. 

He said that the “Avalanche of 
new food products offered to the 
distributor will continue, but we 
are likely to see these products 
introduced with a higher degree of 
certainty and in a less helter- 
skelter manner.” 

Mr. Murphy said 40% of Camp- 
bell’s products have been added 
since 1950. They represent 25% of 
the sales volume. 

“We know that the margin of 
quality superiority and product 
| value are going to count heavily in 
| the long run, but we need a drastic 
|improvement in our concept of 
new-product launching,” Mr. 

| Murphy said. 


| 


. The food processor must take 


of new products that do not meet 
the consumer’s expectations for 
quality, attractiveness, flavor, nu- 
trition and price, he said. 
“Possibly many of the new prod- 


their acceptance simply because 


|coattail-riding products priced a 


shade below the original. 


“If the innovator’s product is 


|priced too high for the value of- 


fered, he deserves this coattail- 
riding competition,” Mr. Murphy 
said. “But if the coattail-rider is 


|priced lower because it’s of lower 


quality, a rather sad situation re- 
sults which, I feel, does not help 
either the distributor or the proc- 
essor. Yet a large portion of the 
new products offered to the dis- 
tributor are in this category.” 


es ‘Mr. Murphy observed that 
“Commercials that irritate may 
occasionally jog the consumer into 
action and tricky advertisement 
may yield some results, but ad- 
vertising clearly is most effective 
when it truly portrays the product 
and does not exaggerate it...I 
suspect the consumer is becoming 
a little calloused to the blatant 
proclaiming of the new feature 
that is barely recognizable .as 
new.” + 


Research Competition Set 
Advertising Research Founda- 
tion has announced a competition 
on unpublished research tech- 
niques. The event is limited to 
commercial research organizations. 
A jury from the ARF’s technical 
and conference program commit- 


|tees will evaluate reports on the 


‘much of the blame for the waste | basis of originality, clarity, sound- 


that results from the introduction | 


ness of experimental design, and 
usefulness of findings. Deadline is 
July 7, and the author of the best 
paper will present it during the 
seventh annual conference of the 


|ARF in New York, Oct. 3-4. In- 
ucts that are offered get some of 


quiries should be directed to Dr. 
Charles K. Ramond, ARF, 3 E. 


they are copies of the innovator or | 54th St., New York. 


4 ACES AND THE JOKER! 


1. AUSTIN. $3% Billion of 
New Construction for "61. 
2. PORT ARTHUR: 3rd 
bangen Deep Water Port 
in Texas 
3. WACO: Opening up An- 
other 2000-Acre Indus- 
trial Area (as New Lake 
Waco brings massive vol- 
umes of water for indus- 
try and other uses.) 

4. ALL MARKETS: Pro- 
vide $ 1% Billion of EBI 
in Metropolitan Second- 
ary Coverage Areas. 

Joker! ALL MARKETS: 
Have highest Percentage 
of Monies on Deposit 

and in Savings at any per- 
iod in History 
(Come and get it!) 


Ped 


Figuring On a BIG DEAL down 
| Texas way? 


Here’s a BIG HAND 
to help put it over! 


A $-Billion-Plus hand, in fact. That's the 
total combined EBI in the Austin, Port 
Arthur, Waco metropolitan markets. In 
these 3 vital Texas markets, those families 
which spend 95% of that $-Billion-Plus are 
subscribers to these daily newspapers. They 
are (day after day) responsive to news- 
paper advertising-promotions. They shop in 
these newspapers, they buy where news- 
paper advertisers lead them. Hit ‘em hard 
when and where they have buying on their 
minds: in these daily newspapers. 


Waco Tribune-Herald 


‘Austin American-Statesman- 
- The Port Arthur News_ 
nepresentod nationally by BURKE, KUIPERS & MAHONEY, INCORPORATED 


Advertising Age, April 24, 1961 


‘60 Politics Paid Off tor Radio-TV: FCC: New 
Senate Bill Would Subsidize Campaigners 


WASHINGTON, April 18—Last fall’s 


elections brought better than $500,- | 
000 of business to radio-tv stations | 


in at least half a dozen states, ac- 
cording to a detailed analysis of 
1960 political broadcasting just 
completed by the Federal Commu- 
nications Commission. 

Total expenditures with radio 
and tv stations by all parties in- 


creased from $6,566,000 in 1956 to! 
in 1960, FCC noted. | 


$11,189,000 
Meanwhile, expenditures with net- 
works dipped from $3,251,000 to 
$3,006,000. These total figures had 
been released previously from pre- 


Pearl, Los Angeles, managing director; Preston D. liminary reports (AA, Feb. 6). 
Huston, Associated Advertising Agency, Wichita, vp; | 
B. R. Lawler, Atlanta National Advertising Agen- | 
cy, Norfolk, Va., exec vp; Fred Elkus Jr., Gerth| 


The final compilation, which was 
distributed last week, contained 103 
tables reporting in full detail the 
ways that stations were used by 
candidates for President, Congress 
and governor, by state. 


tv stations in New York State re- 
ceived $822,000; California stations, 
$769,000; Texas, $653,000; Illinois 
and Michigan, $604,000; and Penn- 
sylvania, $574,000. 

Democrats spent $3,307,000 with 
491 tv stations, and Republicans 


parties spent $206,000 with 


702,000 with 2,938 am radio sta- 
tions, Republicans $2,021,000 with 
2,896 and other parties $218,000 
with 872 stations. 


publicans in Illinois, Wisconsin, 
Missouri, Massachusetts and Flor- 


publicans outspent Democrats in 
California, Indiana, Michigan, New 
York, Ohio, Pennsylvania and Tex- 


and Ohio. 


® Republicans outspent Democrats 
in all the big radio areas—Cali- 
fornia, Illinois, Massachusetts, 
Michigan, New York, Pennsylvania 
and Texas. A distribution by 
amounts received showed Republi- 
cans spent $76,040 with one un- 
identified tv station, and $131,014 
with two others in the $50,000- 
$75,000 classification. No expendi- 
tures were listed for Democrats 


classification, but $132,395 went to 
two stations which received be- 
tween $50,000 and $75,000 each. 

Republicans spent $67,000 with 
five radio stations which got “over 
$10,000” each, and Democrats spent 
$33,000 with three stations in that 
classification. 


of paid time on 438 tv stations and 
Republicans 1,360 minutes on 414. 
| Democrats were denied 47 minutes 
| which they tried to buy on 63 sta- 
‘tions, and Republicans 32 minutes 
'on 49 stations. 

Each party used 2,500 minutes 
on 1,439 radio stations, and was 
| denied only six minutes on a dozen 
‘stations. # 


_Freystadt Adds Accounts 

| E. M. Freystadt Associates, New 
| York, has been appointed to handle 
advertising for Samuel Lakow & 
Sons, New York, office furnishings 
specialist. Smith, Hagel & Knudsen 
formerly handled the account. 
Freystadt also has been named to 
handle advertising for Max Schling 
Inc. and Max Schling Seedsmen 
Inc., New York, florist and garden 
supplier. Maxwell Sackheim- 
Franklin Bruck formerly handled 
Schling. 


‘Stanley Named Ad Manager 
Fred Stanley, formerly Philadel- 
phia regional manager of Ameri- 
can Society for Metals, Metals 
Park, Novelty, O., has been named 
advertising manager of the soci- 
ety’s periodicals. He succeeds Wil- 
liam J. Hilty, who has been named 
exposition manager. Both will 
work under A. P. Ford, director of 
a new communications department. 


8 The compilation showed radio- | 


spent $3,610,000 with 494. Other | 
189 | 


In tv, Democrats outspent Re-| 


ida, carrying all but Florida. Re-| 


as, carrying California, Indiana} 


with tv stations in the over $75,000 | 


Democrats used 1,517 minutes | 


| WasHINGTON, April 18—A new 
plan for federal assistance in de- 
fraying the campaign expenses of 
political candidates was unveiled 
last week as a group of senators 
suggested that the government pick 
up the tab for a big share of the 
total. 

The plan, developed by Sen. 
| Maurine Neuberger (D., Ore.), sets 
up an office of election finance. It 
would pay half the cost of a speci- 
fied amount of radio and tv time 
for each candidate for federal of- 
fice, and would cover other cam- 
paign expenses up to a limited 
amount. 

As spelled out in a bill intro- 
duced last week (S. 1555), the plan 
provides for federal payment of 
one half the broadcast time, in 
primary and general elections, on 
stations or combinations of sta- 
|tions necessary to cover the state 


|or congressional district in which 
the candidate is seeking election. 
In a primary election, the govern- 
ment’s share would be limited to 
one half the cost of 30 minutes of 
jradio time and 15 minutes of tv 
time. In a general election it would 
|be one half the cost of 60 minutes 
of radio time and 30 minutes of tv 
| time. 


tv stations. Democrats spent $1,-| 


a The government’s contribution 
to other expenses, including news- 
paper advertising, direct mail, 
| travel, etc., would be based on a 
formula reflecting the size of the 
constituency. The maximum would 
be a sum representing 5¢ times 
the average number of votes cast 
in state or congressional elections 
for that contested office in the 
preceding two elections. 

In offering the bill, Sen. Neu- 
berger said it is increasingly clear 
|that a Senate contest can cost 
| $200,000 in an average-size state, 
jand as much as $1,000,000 in a 
large state. “If a candidate is 
| wealthy, much of the money may 
|come from his own pocket; but if 
|he is not, he must look to sources 
|/with funds available. 
| “It is not material whether such 
funds are obtained from business 
or labor—he who pays the piper 
'calls the tune.” 

Joining in sponsoring her bill 
were Sen. Paul Douglas (D., Ill.), 
|Sen. Joseph Clark (D., Pa.), Sen. 
| Ernest Gruening (D., Alaska), and 
|Sen. Wayne Morse (D., Ore.). + 


-TvAR Names Israel President; 
Appoints Three Others 

Larry H. Israel, formerly vp and 
| general manager of Television Ad- 
vertising Representatives, New 
| York, has been named president of 
the station representafive arm of 
| Westinghouse Broadcasting Co., 
succeeding Donald H. McGannon, 
president of Westinghouse, who has 
been named board chairman of 
| TvAR. 
| Robert M. McGredy, general 
sales manager, has been promoted 
to exec vp of TvAR. Lemont 
|(Tommy) Thompson, previously 
| manager of the Chicago office, has 
been named vp in charge of the 
office. Ben Margolis, business 
manager of CBS-TV Spot Sales for 
the past 10 years, has joined TvAR 
in the new post of assistant to the 
general manager. 


Quebec Court of Appeal Bans 
U.S. Edition of ‘Lady Chatterley’ 


The Quebec court of appeal, 
Montreal, has confirmed unani- 
mously that a U.S. paperback edi- 
tion of the unexpurgated text of 
“Lady Chatterley’s Lover,” by 
D. H. Lawrence, is obscene and 
must be banned from local news- 
stands. Justices Paul Casey, Fern- 
and Choquette and J. Larouche up- 
held a ruling made last June by 
Criminal Court Judge T. A. Fon- 
taine that the seizure of several 
copies of the book by morality 
police had been justified. 
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RECOGNITION AND RESPONSE: 
No. 7 in a Series 
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“PRIVATE LIVES!”. .. another dramatic example of how 


The American Weekly 
Starts people talking 


“... PULLING POWER 35% GREATER IN PLANS REQUESTED.” 
says D. G. McQuilkin, Merchandising Director, Douglas Fir Plywood Assoc. 


Inquiries from “PRIVATE LIVES” appearing in the July 31, 
1960, issue of American Weekly exceeded 8,000. D. G. 
McQuilkin reports that requests for construction plans on 
the Shoji screen room divider were 35% greater than his 
association has had on anything of similar scope. 

In just nine days 5,234 requests for plans were received. 
Mr. McQuilkin adds: “The fact that almost 3,000 plan re- 
quests trickled in months after the article appeared is ex- 
traordinary in view of the fact that this is a newspaper 


BEST READ SUNDAY MAGAZINE 


...and the most resultful 


“OVER 1,472,000 READER RESPONSES IN ONE YEAR” 


medium.” Written for growing families with a space short- 
age, the article showed how a single room can be converted 
into two rooms threugh the use of sliding screens. A con- 
struction plan folder was offered in the article. 

The American Weekly gets action because it speaks in 
terms people understand about things that concern them 
most. It is the pipeline to the heart of America—concentrat- 
ing 86% of its circulation in the rich, decision-making “A” 
markets and contiguous counties. 
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Transportation Advertising Field 
Runs Up $26,000,000 Billings in ‘60 


New York, April 18—Transpor- 
tation advertising, on the rise since 
1952 and up $1,000,000 from 1959, 


|can take the billings of his nearest 
_competitor “with a grain of salt.” 
| The national sales representa- 


| 
| 
| 


| 
J 


recorded gross billings of $26,000,-|tive of the industry is Mutual | 


000 last year. But the company that 
amasses the biggest hunk of reve- 
nue in this field—New York Sub- 
ways Advertising Co.—admits that 
in 1960, sales were off 6% to 7%. 

e So far as users of the medium 
are concerned, there’s a gap of 
more than $1,000,000 between the 
biggest user of transportation ads, 
Wm. Wrigley Jr. Co., and the 
second biggest user, House of Sea- 
gram. Wrigley bills about $1,200,- 
000 a year in this medium and Sea- 


Transportation Advertising Co. 
Each member of Mutual is respon- | 
sible for sales originating out of | 
his area, with the exception of | 
New York and Chicago. New York 
Subways Advertising Co., which 
is neither a member of Mutual or 
NATA, recruits all its own busi- 


ness. Another New York company, | 


Fifth Avenue Bus Advertising Co., 
is not a member of Mutual, but will 
take business from Mutual mem- 
bers. 


gram spends approximately $192,- | 


000, according to the National Assn. 
of Transportation Advertisers. 
“Wrigley built its business on 
car card advertising,” an industry 
source told ADVERTISING AGE, “and 
the company never let go of it. It 
just happens that there’s nobody 
else like that around.” 
e In New York, the city transit 
authority takes a 70% cut of bill- 
ings 


ing Co.—the largest bite of any 
transit authority in the country. 
Said one industry figure: “I don’t 
see how they [New York Subways 
Advertising] make a living.” 


s This is the present state of af- 
fairs of the transportation adver- 
tising business, which includes 
such various activities as subway 
car cars, subway station posters, 
bus car cards and side and back 
posters, taxicab cards, commuter 
train cards and airline and train 
terminal displays. 

The above mentioned industry 
totals, however, are at best approx- 


(after agency commissions) | 
from New York Subways Advertis- | 


|# From 1895 to 1940, one company 
had a tight hold on the transpor- 
tation ad business: Barron G. Col- 
lier Inc., which held 30 big local 
franchises. Through its national 
sales agency, Street Railways Ad- 
vertising Co., the Collier organiza- 
|tion placed car cards and posters 
in 56,000 of a nationwide total of 
58,000 transportation vehicles in 
1940. 

But, despite its strong position, 
Collier, beset with a shrinking au- 
|dience, growing competition, went 
| broke. 

Philip K. Wrigley took over Mr. 
Coilier’s crumbling empire in 1941. 
During the war years the number 
of transportation vehicles climbed 
to 77,000, and transportation ad- 
vertising reached its biggest vol- 
ume. It fell off in 1947 and con- 
tinued the downward trend until 
| 1952, when it started climbing. It’s 
|been climbing ever since. In 1958, 
|gross billings amounted to $23,- 
/500,000; in 1959, revenue reached 
| $25,000,000 and last year billings 
climbed to $26,000,000. 


imations, since the two front run-| 

ners of the industry aren’t mem-|s Today, the five biggest compa- 
bers of NATA. One member of the | nies in this field are New York 
industry pegged gross billings at/ Subways Advertising Co., Trans- 
$8,000,000 to $10,000,000 lower than | portation Displays, Inc., O’Ryan & 
the NATA estimate of $26,000,000, | Batchelder, Chicago Car Advertis- 
and in the same breath said one | jing Co., and perhaps Fifth Avenue 


Maxson 


Beals 
Morgan 


Christian 


Delman Curran 


Burk 


ANNUAL COPY AWARDS—Award winners at the Poor Richard Club- 
Philadelphia Copy Club annual luncheon were John Maxson, Curtis 


Publishing Co., first award in the 


direct mail division; Beau Beals, 


free lance copywriter, second place, direct mail; Caye Christian and 
David Delman, Lavenson Bureau of Advertising, shared first award 
in consumer ads (Mr. Delman also took top honors in the industrial 
division); and Edward Curran, Harvey & Thomas, second award, 
consumer division. A. Edward Morgan, Richard A. Foley Advertis- 
ing Agency, is president of Poor Richard; and Frank Burk, Al Paul 
Lefton Co., is president of the Philadelphia Copy Club. 


dianapolis and Louisville, among}! 
others. 
s In categories of advertisers, the | 
biggest users are in the confection- | 
ery field, with wine, liquor and | 
beer second; automobiles third; | 
cigarets fourth; drug preparations 
fifth; soft drinks (with Coca-Cola | 
and Pepsi-Cola both spending | 
about the same amount) sixth; and 
oil and fuel heating seventh. 

New York Subways Advertising 
Co., which claims a volume of $4,- 
500,000 and is recognized as holder 
of the largest share of the trans- 
portation ad business, blames tele- 
vision and the recession for the 
company’s 6% to 7% slide in ’60. 

Industry sources, however, cite 
other reasons for the company’s 
decline. They point out that out- 


side bus posters have been grow- | 


ads on Brooklyn buses, but the 
New York Surface Group controls 
about 8,000 to 10,000 buses in the 
four other boroughs. Fifth Avenue 
Bus Co., for instance, has a fran- 
chise on the 1,400 buses in Man- 
hattan. 

Thus, the reason for the $1,000,- 
000 gain in transportation ad reve- 
nue was not due to a rise in sub- 
way car card or station poster 
billings; it was due to the devel- 
opment of the standard and king- 
size outside bus poster medium, 
industry experts point out. 


s Mark Elsis, manager of adver- 
tising and sales promotion for New 
York Subways Advertising, has 
figures which show that about 
6,000,000 different people a month 
ride the New York subways, for a 
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‘ MINIMUM ORDER 100 
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/'Coast, Fielder, Sorensen & Davis, 
|eontrolling franchises in San 


Bus Advertising Co. On the West 


Francisco and Oakland, 
biggest. 

O’Ryan & Batchelder, Memphis, 
controls transportation franchises 
in Boston, Philadelphia, Cleveland, 
Milwaukee, Atlanta, Memphis, In- 


is the 


; ; _. |total car card circulation of 170,- 
ing at a faster rate than inside | ‘ : 
car cards, especially the newest | 900,000 riders a month. And be- 
innovation of the industry, “king- | ©@US¢ sub way advertising is a by- 
size” side bus posters. | protuct oer te Now York Guy 
| Transit Authority—just so much 
« In most cities, the same com-|icing on the cake—his company 
pany that holds the subway fran- | Can serve up “a fantastic” cost- 
chise also holds the bus franchise. | P¢T-thousand of 4.9¢, Mr. Elsis em- 
Not so in New York. New York|Phasized. 
Subways Advertising does place, Coupled with a low cost-per- 


2nd in the NATION 
in SUNDAY METRO 


MARKET COVERAGE 


The Roanoke Times is 


thousand, however, are physical 
limitations which tend to put a 
ceiling on potential income. Un- 
like newspapers and magazines, 
Mr. Elsis said, which can add more 
pages if advertising volume war- 
rants it, there’s no way for his 
company to expand operations. 
“We can’t lengthen the cars,” he 
said. : 

Mr. Elsis cited “emulation”— 
normally a pretty healthy thing— 
as one reason business is off. He 
explained that subway advertising 
is a cyclical affair, with advertis- 
ers quick to adopt each other’s 
media lists. Since the “Soaring 
’60s” have yet to take off, adver- 
tisers in unison are cutting budg- 


ets, Mr. Elsis believes. “When 
sales fall, advertising gets it in 
the neck,” he sums up. 


e Transportation advertising’s 
biggest competitor is television, 
Mr. Elsis is convinced. He said 
magazines and newspapers don’t 
have the same “family coverage” 
as subway advertising and that 


‘Advertising Age, April 24, 1961 


| national advertisers about to break 
| campaigns 


in this medium are 
Chock Full O’ Nuts, Lestoil, Pabst 
Blue Ribbon beer and Palmolive 
soap. 

Mr. Elsis believes that airline 

a2 Pe 

advertising is “the big category of 
the future.” Last year, his com- 
pany carried ads of Capital, Trans- 


,Caribbean Airways, TWA, United 


| Air Lines and U.S. Overseas Air- 
| lines. 


|@ Second biggest revenue pro- 


ducer in the transportation ad 
business is Transportation Dis- 
plays Inc., commuter train and air 
terminal specialist. TDI holds 
franchises for car cards, station 
posters, terminal dioramas and 


_exhibits from 18 railroads, repre- 
)senting 4,500 cars, about 350 sub- 
jurban stations and 38 rail ter- 


minals in New York, Philadelphia, 
Boston and Chicago. 

In addition, the company has 
also acquired franchises in most 
of the major air terminals, such 
as the new Air Atlanta Terminal, 
which opens May 3. AT&T, Carl- 
ing Brewing Co., Lockheed Air- 
craft and Oldsmobile will be 
among the first advertisers to dis- 
play their wares at the Atlanta 
terminal. + 


‘Photography Annual’ 
Offers Split Runs 


Ziff-Davis Publishing Co., New 
York, has announced its 1961 Pho- 
tography Annual, issued in August, 
will have a split-run international 
sister. The company has provided 
for advertiser plate switches for 
North America, British Common- 
wealth, French-speaking, German- 
speaking, Spanish-speaking and 
“all other” markets. Ziff-Davis said 
150,000 international copies and 
250,000 domestic copies would 
reach a total of 74 countries. 

New one-time b&w page rates 
were set at $2,375 for worldwide 
distribution; $1,425 for North 
America only, and $1,050 for in- 
ternational only. 


Anken Names Newman to 
Head New Corporate Ad Unit 

Anken Chemical & Film Corp., 
Newton, N. J., has established a 
new corporate advertising depart- 
ment and has named Frank New- 
man to supervise the department 
as director of advertising. The new 
department will be responsible for 
advertising and public relations 
services for Anken Chemical & 
Film Corp., Anken Film Co., Amp- 
to Inc., Transcopy Corp., F. G. 
Ludwig Inc., Cormac and Dasson- 
ville Co. and other subsidiaries of 
the parent company. 


Geyer Adds Rambler Unit; 
Appoints Hollingshead 

Geyer, Morey, Madden & Ballard 
has been named to handle adver- 
tising for the Greater Cleveland 
Rambler Dealers Assn. Geyer, 
Rambler’s national agency, already 
handles most of the Rambler deal- 
er accounts. 

H. Victor Hollingshead, former- 
ly media director of the Detroit of- 
fice of Grant Advertising, has 
joined Geyer’s Detroit office as as- 
sociate media director. 


Williams & London Adds 1 
Electronic Systems Center, New- 
ark, new data processing service 
for banks not large enough to op- 
erate their own computers, has 
named Williams & London Adver- 
tising, Newark, to handle its adver- 


tising. The first of 18 service cen- 


“glamor gal,” tv. But he added | ters is expected to open later this 
that tv is an “emotional” buy, | year. Williams & London also has 
based on status, while “there’s no|named H. Whitney Cutler, an ac- 


emotion” in car cards, just “broad 


THE ROANOKE ‘TIMES 
The Roanoke World-News 


SAWYER - FERGUSON - WALKER, Nor’! Representatives 


coverage.” 

National advertisers account for 
about 75% to 80% of New York 
Subways Advertising’s business. 
Biggest advertiser is Wrigley, of 
course, which invests “well over 
$100,000” a year in New- York sub- 
way car cards and posters. Four 


| count executive, a vp. 


_Allmayer Names Lockett VP 

| Allmayer, Fox & Reshkin Agen- 
\ecy, Kansas City, has appointed D. 
Barker Lockett a vp. Mr. Lockett 
joined the agency last October as 
creative director from Needham 
Louis & Brorby, Chicago. 
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e BIGGEST and GROWINGEST MARKET in the SOUTH 


Yes... HERALDLAND! $172 million in 1,724,000 people . . . $3,307 million 
gasoline service station sales...20% effective buying power... $2,652 
more than in the Metropolitan Counties million retail sales, a market greater 
of Atlanta and Birmingham combined. than any of 26 entire states. 


md + . = 
HERALDLAND — the South's No. 1 market — is sold gy) 4 1 3 § nt 4 4 5 re 
by the South's biggest and most influential newspaper 
NATIONAL REPRESENTATIVES 


STORY, BROOKS & FINLEY, INC... és ve 
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Crest Share Jumps from 13.8% to 34.9% ... 


20% of Seattle Families Have Income 


of $10,000 or More, 


Consumer Study Shows 
Suburb Shopping Grows, 
So Do Multi-Car Families 


SeattLe, April 18—Incomes of 
families in metropolitan Seattle 
continue to rise, and this year al- 
most 20% of families have incomes 
of $10,000 or more; almost half 
have incomes of $7,000 or more. 

This fact stands out in the Seat- 
tle Times’ 14th annual consumer 
analysis, based on a sampling of 
families in an area with a 1960 
population of 818,660. 

At the same time the survey 
shows that ownership of major ap- 
pliances, from refrigerators to au- 
tomatic dishwashers, is higher than 
ever before. 

Other aspects of the survey dis- 
close that the downtown area is 
losing ground to neighborhood 
stores for shopping other than gro- 
cery buying; for the first time, 
more than half (56.3%) of families 
indicated they prefer to do most of 
their non-food shopping in neigh- 
borhood areas. The figure a year 
ago was 43.8%. 


® Housewives are shopping for 
groceries earlier in the week. Fri- 
day, with preference by 38.2% of 
families, has displaced Saturday as 
the day when most groceries are 
bought. Saturday is the choice of 
33.8%, Thursday of 19.6% and 
Wednesday of 4.2%. 

The growth in family incomes 
has been striking throughout the 
postwar era. As an indication of 
the increase, 10 years ago the 
Times’ Consumer Analysis showed 
46.9% with incomes of $4,000 and 
above; this year 47.5% have in- 
comes of $7,000 and above. 

At the other end of the scale, 
10 years ago 53.1% had incomes 
under $4,000; this year, only 13.4% 
are in that bracket. 


s The following table shows fami- 
ly income in metropolitan Seattle 
in the past three years and also, 
for comparison, in 1953, the first 
year in which the consumer analy- 
sis used the same salary brackets as 


SPORTS + CARTOONS- PRODUCTS IN ACTION 


FLIP BOOKS| 


MINIATURE FLIP BOOK CO. ..< 

1S WEST 44~m STREET NEW YORK 36. N. Y. 

SEND FOR PRICES canary onsor FREE SAMPLES 
“POCKET TELEVISION” MOVIE FLICKER BOOKS 


‘Times Reports 


used in 1961: 
Per Cent of Families 

Income 1961 1960 1959 1953 
Under $4,000 ...... 13.4 13.9 164 40.0 
$4,000-$4,999 ...... 8.4 11.0 13.1 206 
$5,000-$6,999 ...... 30.7 31.6 326 23.7 
$7,000-$9,999 ...... 28.1 26.0 24.2 11.1 
$10,000 and over 19.4 17.5 13.7 4.6 


One factor in the rising level of 
family incomes is the housewife 
with an outside job. This year 
21.5% have fulltime outside jobs 
and an additional 11.4% have part- 
time jobs. This proportion of 
roughly one-third with outside in- 
come has held fairly steady in the 
past half-dozen years. 


# In showing product use by in- 
come groups, the consumer analy- 
sis for the first time contains a 
breakdown of families with in- 
come of $15,000 or more. For a 
number of products, correlation is 
close between product ownership 
and income level, particularly with 
items like outdoor barbecues, auto- 
matic clothes dryers, garbage dis- 
posers, and electric shavers. 

For automatic garbage disposers, 
which are being built into an in- 
creasing number of new houses, 
ownership ranges from 6.3% of 
those in the $5,000-$5,999 income 
bracket to 21.4% in the $10,000- 
$14,999 bracket and 47.4% of those 
with incomes of $15,000 or more. 


Income Indicators 

A similar pattern shows up in 
some of the not-so-new food prod- 
ucts. Use of frozen peas rises with 
income, from 46.1% of those in 
the $4,000-$4,999 bracket to 57.2% 
in the $7,000-$9,999 group, to 70% 
in the over-$15,000 group. In the 
same three income groups, use of 
canned peas declines from 65.3% 
to 54.9%, to 44.2%, respectively. 

Use of frozen orange juice rises 
with family income in much the 
pattern of frozen peas. 


® An indication of market satura- 
tion for some major appliances 
shows up along with substantial 
|growth in use of new appliances 
|or equipment around the home 
| Almost every family (99.4%) now 
{uses an electric refrigerator. This 
|compares with 98.7% in 1959. But 
lin 1959, as high as 12% of the 
refrigerators had been bought the 
previous year, whereas in 1961 only 
6.2% of refrigerators were bought 
last year. A somewhat similar pat- 
tern shows up for electric ranges, 


In tv sets, however, purchase of 


ae 


the NAB code injunction 


DUBONNET DOLLS:—Bernard Goldberg, exec vp, Schenley Import Co., 
escorts “Dubonnet Blonde” (Deirdre Lesage) and “Dubonnet Red” 
(Francesca Fontaine) to their New York press debut. They figure 
prominently in Dubonnet’s $1,000,000 campaign, half of which will 
be in radio and tv (AA, April 17). The tv commercials have been 
turned down by some stations on the ground that the prominent 
showing of the Schenley trademark in the wine ads conflicts with 


against whisky ads on tv. 


of families, contributed to the 
fact that 16.2% of those with tv 
in 1961 had bought a set in 1960, 
the highest proportion in the last 
four years. Tv also is near family 
saturation, with 95.2% of families 
having at least one set. 


= The steady increase in several 
newer items is shown, with 49.3% 
owning outdoor barbecues; 19.1% 
automatic dishwashers; 68.9% ful- 
ly automatic clothes washers; 51% 
automatic clothes dryers; 42% 
power lawn mowers. 

Ownership of stocks or bonds 
(other than U. S. savings bonds) 
rises with.income, but is scattered 
throughout all income brackets. A 
total of 29.5% of families own 
stocks or bonds, and 16.2% bought 
securities in the past year. Own- 
ership is by 18.8% in the $5,000- 
$5,999 bracket and ranges up to 
31.9% in the $7,000-$9,999 group 
and to 73.2% over $15,000. 


= Among automobile owners, two 
developments stand out. For one 
thing the number of families own- 
ing more than one car is steadily 
rising and now totals 29.1% of all 
families. Multiple-car ownership 
rises with income; among those 
with $6,000-$6,999 income, 28.1% 
have more than one car; in the 
$10,000-$14,999 bracket it is 52.5%; 
over $15,000, it is 68.9%. 

At the same time the proportion 
of older cars is also rising. Almost 
two-thirds of the cars are 1956 
models or older, and almost one- 
fourth are 1950 models or older. 


which 92.4% of families now have. | 


Crest Leaps Ahead 


Among brand preferences, heavy 


For a total selling job — in Siouxland — use 
SIOUXLAND’S BIG FAMILY NEWSPAPER 


Che Sioux 


Representatives 


Citu Sourn 


JANN & KELLEY inc 


a second set, owned now by 19.3% ;advertising promotion among 


toothpastes and use of American 
Dental Assn.’s endorsement of Crest 
brought some sharp changes. Crest 
jumped from third place into a 
clear lead over last year’s top 
brand, Colgate. Crest was the pref- 
erence of 34.9% this year, com- 
pared with only 13.8% a year ago. 
Colgate was 28.8% this year, off 
from 30.5%; Gleem drew 17.5%, 
down from 20.9%, Pepsodent and 
Ipana both fell sharply from a 
year ago but remained in fourth 
and fifth places respectively. 


= Heavy newspaper advertising in 
this market by producers of in- 
stant potatoes brought no shift 
among the leaders, but created a 
sharp narrowing of the preference 
for French, which two years ago 
was top brand with 63.6%. This 
year French has 27.3%; Betty 
Crocker, third last year, now is 
second, with 26.5%; Pillsbury has 
moved into third position, with 
21.8%; and Minute, formerly sec- 
ond, dropped to fourth, with 13%. 

In gasolines, some background 
for Shell’s heavy new promotion, 
which broke after the Times sur- 
vey was made, is seen in fact that 
Shell, leader in 1959 and a close 
second in 1960, gave further 
ground to Standard Oil of Califor- 
nia in 1961. Standard led with 
20.9%. Shell had 17.2% and Texa- 
co 14.4%. 


s Following are upsets among 
brand leaders: 

e Packaged bacon: Hormel, 23.9%, 
pushed Bar-S, a regional brand, 
into second spot, with 21.6%. 

e Canned peas: S&W with 19% 
took leadership from Libby, which 
had 16.8%. 

e Canned whole kernel corn: Del 
Monte, with 15.1%, just barely 
nosed out Niblets, which had 15%. 
e Margarines: Blue Bonnet, last 
year’s leader, slipped into third 
place. The rankings: Imperial, 
12.6%; Allsweet, 11.1%; Blue Bon- 
net, 10.7%, Fieischmann 9.6%. 


s Nalley, on a big gain, pushed 
Dennison out of the leadership in 
chile con carne. Nalley 44.2%; 
Dennison 21.4%; In meat sauce 
Lee & Perrins, last year’s leader, 
dropped to third spot, with 12%, 
behind Heinz, with 18.3% and A-1, 
with 15.5%. 

In cellulose sponges, O-Cel-O 
with 23.8% lost last year’s leader- 
ship to Du Pont, which drew pre- 
ference of 23.8%. 

In fabric dyes, Rit, with 67.5%, 
took leadership from Tintex, which 
| drew 28.3%. 

Pacquin hand cream ‘took top 
spot from Avon; the percentages 
were 20.6% and 17.1% respective- 
ly. Old Spice at 27% displaced 
|Mennen’s leadership among after- 
| shave lotions; Mennen had 24.5%. 
In hair sprays, Helene Curtis at 


Advertising Age, April 24, 1961 


16.9% narrowly displaced last 
year’s leader, Revlon, which this 
year had 16.6%. 

Sears, Roebuck’s Allstate brand 
was tops in tires with 17.7%, fol- 
lowed by Firestone 16.8% and 
Goodyear, last year’s leader, now 
with 16.6%. On inside paint, Mas- 
ter-Mixed took over from Kem- 
Tone. In pianos, Wurlitzer dis- 
placed Kimball. 


Winston Takes Filter Lead 

Among filter-tip cigarets, Wins- 
ton moved ahead of Kent and Sa- 
lem passed Marlboro. The figures: 
Winston 16.2%; Kent 15.5%; Salem 
15.3%; Marlboro 13.9%; L&M 9.5%. 


_ Among girdles, Warner, at 11.8% 


moved from third to first; Bestform 
held second, at 11.2%; Penney’s 
moved into third, with 10.6%; and 
Playtex, the former leader, held 
fourth at 10.2%. 

The Seattle Times’ consumer 
analysis was directed by Donald H. 
Merkel, research manager. Russell 
W. Young is advertising manager. 


Goodyear Reviews 
Foreign Advertising 

Goodyear Tire & Rubber Co., 
Akron, “is reviewing its foreign 
advertising of last year, bringing 
together from 27 countries more 
than 20,000 ads, direct mail pieces, 
display items, radio and tv materi- 
al and other material used in the 
company’s identification program. 

R. V. Thomas, vp and general 
manager of Goodyear International 
Corp., said evaluation of the mate- 
rial will be done on two bases: 
“The first will be within the limits 
of national conditions and more to 
determine the immediate effective- 
ness of the material. In a broader 
sense, we will then determine the 
extent to which the material pro- 
jects the Goodyear image as we 
want it projected around the 
world.” 


Help Wanted Ads Decrease 

B. K. Davis & Bros. Advertis- 
ing Service, Philadelphia, reports 
that newspapers in 16 key mar- 
kets carried a total of 637,376 lines 
of help wanted advertising last 
month, a 21% decrease from the 
total lines carried in March, 1960. 

The total help wanted adver- 
tising count for the first quarter 
of 1961 was 1,807,447, compared 
to 2,375,626 during the same 1960 
period. The March, 1961, linage 
showed an increase over the 533,125 
lines carried in February and the 
636,646 lines carred in January. 


Publishers’ Workshop Set 

Aron M. Mathieu, retired pub- 
lisher of Writer’s Digest, will di- 
rect a special magazine publishers’ 
workshop at Southern Illinois Uni- 
versity’s department of journalism, 
Carbondale, from June 18 to June 
30. It will be limited to 60 persons. 
Information can be obtained from 
Howard R. Long, chairman of the 
journalism department. 


Fedco Appoints Price 

Stewart G. Price has been ap- 
pointed marketing manager of the 
Proven Products division of Fedco 
Corp., Chicago, manufacturer of 
plastic housewares, premiums, cus- 
tom moldings and advertising spe- 
cialties. Mr. Price was formerly 
marketing manager of the grocery 
products division of Swift & Co. 


‘Star & News’ Promotes Crowe 
Thomas K. Crowe has been 
named retail advertising manager 
of the Indianapolis Star and News. 
Mr. Crowe, who formerly was as- 
sistant retail ad manager, suc- 
ceeds the late Ernest F. Emmel. 


Admiral Boosts Meegan 
Admiral Sales Corp., Chicago, 


|has appointed John E. Meegan 


sales promotion manager. Mr. Mee- 
gan was formerly advertising man- 
ager of the company’s Chicago 
distribution division. 
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“I dreamed I was 


a CPI management man 


in San Juan, Puerto Rico” 


Out in the warm blue waters of the 
Caribbean, a 35 x 100-mile slice of 
tropical earth is rapidly becoming a 
Chemical Process Industries island. 
Today Puerto Rico produces more 
than fifty chemicals... 

from acetylene to weed killers. 


“‘CPl-Management is bullish about the 
island’s chemical future,” reports 
CHEMICAL WEEK. And no wonder! 
Peerless Oil & Chemical has just revealed 
plans for the first caustic and chlorine, 
: plant. Parke, Davis, which recently built 
a $2-million pharmaceutical plant near » i a 
San Juan,.is getting ready to doubleits  ~ 
a - javestment. Warner Lambert has just 
received thé ““go-ahead”’ for a new ethical 
Grug plant. Union Carbide and 
W. R. Grace are active... and the list 
goes Gn and on! ‘‘Here, indeed, is 
= lane OF Mdustrial sunshine,” say 
the editors of CHEMICAL WEEK. 


There is so much happening all over the 
busy CPI map that makes this a unique 
industrial complex... places and plants, 
products, processes, people. And only 
a unique magazine, looking at it all with 
the eyes and interests of management, 
can report and interpret the news with 
clarity and precision. That’s why 
management men (regardless of job 
function or operating level, technical or 
non-technical) will tell you... it’s 
CHEMICAL WEEK! Do you have 
something to tell—and sell—CPI-Management? 


ind | y Spokesman for CPi-Management 


ical Week 


A McGraw-Hill Businesspaper (ABC-ABP) 
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Readers Insist AA Study Erred and 
That Slump Has Hit Admen Hard 


To the Editor: “Name Withheld; concurrent with high unemploy- 
= by Request” (AA, April 10) doubt-| ment is now familiar. Doubtless 
= less realizes that he is really mak- | more advertising men were em- 
7 ing two points: That being 49 is) ployed in 1930 than in 1910, but 
no asset in looking for most jobs; | 1930 was nevertheless a bad year. 

Advertising is less than ever an 
umbrella for so-so men, but a lot 
of superior men who lost their jobs 
through no fault of their own will 


of your March 20 headline, “Ad 
Field Not Seriously Hurt by) 
Slump.” My experience says he’s 
right as to both, especially as to| not soon forget 1958-1961. Many 
your headline. had to take jobs that seemed to di- 

Viewing the “ad field” as people, minish them. 
not the total billings of selected With some sunlight becoming 
agencies, I believe the difficulties | visible here and there, I hope em- 
of exceptional men in finding em-| ployers will read understandingly 
ployment at salaries previously | the resumes of men who were 
earned is a sensible criterion of | “hurt by slump.” They may be 
how seriously the ad field was hit.| eyery bit as good as luckier men. 

A one-digit per cent can be se- Don Harris 
rious. An agency doesn’t have to nab 
lose 10% or more of its billing to/| Monarch Personnel, Chicago. 
be hit hard. 


what salaries. reader of ADVERTISING AGE, I, too, 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


curacy of your article. . . 

I personally know one ad man- 
ager who has been out of work for 
months and another who will be 
“retrenched” in the next few 
weeks. While I am not well ac- 
quainted with the capabilities of 
the former, I do know a great deal 
about the latter. 

This man is not “dead wood,” 
but he is, at the moment, the vic- 
tim of an economy measure. Hav- 
ing been forewarned of his fate, 
he has conducted one of the most 
thorough job searches in history. 
He has contacted by mail, phone or 
personally 75 employment agencies, 
400 advertising agencies, 300 man- 
ufacturing concerns and numerous 
people in the profession who are 
contacts and friends—plus answer- 
ing every ad he can find for an ad- 
vertising manager or account ex- 
ecutive. To date, this all-out effort 


| e has produced exactly two personal 

I’ve been asked in this recession | |interviews. That’s a depressingly 
to fill $40,000-$55,000 jobs, but! To the Editor: As a non-profes- | small percentage except that he 
what counts is how many jobs at} sional but intensely interested/|doesn’t count the organizations 


| who haven’t the common courtesy 
The paradox of high employment would like to point out the inac- | 


to acknowledge receipt of a re- 


Complete Your 
SELLING PICTURE 


TRADE 


PAPERS 


AWARD WINNER: 
Chicago Fed. Advertising Club 
Variety Store Merchandiser 
Point of Purchase Adv. Institute 
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with an Ad Metal 
MERCHANDISING DISPLAY 


Shelving your product at the point of sale can be mighty 
expensive. You can lose your investment in other media and 


An Ad Metal merchandiser, custom-designed for your 
product, can close the sales your other advertising has 


Let AMDCO help put your product in Selling Position. 


ADVERTISING METAL 
DISPLAY CO 


CHICAGO 50 - 4621 West Nineteenth Street /Bishep 2-1242 
WEW YORK 36-11 West 42nd Street / LOngacre 4-8255 
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sume. 

While carrying around this load 
of anxiety, he has continued plan- 
ning promotional campaigns, writ- 
ing copy, laying out art and 
generally doing his job as enthusi- 
astically as if he had never been 
given notice. He’s at the point now 
where he’s quoting the “law of 
averages.” 

His age and salary are certainly 
not prohibitive—he’s 35 and cur- 
rently earns $10,000 yearly. His 
appearance and personality are ex- 
cellent. He has integrity galore and 
is probably one of the hardest- 
working, most creative and dedi- 
cated industrial admen in the 
country. Anyone he’s ever worked 
with or for will describe his ability 
in glowing terms. Why then, if 
there is no slump in advertising, 


hasn’t someone snapped him up? 
My heart aches for this man, but | 
I will continue to muster the nec- | 
essary confidence and enthusiasm | 
while typing his letters and labels | 
—I’m his wife. 
Name Withheld by Request __ 
- 


To the Editor: Your “Voice of | 
the Advertiser” column tells of an) 
unhappy job seeker who has been | 
unemployed for six months. 

He proudly tells how he sent 47 | 
resumes to ad agencies in answer | 
to seven blind ads. It takes quanti- | 
ty as well as quality. Even if he! 
wrote the best resume or the best | 
sales letter ever conceived, this is | 
far too small a total effort to be| 
| likely to be productive of results. | 

In our consulting work with in- | 
dividuals, we find that age 49 is| 
no major problem. But it does re- 
quire massive effort in terms of 
writing many ad agencies, answer- 


| ing far more than seven blind ads 
» | and making all other kinds of con- 
- B | tacts. 


Merrill D. Ormes, 
Krull & Co., Chicago. 
o 2 2 


Canadian Club ‘Lightness’ 


Theme in Ads Is Believable 


To the Editor: It would be im-| 
possible for me to write an anon- 
ymous letter; I find it almost as 
| difficult to write to an anonymous 
|person. Surely, if opinions are 
| worth holding, they are worth be- 
|ing idéntified with. 
| Your Creative Man’s comments 
|[AA, April 3] on our Canadian 
|Club “lightness” ad, however, are 
| such that, in turn, they elicit com- 
ments. All this could have been 
avoided by a $1.75 long distance 
call to Detroit; failing that, a little 
|old fashioned reportorial leg work 


r | to our New York office at 630 Fifth 


Ave. would have had the same re- 
| sult. 
| The comments: 


he The world-travel series should 


> | not even have appeared to come to 


|an end. The “lightness” ad is a so- 

called 

been using this type of ad for the 

|past five years. Why should we 

| bandon the world-travel cam- 

| paign when it is still the best read 
the distilling field? 


}one in 

le Liquor consumption figures in 
| Business Week have shown V.O. to 
|be ahead of Canadian Club ever 
|since they were first published. 
| Where our own products are con- 
cerned, we know which figures 
are accurate and which are not. 
Other distillers, of course, know 
|this about their products. We do 
‘not give out Canadian Club sales 


interrupter ad. We have! 


figures. 


|e In an industry as intensively 
regulated as ours, do you suppose 
we could claim Canadian Club to 
be the lightest whisky in the world 
if it were not demonstrably so? 


As a sidelight: You might be in- 
terested to know that “lightness” 
in-the distilling industry is synon- 
ymous with “body,” and “body” 
depends on the concentration of 
congeners. Generally speaking, Ca- 
nadian whiskies and Scotch whis- 


|content of any whiskies. The word 


Advertising Age, April 24, 1961 


“general” is important because it 
is possible to get heavy Scotches 
and heavy Canadian whiskies. As 
you might imagine, it is a relative- 
ly simple process to determine the 
congeneric content of various types 
of whiskies. We have done this 
countless times, and you can be- 
lieve the Canadian Club advertis- 
ing claims. 
Donal J. O’Brien, 
Vice-President, Hiram: Walker 
Inc., Detroit. 


Sees Resemblance of 
B&B Ad to His Cartoon 

To the Editor: I was immensely 
interested in B&B’s ad on Page 99 
in the Feb. 27 issue. You might tell 


JACQUES’ REDUCING SALON 


OUT 


a 


eases isl 35 caer eae 


B&B that s eaieallie do exist if they 
look around; like, for instance, to 
the pages of Cosmopolitan, back 
in 1956, when the enclosed cartoon 
of mine was first published. B&B 


certainly deserves credit for always 
being in there trying, although in 
this case, I hope this was not an 
example of the standards they 
want to reach each time. 
John H. Sorensen, 
Sorensen Advertising, Little 
Rock, Ark. 


AWCNY Awards Were Made 
for More Than Cuteness 

To the Editor: That baby (Fun 
etc. Adland) of your editorial page, 
March 20, wound up on my door- 
step. While the little rascal doesn’t 
seem to have any strong family re- 
semblance to anyone we know, it 
is impossible not to acknowledge 
the howling. 

Your first paragraph concludes 
with, “We’re simply confused.” 
May we try to clear up some of the 
confusion? 

Your editorial measures the Gold 
Key Awards for copy selections 
voted by membership of the Ad- 
vertising Writers Club of New 
York, against a collection of Wil- 
liam Tyler’s 1960 preferences. 
Since many of our members have 
been honored by the Bill Tyler 
columns appearing in ADVERTISING 
AGE, we would be loathe to dispar- 
age his opinion or challenge his 
right to designate his choice of ex- 
cellent advertising. . . 

But we do reserve the right to 
argue among ourselves. That’s why 
more than 60 votes went into the 
sealed boxes. The fact that our 
membership selected Lou Red- 


kies have the lowest congeneric |“ 


mond’s Steuben Glass advertise- 
;ment which Bill Tyler acclaimed 
. probably the best written ad- 
vertisement of 1960 . . .” was pure 
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‘grow with OKLAHOMA! 


cash in on these EXTRA BENEFITS! 


Advertising stands to benefit from a favor- 
able product climate. This environment 
lends to advertising a persuasive impact 
and is therefore as relevant and meaning- 
ful to the reader as it is to the advertiser. 
The Oklahoman and Times have developed 
many different editorial climates to fit the 
expressed needs of their readers, provid- 
ing more resultful advertising opportun- 
ities for advertisers. 


EDITORIAL CLIMATES 


FOOD NEWS AND FEATURES—Thursday eve- 
ning Food Pages and Friday morning sepa- 
rate Food Guide illustrated in full color. 


NEWS ABOUT WOMEN—Daily pages of fash- 
ion, food, beauty and health hints, personal 
advice and important social news of the 
state. 


NEWS ABOUT TEENS—Pages of news and fea- 
tures every Saturday evening of interest to 
teen-agers. 


HOMES AND FURNISHINGS—Poges of news 
and features every Sunday in the “At Home" 
section with home-building, repairing, deco- 
rating and landscaping plans and features. 


ENTERTAINMENT—In the Sunday “Funfare and 
Feature'’ section is the climate for movie, 
theater, television, arts, books and other en- 
tertainment advertising. 


TRAVEL AND RESORTS—Features and stories 
on travel the year around supply the climate 
for travel and resort advertising. 


MAGAZINE—"'Orbit,"" published each Sunday, 


is locally edited and printed and supplies the 
‘‘magazine"’ climate for advertisers. 


‘SUNDAY COMICS—The climate produced by 


the nation's most popular comics has been a 
sales-stimulating one for scores of advertisers 
for many years. 


AND OTHERS—There are many other special 
editorial climates in the Oklahoman and 
Times of value to advertisers—such as Sports 
pages, Financial pages, the Oil page, Out- - 
door pages and Church pages. 


_ SPECIAL SERVICES 


TIl-AD PLAN—An exclusive trade identification 
plan which identifies local retail outlets with 


national advertising in the Oklahoman and 
Times. 


SPACE-RATE FLEXIBILITY—Rate advantage is 
earned by advertisers using equivalent space 
(not necessarily same copy) in Sunday maga- 
zine '‘Orbit'' and weekday morning and eve- 
ning editions. Morning, evening and Sunday 
editions may be purchased in any combina- 
tion with resulting rate advantages. New, 
practical, frequency discount established for 
Sunday comics. 


CONVERSION FACILITIES—Color, or black and 


white copy prepared for roto or magazine 
use will be converted to letterpress plates by 
the Oklahoman and Times at very low cost. 


R. O. P. COLOR—Engravings provided at very 
low cost for straight R. O. P. Color. 


IT’S THE MARKET DELIVERED THAT COUNTS 


The Oklahoman and Times deliver the biggest newspaper market in the 
Southwest because they reach more families than any other single medium in the 
Southwest. They reach 57.4% of the households daily and 47.3% of the house- 


holds Sunday in the 58-county Greater Oklahoma City Market where 66.6% of the 
total retail sales in the state are made. 


The newspapers that belong on every national advertising schedule! 


THE DAILY OKLAHOMAN 


OKLAHOMA CITY TIMES 


. Audit Sept. 3 


0, +. 
A.B.C d circulation up 


Published by The Oklahoma Publishing Company 
Represented by The Katz Agency 
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coincidence. 

Here’s a secret. Just a mere two 
votes behind the Steuben Glass ad 
was Metrecal, authored by Kenyon 
& Eckhardt’s Bob Pasch. Now Bob 
Pasch is a member of our organiza- 
tion. The winner, Lou Redmond, 
is not. Obviously our organization 
had copy, not favoritism, in mind. 

Anyone has the right to ask if 
our members are qualified to 
evaluate advertising copy. We are 
hardly an “underground” organi- 
zation. The composition of the Ad- 
vertising Writers Club of New 
York looks like this: Members are 
from the first 35 agencies in New 
York, by volume of billing, with 
the exception of 12% of member- 
ship which comes from small and 
excellent agencies, some even be- 
low the $5,000,000 annual billing 
size. 


A survey of total years experi-| 


ence at the business of copywriting 
(we eliminate time spent in re- 
search, media, tv producing, man- 


agement, etc.) reveals our mem-| 


bership represents 1,272 years of 


cover 
South 


Carolina 
effectively 
economically 


DISCOUNTS” 
for BULK or FREQUENCY 


_ SAVINGS UP 


*Effective April 1 in Greenville and 
Columbia; June | in Charleston 


Get big savings now 
when you use “The Big 
3 in S. C.” to dominate 
this state’s marketing 
potential. Contact the 
individual newspapers 
or their representatives 
for rates, discount 
schedules and complete 
information. 


GREENVILLE 


News and Piedmont 
Repr. Ward-Griffith Co. 


COLUMBIA 


State and Record 
Repr. The Branhom Co. 


CHARLESTON 


News & Courier and Post 
Repr. The John Budd Co. 
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professional copywriting service in 
Four A’s agencies. . . 

Mr. Editor, these are marvelous 
people. They are able to remain 
sensitive while withstanding stress. 
They keep atuned to the emotional 
responses of a mass of purchasers 
in the presence and under the 
curbing of many people who un- 
fortunately are emotionally tone 
|deaf. They have a deep apprecia- 
| tion of humor though many are re- 
\strained by the most humorless 
|proponents of gilt-edged formulas 
/and mathematically proven tech- 
/niques. Somehow they keep a hu- 
|mane outlook under conditions 
|which often verge on the inhu- 
mane. If they took themselves too 
seriously they could not be as seri- 
ous 4s they are about the writing 
|job they do... 
| To be more specific, let us talk 
about the one “controversial” cam- 
|paign which won a Gold Key 
|Award in radio. Sacramento To- 
mato Juice is “so rich it plops”. 
| As to what value the radio cam- 
| paign has had to Sacramento, the 
|advertiser, we should certainly 
| look at sales results rather than 
make snap judgments. 

Here are the facts: The Sacra- 
mento tomato juice share of market 
is reported in the New York World 
Telegram store brand index. Ad- 
vertising efforts were concentrated 
in the metropolitan and eastern 
marketing areas. 

After the Sacramento “Plop” ra- 
dio spots had run 26 weeks, the 
brand share moved up dramatical- 
ly, claimed a 45.6% share of mar- 
ket. Its nearest competitor among 
all other brands held only 19.2% 
share of market. 

Radio station reps at one point 
became alarmed because the Sac- 
ramento spots were ordered off the 
air. They were withheld five 
| weeks. What they didn’t know was 
this. Sales mounted and caused 
such demand at retail a serious 
out-of-stock condition resulted. 
| When distribution caught up the 
|radio spots resumed. Sacramento 
not only claimed a leading share 
|}of market, they held a first posi- 
| tion in a very tough market... 
Now to that prize pig storyboard 
| that won a Gold Key. 
| If humor and a bit of horseplay 
is a grave transgression, then we 
are transgressors in one depart- 
ment. We did indulge ourselves in 
one small interlude of whimsey. 
The contest entries for “Greatest 
Ad I Ever Wrote Which Never 
Ran” was a break in the tight- 
lipped seriousness of writing copy 
| we’d fight, bleed and die to defend. 
We had been urged by the mem- 
bership to get some of the frothy 
things out of the files, to look on 
the lighter side for a moment. We 
(did. Most people understood. It 
| seemed to add a note to the whole 
|competitive proceeding which 


bit of “skylarking” behind closed 
doors. But most of the writers who 
have struggled with the problem of 
having to give some element of 
prestige to a cut of pork did regard 
the Ferris Bacon storyboard as a 
most unique idea... 
William Suitt, 
President, Advertising Writers 
Club of New York, New York. 
- e . 

Cuban Wants Copies 
of Mayers Article 

To the Editor: I have read with a 
great deal of interest the article 
“U. S. Propaganda Needs a ‘New 
Frontier’,” by Henry Mayers, pub- 
lished in AbDveERTISING AGE for 
March 20, 1961, and I would great- 
ly appreciate it if, in accordance 
with your kind offer you will have 
the kindness to send me six copies, 
at your earliest convenience, and 
oblige. 

Thanking you very much for 


..| your usual kindness and courtesy 


in this matter, I remain, 
Vicente L. Puerta, 
Habana, Cuba. 


Group to Represent All Ad 
People Before Public Is Needed 

To the Editor: Why is there (if 
there is, I am unaware of it) no 
organization of advertising people, 
per se? Sure, there are ad clubs in 
most of the bigger cities, but are 
these tied together as a federation 
within the states, with these state 
groups in turn joined at the top by 
a national organization? 

Seems to me there is much to be 
done—and the hour is late, with 
Harvard professors and various 
legislators snapping at our heels. 
Or, are we so pre-occupied with 
our own everyday problems that 
we fail to see the handwriting on 
the wall? Do we not wonder “for 
whom the bell tolls?” 

I don’t profess to know all the 
answers but it seems to me that 
we, the individuals who make our 
living influencing the minds of 
others, haven’t done a very good 
job of selling advertising itself to 
others. Maybe this is because 
we've left the public relations job 
to agencies? 

After 15 years in educational 
work (as vocational ag teacher and 
farm adviser or county agent), I 
feel a void of some kind in this re- 
gard. Along this same line, I can 
point to many things that have 
been done by educational organiza- 
tions (to which I belonged) that 
could never have been accom- 
_ plished by any individual alone. 

I do not suggest an organiza- 
tion that would spend most of its 
time and effort working on sal- 


aries, working conditions, etc. If | 
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I do feel that collectively, through | 
organization, we can make our} 
voices heard so as to at least par- 
tially offset the growing clamor of 
propaganda opposing us. 

Or, are the agencies alone con- 
cerned with the steady drip-drip 
of public opinion, based as it is 
on half-truths and a lack of un- 
derstanding as to just what ad- 
vertising contributes to the free 
enterprise way of life? 

Morris H. Banner, 
Normal, Ill. 
* * a 
Here's Another Bee for the 
Hat Corp. Ad Critics’ Bonnet 


To the Editor: Re the Hat Corp. 
of America ad which has been cre- 
ating a bit of a to-do in your letters 
section, I concur with the copy- 
writer who claims a hat helps a 
man to get a “head.” 

If you’ll forgive my ad-vernacu- 
lar, although a Cavaknoxlid is un- 
important brain-wise, it sure is 
vain-wise. 

Consider, for example, a bald 
head, a bullet head, a flat head. 
What could give the owner more 
inward security than an outward 
appearance of masculine dash via 
a hat flatteringly fitted to play up 
his fine facial features? 

As any psychologist will tell you, 
in vanity there is sanity. The 
crown makes the king, the dunce- 
cap the boob. 

If a man cares not about en- 
hancing his looks, it’s either be- 
cause he’s been endowed with more 
pulchritude than his share, or, like 
Einstein and Kennedy, a halo of 
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A Sign of Spring 

To the Editor: In the spring an 
adman’s fancy lightly turns to the 
same idea! These bank ads both ap- 
peared in the New York Times on 
April 10, 1961. 

Allen Glasser, 
Production Manager, Cantor 
Publications Inc., New York. 


look like VIPeas smartly packaged 
for The Four Seasons. 

A hat identifies a man as nothing 
else can. The mere flip of the brim 
or twist of the crown will brand 
him as “Broadway” or “Park Ave- 
nue,” “Main Street” or “Wall,” 
“Kalamazoo” or “St. Paul’—re- 
flecting whatever status-image he 
seeks. 

It would have been interesting to 
see HCA’s ragged individualist in 
an “after” pose, combed, curried 
and Homburged. It might have 
started a grooming craze in the 
bush country, opening up a siz- 
able new hat, soap and suit market. 

Bee Mitchell, 

Public Relations Counsel, New 

York. 

* » ‘ 
Home Improvement Feasible, 
Nersica Exec Tells Reader 

To the Editor: Ed Woodward’s 
letter (AA, April 10,) almost has 
a very funny headline: “What 
this house needs is a new house.” 

“Almost funny’—for real humor 
must be based upon true condi- 
tions. It may interest Mr. Wood- 
ward to learn that it was just such 
houses as that pictured in the ad 


beautiful hair. 
Munching along Madison Ave. at 
sandwich time, the bumper crop of 


that have been eagerly sought 
and snatched up by members of 
the advertising fraternity in Fair- 
field, Putnam, and other counties 


we believe in free enterprise—as | porcupined ad-heads sprouting | near New York. 


| we must, if we are effective adver- 
| tising people—then surely we can 


suits of the same cult and measure, 


| look like so many shelled peas out 


| President John F. Kennedy also 
| seems to think a new roof and 


could be written off as good clean |agree that this is an area where|of a Brooksnik pod. More indivi- | new siding more practical than a 
fun. Perhaps it would have been | employers and individual employes | dualnik are the hat wearers who | new house. His administration has 
;/more business-like to keep that’ have the prime responsibility. But! in contrast with the bared noggins 


| 


A Technique for Producing | iD KAS 


Where do the moneymaking ideas come from—those ideas which make 
success novels, radio and television programs, moving pictures sales 


campaigns and businesses? 


James Webb Young, one of the highest paid idea men in the adver- 
tising business, set out to answer this question for his students 
at the University of Chicago. The result is a little book which you can 
read in an hour but will remember the rest of your life. 


In the simplest and clearest of language Mr. Young has succeeded 
in describing the way the mind works in all creative people. He gives 
you the formula which they consciously or unconsciously follow in 
producing ideas. He shows you how to train your mind so that idea 
production is, as he says, “as definite as the process by which motor 


cars are produced.” 


Enthusiastically endorsed by sales managers, editors, college pro- 
fessors and students, poets, advertising men, salesmen and business 


executives who have read it. Send for your copy of A TECHNIQUE FOR 
PRODUCING IDEAS now. Only $2.00 postpaid. 


ADVERTISING AGE, 200 E. ILLINOIS ST., CHICAGO 11, ILL. 
Attn: Book Department 


proposed a tremendous rehabilita- 
tion and modernization program to 
“halt the blanket of blight which 
has been spreading over our cities.” 

I would assume that Mr. Wood- 
ward is an apartment dweller. In 
the event that he is a home own- 
er, may I suggest that he visit his 
local established home improve- 
| ment contractor. Now’s a good 
|time, for May is National Home 
Improvement Month, as sponsored 
by Nersica (National Established 
Repair, Service, and Improve- 
ment Contractors Assn.). The visit 
may enable him to learn how he 
can upgrade and improve his 
home—and, with the use of new 
products now on the market, save 
on fuel and maintenance costs. 

As an agency man, he may also 
find the size of the industry of in- 
| terest. The home improvement 
|industry today tops $22 billion. 
| Estimates are that this year, and 
|perhaps for some years to come, 
the industry will top that of new 
home construction. 

Milton Riback, 

Director of Public Relations, 

Nersica Inc., New York. 


PETE, 4 ucla ety at gt MAR Mia Lat. Teh oe Mice Saale eam MEE Mn ty Recor i) Wace ie aan are clare SB Ni yas St Lt Suc ys ee mee Nea ab emo Reg tn, Ls eae Uae iat A De RE TONES hag OE SS GSES Zed ae eg | ate alco Ss a area Te eM 
BE genes rea Reese ty oe RM ol a ae ae T pg REET oi a ge TU PT at pice PBEM IY am Miggip rte ae ee arise ER ca a SNe Ree Rees OP oes di cukw a < BE et aa eh Cap tate te ph SON as int te ar TMI a SS etait A 38 ag hs CR aie, cee Tue ye ote Steg! att a he tae alee 
2 ne Se eee BON te =) aes Re aE Phan oe or Se a ee mate Pe Src ao rot os eae Riel, 
ni ce 0S ai ee a as Fo ess oe ye ee Rp cet RAMP 7 seinem ce | AUTEURS” MRE ea EMRE AMA oe, ZT. IE ae eee Aa nt IRR a eA AUN CR nea (Ge! SERS” clara aie eet VL Ie SOME ph el ee Or yO iW AN Mice ad EE nS ta iG oY el a Sah rage Lt toe ei MM eg ernie SS tel 3h Pow ugh Rue OM, | Bar apnea ae ae, ead 
mG OE ABE Oven A Meco Se Oe MN EAE an eS aa era eae MO DR ee aS SAREE ca SANA ap eee yoshi bors emis Bt, NRE aes Aes PR RR Spe ne POR ieee leg Me Nees a he Se A a Tl, Fy Ae TERME RE mes 
te : fe 
, a Chall 
be aah? 
; 1 
oe 126 Advertising Age, April 24, 1961 
al , ; ifs oe F 
‘ toe : " . nf L 
eae f +) ' r eet lh a 2 ‘ , 
pee eee - : rag ir 
pias ai s Dine 
a tae ep Es te a * - i 
i Emigrants ; 2 
# %y + 04 a. . 
s green . oe 
af L 
ae: os, helps dollars -© \ 
TES RD GREEN thumb | : 
sig iit . \ A “Ss 
7 —_—— _ \ “ 
gates GREENbocks | 
‘“ i. - SFE). a we rece as 
at P r ’ “sf “3 ae ed 
ies \ *, Se Rime ste fox MIGRANT dapat baiicaapied 
oe you save [NE ee 9 aw tees ion oy tek caf ee 
* b b \ ethane ot et tac os oat ts Wire Yor bie, tae 
; Fe ee j Ree Lat EOGRANT.. gene tah poe o 
Shou Gi | Aataaes ae Ee Lied 
eee 3 a . ‘ \ ~ oe Open ~~ ull as 
agen aero —* ; \ Ste Up tm Aped em EMIGRANT ee ; 
or — ; hap De owe exes Las 
es ela & 
a \ ee f wens tee 
bam cep ie paent os , 
Se eee ey - aks : } 
2 ; ays ; 
ee Eon ks . pelyin thenny| t . ey 
Ae eg aa oy eee mp te "Sa 0 
aes 3 ‘ measintay avian : be I 
ee BS» mans 39K ! no te 
% i re. 7 oe ~~ ¢ c 
ees 7 ee jae 
Sietthaaiged nn ttle —— Sai Sea 
ae ore (se a 
Rr hao * “one “om o~ O- con oe i 
—_ 2 Se = 
ta Ree P ‘ a ate“ ed ar —_ on si 
oe <=. eae scape) 
ig ea Brion a "te yeaa 
etisiaies ~ i 
Rae mee 
Pega eae ee } Race 
ea | 
- * + 
a0 5 - 
a e 
, pe 7 
: ® : 
“ ee ee ee ee 
ies pie e din i 
; a ‘ , 
. ; ‘ reer ane 
Gate shes Nae Pig: 
‘eels aoe ‘ i 3 a a 
ae « ye B'S Ing ea 
Sek F & * 5 
‘ EPs ine tes. P3 = pede 
ae eo. Pomme an ese, Se 
4 a ee re a A 
al ; sat 
[ee . es 
on inl By fee 
Rey ace roe 
ee en f : Ss ee fee 
i a joe é 
7 GOK: e 
Br ? Bea a PN pee 
pe; gees anes. eri 
Z ae te coe t e ge 
Al <3 os = 
2 San * Bes Bs: : 
ai age eee Ee a ee aes 
eae or Me ” hts, 
5 ie Pe 
aa etd 2 ae 
ee E < we 
Seek oo “ye, 
: Bs ae e Po 
WEG <a * ae pe 
‘ + 
. § a. 
Py = : ° 
ps e ape 
ii a e kis 
ES ; ‘ 
° 
ay ° ae rig 
a. =, | SS — ne 
se: ° 
ey ES I, in i 4 
ay ae e | Bi nem 
ee “aie | 
ag oar °. | Be 
ce aie ae ees 
co ee aa ea 4 
ae 2 ae ° oe 
¥ area * Wy + 
Be he a . e 7 VA 
as ein ee - 
Ah St aes oie * 
Te A are 
2G eA he = . 
— ee . : Sn ; am ee aa 
; ‘ 7 
: €chnj a ee i 
oe Ve Prog. aa 
ee . a 
‘ P ala a 
: 
' ie vail PE 
P| ee cas 
, : me ema Po 
gy ; a oy rhe ‘i de 0 : = ; é 3 iis : s - i = is iti gt . ; ‘ . i Se ‘ ; 


. we ST? ete — CL FUC«SF 


Oo 5s DO ot §t bee ee TD oe FOC Ctl rl reel er ET llCUc eC eel! ws 


oto 


se eee 


GGoop HOUSEKEEPING 


Announces a new 


fifty-cent cover price 


and reviews the question of cost 


Effective with its October issue, 
Good Housekeeping will raise its 
cover price to fifty cents, the highest 
among all multi-million circula- 
tion magazines. 


Here’s why: 


From its very first issue, Good 
Housekeeping has always consid- 
ered that its first responsibility is 
to its readers. The development of 
the Institute, the Seal, the Con- 
sumers’ Guaranty, and the Buyers 
Guide are all evidence of this phi- 
losophy. We honestly believe no 
other publication compares with 
Good Housekeeping in depth of 
service material, in breadth of cov- 
erage, in the important dimension 
of concern for its readers’ welfare. 


Good Housekeeping’s kind of 
deeply conscientious editorial job 
requires an unusually large invest- 
ment. Our Institute alone has on 
its staff well over a hundred highly 
trained technical people. Their 
constructive vigilance helps pro- 
duce a unique service magazine. 
And their investigation of adver- 
tising claims also requires that we 
regretfully decline hundreds of 


thousands of dollars in advertising 
revenue a year. 


In recent months we have made 
further substantial investments in 
editorial strength. Among numer- 
ous additions to the staff are Helen 
Valentine, founding Editor of 
Seventeen Magazine, who will 
write on subjects of interest to 
young married people, and Arthur 
S. Flemming, former Secretary of 
Health, Education and Welfare, 
who will be our contributing edi- 
tor on health and education. 


The tendency of some maga- 
zines to pass on all such costs to 
the advertiser, with rates rising far 
out of proportion to circulation 
increases, must be deeply disturb- 
ing to advertising men who are also 
businessmen. 


On the other hand, it is pre- 
cisely because we have always given 
so much more to our readers, and 
are so certain that they find Good 
Housekeeping valuable beyond 
price, that we feel it is fair to ask 
them to share in today’s increased 
costs. In fact, for most of the past 
seventy-five years Good House- 


and quality in magazine circulation 


keeping readers have paid more for 
their favorite magazine. 

In raismg our cover price to 
fifty cents, we reaffirm our tradi- 
tional policy of producing the 
most useful and most valuable 
women’s service magazine. And in 
assigning a fair share of costs to the 
reader, we believe we demonstrate 
once again the great strength that 
is Good Houskeeping. 

Market tests have already estab- 
lished that readers will pay the new 
fifty-cent cover price. Never has the 
warmth of reader loyalty been more 
apparent than in the newsstand 
sales figures during the test period. 
Through 1961 we will continue to 
deliver a worthwhile bonus over a 
rate base of 4,700,000. In fact, we 
expect Good Housekeeping to con- 
tinue its steady, healthy growth of 
the last 20 years. 

We believe that this philosophy 
of publishing the best possible 
magazine and of fairly allocating 
the costs of producing it as be- 
tween reader and advertiser is one 
of the qualities that makes Good 
Housekeeping different... and 
a great advertising medium. 


Good Housekeepng== 


/A Hearst Magazine 
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The postmarks are actual reproductions 


Grit plants sales seeds for ~ 
you in 16,000 small towns 


Your advertising falls on fertile soil in thriving, prosperous 
Small Town America. 

But there’s a rub. Major mass magazines circulate pri- 
marily in the teeming metropolitan centers . . . give you 
relatively slim pickin’s in hard-to-reach small towns. More- 
over these magazines tend to be cosmopolitan in approach, 
establish little rapport with the small-town families they 
do reach. 

What's the answer? Advertise in Grit, America’s small- 
town publication. Each week Grit goes to 16,000 small 
towns coast to coast, reaches a primary audience of some Publishing Company, Williamsport 
850,000 families. And Grit is read avidly, for it is the one React anbty ‘on au aed 
national publication edited solely to reflect small-town 
needs, tastes and interests. 

Ergo, you should use Grit to help provide the small-town 
concentration you must have for balanced national coverage. 

Now there’s an idea worth cultivating! 
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Advertising 


Age, April 24, 1961 


April Pages and Linage in Farm Publications 


Current Figures for U. S. and Canadian Publications Reporting to Advertising Age 


Apr. Apr. Jan.-Apr. 
1961 1960 1961 
General Farm Publications 
American Agriculturist (sm) 30.9 %6.6 141.7 
§Arizona Farmer- 

Ranchman (bw) ...... 66.9 70.3 177.1 
Alabama Farmer: (mon) 

#North Edition ...... 66 — 31.8 

#South Edition ...... 720— 33.1 

Average 2 Editions .... 69 — 32.5 
Arkansas Farmer: (mon) 

H#Delta Edition ...... 17.8 18.0 69.3 

Western Edition ... 10.7 16.5 51.2 

Average 2 Editions .... 14.3 17.3 60.3 
Business Farming (mon) 46.1 44.8 131.7 
§California Farmer: (sm) 

Central Valley Edition . 46.7 44.1 127.1 

Northern & Comb. Edition 50.8 49.3 142.3 

Southern Edition ...... 44.3 42.2 124.1 

Average 3 Editions ... 47.2 45.2 131.4 
Colorado Rancher & 

Farmer (sm) ........ 45.5 46.9 172.2 
Dakota Farmer (sm) .... 56.4 60.0 197.9 
tElectricity on the Farm (mon) 7.4 12.3 24.3 
The Farmer (sm) ...... 107.9 107.46 411.7 
Farmer-Stockman: (mon) 

#HOklahoma Edition 39.5 41.2 156.2 

#Texas Edition ...... 35.6 38.6 151.3 

Average 2 Editions 37.5 39.9 153.7 
Farm Journal: (mon) 

Central Edition 102.4 102.9 368.6 

Eastern Edition ..... 92.4 86.4 318.4 

Southeastern Edition 69.3 64.4 262.6 

Southwestern Edition 70.3 66.4 267.3 

Western Edition 87.1 84.8 307.9 

Average 5 Editions 84.3 81.0 305.0 
tFarm Quarterly (q) ‘ — , 112.0 
Farm & Ranch—Southern Agriculturist: (man) 

Southeastern Edition 38.1 43.8 145.5 

Southwestern Edition 36.1 45.9 140.8 

Average 2 Editions 37.3 44.6 143.6 
Georgia Farmer: (mon) 

#North Edition ...... 7.8 14.1 40.3 

#South Edition ..... 12.3 15.3 49.7 

Average 2 Editions 10.0 14.7 45.0 
*§Indiana Farmer (mon) 31.9 24.3 67.1 
§Kansas Farmer (sm) 61.9 57.9 168.2 
*§Kentucky Farmer (mon) 22.3 28.7 535 
§Michigan Farmer (sm) 771 75.8 180.7 
Mississippi Farmer: (mon) 

#Delta Edition ...... 9.8 11.7 37.6 

Eastern Edition 6.5 9.6 27.1 

Average 2 Editions ... 8.1 10.7 32.3 
§Missouri Ruralist (sm) 62.2 61.4 167.4 
Montana Farmer-Stockman (sm) 66.4 63.0 240.9 
Nebraska Farmer (sm) .. 111.0 114.5 400.2 
§New England Homestead (sm) 28.5 37.2 771 
New Mexico Farm 

& Ranch (mon) ..... 23.2 23.2 79.3 
$Ohio Farmer (sm) .... 96.7 96.2 227.4 
§Pacific Northwest Farm Quad: (sm) 

The Idaho Farmer .... 58.8 60.1 131.2 

The Oregon Farmer ... 53.7 53.6 116.8 

The Utah Farmer ..... 57.2 56.9 126.7 

The Washington Farmer 57.5 58.4 122.4 
§Pennsylvania Farmer (sm) 66.2 67.2 206.7 
Prairie Farmer: (sm) 

H#illinois Edition 127.0 124.5 486.6 

HiIndiana Edition 117.3 121.3 445.7 

Average 2 Editions ... 122.2 122.9 466.2 
Progressive Farmer: (mon) 

#Carolina-Va. Edition . 84.4 81.9 311.1 

#Ga.-Ala-Fla. Edition 88.2 84.6 314.7 

#Ky.-Tenn.-W. Va. Ed. 80.6 78.1 281.5 

ZMiss.-La.-Ark. Edition 81.9 76.1 282.2 

ttTexas Edition ..... 78.1 82.4 276.1 

Average 5 Editions ... 82.6 80.6 293.1 
§kural New-Yorker: (mon) 

New York-New England Ed. 27.7 32.0 76.2 

Penn.-Jersey Farming Ed. 25.7 29.2 67.2 
Southern Planter: (mon) 

#Va., W. Va., Md., Del. Ed. 26.1 26.5 121.0 

ZN. Car., S. Car.,Ga. Ed. 18.2 20.9 90.5 

Average 2 Editions 22.2 23.7 105.8 
Successful Farming (mon) 111.1 99.4 319.3 
*§ Tennessee Farmer 

& Homemaker (mon) 14.2 20.7 46.0 
Wallaces’ Farmer (sm) . 117.4 127.4 437.5 
§Weekly Star Farmer: (w) 

Kansas Edition ...... 21.2 20.0 46.8 

Missoari Edition 24.0 21.0 49.4 

Okla.-Ark. Edition 18.8 17.4 w5 

Average 3 Editions ... 21.3 19.5 45.2 
Western Crops & Farm 

Management (mon) J 34.1 24.5 119.9 
Western Farm Life: (sm) 

Regular Edition 17.7 18.9 79.6 

Eastern Edition 22.9 24.2 104.3 

Average 2 Editions 20.3 21.6 91.9 
Wisconsin Agriculturist 

& Farmer (sm) ..... 84.7 81.0 311.9 
Wyoming Stockman- 

Farmer (mon) ....... 48.7 46.5 205.9 

| ss 1,336.5 1,354.7 5,035.8 


KEY: (mon)-monthly; (sm)-semi-monthly; (bm)-bi-monthly; (bw)-bi-weekly; (w)-weekly; (d)-daily; (q)-quarterly. 


-— Totai Advertising, in Pages —__.———— Total Advertising, in Lines ———, 
Jan.-Apr. Apr. 


1960 


71.0 


ssazens & 


Gq 


Rees &: 


5 


Apr. 


dan.-Apr. 


1961 1960 1961 


19,932 


17,549 
74,339 


44,448 
40,583 
43,247 
43,468 
50,830 


67,415 


33,905 
53,162 


103,170 
133,862 


322,774 


118,767 
114,977 
116,872 


158,123 
136,613 
112,660 
114,665 
132,110 
130,834 

51,744 


339,414 


211,537 
213,970 
191,454 
191,901 
187,749 
199,323 


dan.-Apr. 
1960 


112.074 
47,482 
68,683 


90,671 
79,677 


Commercial Dis- 
play Excluding 
Poultry, Classified 
and Livestock, 
in Lines 


Apr. 
1961 


19,921 
49,891 


18,743 
17,215 


17,754 
12,197 
14,976 
49,004 


Apr. 
1960 


31,365 
$2,479 


ZtNot included in totals. §Not included in totals; as April figures were unavailable as this issue went to press March figures 
are shown. *Changed from 784-line page to 768-line page January 1961. tThree issues January-March 1961; four issues 
January-March 1960. {Published quarterly in February, May, August & November. 


Newspaper-Distributed Farm Sections 


lowa Farm & Home 
Register (mon) aa 
Texas Ranch & Farm (mon) 


Total Group 


Agricultural Leaders’ 
Digest (mon) 

Better Farming Methods: (mon) 
Eastern Edition 

Central Edition 


4.5 


19.0 
21.5 


6.4 


24.0 
25.1 


64.9 
67.6 


132.5 


Farm Organizations and Education 


30.8 


86.4 
108.7 


82. 
76. 


158.5 


ae 


64,922 
67,620 


132,542 


13,206 


37,086 
46,637 


82,148 
76,384 


158,532 


13,01 


42,064 
4,471 


129 


-— Total Advertising, in Pages —__——— Total Advertising, in Lines ———, 
Apr. Apr. Jan.-Apr. Jan.-Apr. Apr. Apr. dan.-Apr. Jan. -Apr. 
1961 1960 1961 1960 1961 1960 1961 1960 
Southern Edition 19.0 25.1 95.4 106.0 8,154 10,783 40,938 45,487 
Western Edition 18.7 24.0 72.8 98.1 8,011 10,287 31,214 42,064 
Average 4 Editions ... 19.5 246 90.8 102.6 8,385 10,535 38,969 44,022 
Buckeye Farm News (mon) 21.1 18.9 64.5 59.8 9,537 8,549 29,118 27,033 
County Agent & Vo-Ag 
Teacher (mon) ...... 19.6 316 99.0 91.8 8,407 13,556 42,491 39,401 
§lowa Farm Bureau 
Spokesman (w) ..... 62.1 62.9 177.6 186.4 63,133 63,843 179,957 189,196 
Michigan Farm News (mon) 3.1 2.9 9.3 10.0 7,050 6,936 21,738 23,159 
Missouri Farmer (mon) 11.9 12.6 34.7 45.6 5,013 5,291 18,780 19,162 
National 4-H News (mon) 22.0 25.1 67.0 80.9 9,226 10,533 28,138 33,994 
National Future Farmer (bm) 32.4 41.2 62.6 83.2 13,982 17,919 27,059 36,163 
Nation's Agriculture (mon) 4.1 3.8 23.7 26.5 1,775 1,699 10,156 11,909 
§Washington Grange News: (sm) 
ee UNE! ican cee 7.3 15.2 41.1 37.6 18,802 16,450 44,744 40,845 
West Edition ........ 16.6 14.9 39.8 36.2 17,990 16,156 43,190 39,235 
Average 2 Editions 17.0 15.1 40.5 37.0 18,396 16,303 43,967 39,990 
Total Group ......... 138.2 167.1 482.4 531.4 65,305 77,768 229,655 248,144 
Not included in totals. §Not included in totals; as April figures 


are shown. 


Farm Linage Trend  figwes in thousands 


FARM SECTIONS 


Dairy and Livestock 


American Livestock Journal: (mon) 


National Edition 14.3 18.3 63.0 81.9 
Regional #1 Edition 14.3 18.8 63.0 87.2 
Average 2 Editions ... 14.3 18.6 63.0 84.6 
The Cattleman (mon) 86.6 78.4 371.6 373.5 
§Corn Belt Farm Dailies: (d) 
The Drovers Journal, Chicago 41.8 41.2 95.2 102.6 
The Drovers Telegram, 
Kansas City ........ 29.1 31.0 80.0 89.6 
The Stockman’s 
Journal, Omaha ..... 34.4 399 102.3 112.6 
The Livestock Reporter, 
BN ak 6 S00 8 Ke e's 28.2 28.2 68.6 81.1 
§Dairymen’s League 
rrr 13.2 12.5 29.3 43.1 
Feediot (mon) .......... 22.7 12.3 97.1 67.2 
Florida Cattleman (mon) 63.0 70.0 274.7 333.3 
Hoard’s Dairyman (sm) 72.6 77.3 267.9 315.5 
Livestock Breeder 
Journal (mon) ....... 68.0 58.3 287.1 1.1 
National Hog Farmer (mon) 27.8 28.2 112.3 104.2 
National Livestock 
Producer (mon) ...... 28.7 18.1 85.8 88.1 
Western Dairy Journal (mon) 26.9 43.2 125.2 160.3 
Western Livestock Journal: (mon) 
Mts. & Plains Edition . 37.9 52.7 253.6 303.0 
Pacific Slope Edition . 79.4 70.3 400.0 391.5 
§Western Livestock 
Reporter (w) ....... 42.6 49.0 122.4 123.3 
Total Grow $27. 527. 
Not included in totals. §Not included in tota’ 
are shown. 
Poultry 
American Poultry Journal: (mon) 
Egg Producer 
Eastern Edition .... 11.3 15.6 57.1 72.8 
ZtEog Producer 
Midwest Edition 13.1 8618.0 57.6 83.4 
Egg Producer 
Pacific Edition 13.9 18.5 58.1 82.4 
ZtEog Producer 
Southern Edition 13.2 17.8 60.3 85.6 
7#Broiler Producer Ed. . 7.9 9.9 31.3 40.6 
Turkey Producer Ed. . 10.7 19.9 38.4 61.7 
Average 6 Editions ... 11.7) = 16.6 50.5 71.1 
Broiler Business (mon) 30.7 23.0 122.0 96.6 
Broiler Industry (mon) 40.9 29.7 139.8 123.7 
Everybodys Poultry 
Magazine (mon) ..... 19.4 23.8 86.4 114.7 
Georgia Poultry Times (w) 36.8 34.4 106.2 98.1 
t§The Poultryman: (w) 
Dixie Edition ........ 2.3 148 64.7 48.6 
National Edition ..... 21.7 14.1 55.3 45.6 
New England Edition .. 28.2 18.3 70.6 59.3 
New Jersey Edition ... 25.9 20.3 66.7 70.1 
Poultry Tribune: (mon) 
dEastern Edition 368 349 1624 £1714 
Zt Midwest Edition na 36.5 344.9 1599 169.0 
Pacific Edition ..... 45.5 45.3 187.5 195.6 
ttSoutheast Edition 42.0 38.2 182.8 191.9 
Southwest Edition .. 32.1 34.4 148.2 166.4 
Average 5 Editions ... 38.6 37.5 168.2 178.9 
Turkey World: (mon) 
Central Edition ..... 428 375 2223 1948 
(Continued on 
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Admen Testify 
US.’ Label Is 
Helpful Abroad 


Cuicaco, April 18—The value of 
“made in America” in overseas 
advertising was highlighted by sev- 
eral speakers last week at a joint 
meeting of the International Trade 
Club of Chicago and the Chicago 
chapter of the International Ad- 
vertising Assn. 

George Green, advertising man- 
ager of the Hyster Co., Portland, 
Ore., which makes lift trucks, 
cranes and other heavy duty 
equipment, said most of his com- 
pany’s foreign ads are the same as 
those run in the U.S. 


s “They look American, and they 
speak American,” he said. “At 
first, this seems like a disadvan- 
tage, and sometimes I am sure 
that it is. But we have found that 
people overseas, at least the people 
we want to influence, look for 
American advertising, understand 
it, and like it. They will frequently 
read our American ads in English 
before reading editorial matter in 
their own language. 

“People overseas believe in the 
power of advertising, far more so 
than their counterparts in Amer- 
ica,” Mr. Green said. “It seems to 
me that, internationally speaking, 
advertising stands now about 
where it stood in America during 
the early ’30s. People overseas be- 
lieve that advertising, particularly 
American advertising, speaks the 
truth. They believe in the effec- 
tiveness of advertising, and to 


them it has a real and honest 
value.” 


s Edward D. Bayne Jr., export ad 
manager of Champion Spark Plug 
Co., Toledo, said the company had 


to hypo its foreign advertising 
when a change in product led | 
many overseas buyers to believe | 
they were no longer receiving | 


genuine Champion plugs. 

The product change was to a 
silver-color plating on plugs, de- 
signed to improve performance. 
Unfortunately, there was a prior 
influx into foreign markets of 
reconditioned plugs which had 
similar silver-colored plating. In 
addition, foreign consumers were 
reluctant to accept Champion 
plugs made in its Canadian or 
English plants. 

Mr. Bayne said two-color news- 
paper ads were used to educate 
consumers to the new plugs. The 
ads also carried the Champion 
signature, rather than that of the 
local distributor. 

“Each of these markets also 
asked us for reprints of our inter- 
national trade announcement ad 
on plating, with a _ translation 
printed in the local language on 
the reverse side,” Mr. Bayne said. 
“Here again they insisted that to 
make this effective, it would be 
necessary for us to show the leg- 
end at the bottom of the ad, and to 
show that these were printed in 
the U.S.” 


® Discussing overseas advertising 
of Rust-Oleum Corp., Evanston, 
Ill., John H. Bosse, manager of 
overseas sales, said: “We try to 
select publications that reach the 
same audience that we reach in 
the U.S. The advertisements are in 
the local language, although we 
make every effort to retain the 
identity of Rust-Oleum as a spe- 
cialty product of U.S. origin, even 
though we now make it in Europe 
as well.” 


= Manuel J. Perez, vp of Miles 
Laboratories Pan American, Elk- 
hart, Ind., said that the company 
fought off a local competitor in 
Mexico in 1952 by changing to lo- 
cal manufacture and investing 
heavily in advertising to offset the 
competition. 

In another instance, Mr. Perez 
referred to the company’s entry 
into British commercial tv in 1956, 
when it used American-made 
commercials, dubbing in a British 
voice. 

The commercials were pre-tested, 


and were liked by the audience and 
quite often preferred to locally 
made commercials, he said. # 


Alberto-Culver 
Tells of 5-Year Ad 
Total: $19,000,000 


MELROSE Park, ILL., April 18— 
A stock prospectus filed this month 
by Alberto-Culver Co. shows that 
the hair preparation manufacturer 
had an operating profit of $1,418,- 
289 last year on net sales of $14,- 
905,521. 

The company’s sale of 155,000 
shares of common stock for added 
working capital and to refinance 
promissory bank notes, moved it 
from a privately-held to a public- 
ly-owned company. 

No advertising breakdown is giv- 
en in the prospectus, but it says 
that “from 1955 to 1960, the com- 
pany expended a total of over $19,- 
000,000 on advertising and pro- 
moting the merchandising of its 
products.” 


® Alberto-Culver joined the list of 
the 100 largest national advertisers 
in 1959, with a total ad budget es- 
timated by -ADVERTISING AGE at 
$10,000,000. However, the company 
says in the prospectus that in 1959 
it spent $7,482,652 for “advertising, 
selling, and general and adminis- 
trative expenses.” The total in this 
category for 1960 is $10,200,341. 
Alberto-Culver makes Alberto 
VO-5 and Command hair dressings, 
Rinse Away dandruff preparation, 
Tresemmé hair coloring, VO-5 hair 
spray and Derma-Fresh skin con- 
ditioner. The company said that in 
1960, sales of Alberto VO-5 and 
Rinse Away accounted for approx- 
imately 80% of total sales. # 


Schuele to Conover-Mast 

Norman A. Schuele Jr., formerly 
eastern sales manager of Chemical 
Processing, published by Putnam 
Publishing Co., has been named 
eastern sales representative of Con- 
struction Equipment, a Conover- 
Mast publication. 


DELIVERS 


3/4 MONTANA 


at 12% Savings! 


Only 63c a line (78¢ bought individually) 
puts your ad in this prime market area. 
A great “package buy” . . . with fre- 
quency and bulk discounts available now. 
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Jann & Kelley, inc. 


National Representative 


2nd Class Gets 
‘Pass in New 
Int'l Postal Hike 


WasuHincTon, April 18—News- 
papers, magazines and books were 
exempted last week, as Postmaster 
General J. Edward Day ordered an 
increase in most postage rates for 
international mail. 

The rate for surface mail to 
most foreign countries, other than 
Canada and Mexico, is to be in- 
creased from 8¢ to 11¢, and circu- 
lars will increase from 4¢ for the 
first 2 oz. and 2¢ for each addition- 
al 2, to 5¢ for the first 2 oz., and 3¢ 
for each additional 2. 

The department offered no ex- 
planation for its decision to leave 
publishers’ second class at existing 
levels, which is 2¢ for the first 2 
oz., and 1¢ for each additional 2 oz., 
to Spain and the Americas, and 3¢ 
for the first 2 oz. and 1.5¢ for each 
additional 2 oz. elsewhere. How- 
ever, the department reportedly 
recognized that increases in rates 
on publications shipped abroad 
would result in a reduction in the 
worldwide circulation of reading 
material, which builds good will 
for the U.S., and for U.S. industry 
abroad. 


® The new international rates will 
be effective July 1, simultaneous 
with the new Canadian rates an- 
nounced last month (AA, March 
13). Under the agreement with 
Canada, the rate on newspapers 
and magazines shipped from the 
U.S. to Canadian readers was in- 
creased substantially. # 


Cahners Boosts Pritchard: 
Hamel Leaves, Starts Co. 


Eugene B. Pritchard, formerly 
Cleveland sales representative of 
Modern Materials Handling, a Cah- 
ners Publishing Co. magazine, has 
been named sales promotion man- 
ager of that publication, as well 
as of Metalworking. 

He replaces Raymond F. Hamel, 
who has resigned to form Cowan- 
Hamel Publications, Wellesley 


| Hills, Mass. 


‘SAE Journal’ Suspends 
Cleveland Operation 

SAE Journal, publication of the 
Society of Automotive Engineers, 
has temporarily discontinued its 
Cleveland office, following resig- 
nation of Hamilton E. Finney, 
Cleveland district manager. Repre- 
sentatives from Detroit and Chi- 
cago will cover the territory. 


]. D. Meyer Moves to Marcus 

John D. Meyer, former vp and 
director of client services of Mc- 
Cann-Marschalk, Cleveland, has 
joined Marcus Advertising, Cleve- 
land, as a vp. 


Brightman Co. Own Landlord 
Julian Brightman Co., Boston 
agency, has opened new offices in 
its own five-stery building at 480 
Commonwealth Ave. 


Hodges Decides to 
Continue Committee 
of Ad Advisors 


WASHINGTON, April 18—Com- 
merce Secretary Luther Hodges, 
who has been reviewing the de- 
partment’s network of advisory 
committees, has decided to continue 
the advertising committee, and he 
may give it additional status. 

The Secretary said at his press 
conference last week that leaders 
of the advertising committee have 
been notified that he would like to 
continue the committee. He said no 
decisions about the committee have 
been made beyond that. 

The department said the future 
of the committee was discussed 
a week ago at a luncheon involving 
top department officials, with a 
group of advertising association of- 
ficials led by Gov. LeRoy Collins, 
president of the National Assn. of 
Broadcasters. Representatives of 
Four A’s and ANA also attended. 


= The department said no changes 
are contemplated in the structure 
of the committee, which is com- 
posed of the heads of between 15 
and 20 trade associations in adver- 
tising and related fields. He indi- 
cated there is some _ possibility, 
however, that the advertising com- 
mittee will be given independent 
status. In the past it has func- 
tioned as a subcommittee of the 
National Distribution Council. 
During the past few days the 
Secretary has achieved a new 
working agreement with the de- 
partment “business advisory coun- 
cil,” a group of corporation exe- 
cutives from the top ranks of in- 
dustry, which has traditionally 
picked its own members and met 
secretly with government officials. 


a Under the new arrangements 
the Secretary will participate in 
picking members for BAC, and 
its membership will be expanded 
to include small business. Some 
of BAC’s meetings are to be open 
to the press. 

Although the Secretary has de- 
cided to keep his advertising com- 
mittee, no decision has been made 
about the future of the National 
Distribution Council, he said. 

The advertising committee was 
revived in mid-1959 after many 
years of inactivity. It meets on a 
monthly schedule, and is supposed 
to advise the Secretary on prob- 
lems of importance to advertising. 


Bentley to World Publishing 

Richard T. Bentley, formerly vp 
and general manager of Donrey 
Media Group, has been named 
business manager of World Pub- 
lishing Co., owner of Omaha 
World-Herald and KETV, Omaha. 
He is a former general manager of 
the Fort Smith Times Record and 
Southwest American, Arkansas 
dailies. 


Virginia Hospital to Kline 
Virginia Hospital Service Assn., 


Richmond, has appointed Robert 


/Kline & Co., Richmond, to handle 


Blue Cross-Blue Shield advertising 
in its 66 county area in Virginia. 
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The whole world is listening for... 


The Sound That Can’t Be Heard! 


Scientists call it ultrasound. It’s pitched so 
high the human ear can’t hear it. Yet the 
whole world is listening and waiting for it. 


Ultrasound can reach into your brain to per- 
form a delicate operation . .. painlessly drill 
your teeth ... saw wood .. . dissolve smog. 
Or even be used as a death ray. 


This phenomenon sits for an exciting, full- 
length portrait in the May issue of TRUE. It 
is typical of the dynamic, editorial material 
which attracts 7,000,000 readers to TRUE each 
month—the largest all-male audience of any 
magazine in the world. 


TRUE encompasses the widest range of male 
interest - ADVENTURE, CONTROVERSY, SPORTS, 
CURRENT EVENTS, AMERICAN HISTORY, 
ACHIEVEMENT, GOOD LIVING. Contributors in- 
clude top figures in each field, from famed 
medical writer, Dr. Joseph H. Peck, to in- 
imitable cartoonist, Virgil Partch. 


In TRUE, advertisers find an appreciative au- 
dience of 7,000,000 individuals—alert, aware, 
knowledgeable. Interested in the good things 
of life—willing and able to partake of them. 
More and more new advertisers are profiting 
from the pages of TRUE. Why don’t you look 
into them? 


| SSseassseee 


KEtUE: 


Reaches more 
men in their 
peak buying 
years (18-44) 
than any other 
major man’s 
magazine 

D. Starch 1960 
A FAWCETT PUBLICATION 


THE WORLD’S LARGEST SELLING, 


MOST WIDELY READ MAN’S MAGAZINE 
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almost 
any package 
is easier 

to open 


THE DOBECKMUN COMPANY 


A Division of The Dow Chemical Company 


CLEVELAND 1,OHIO + BERKELEY 10, CALIF. 
Offices in most principal cities 


| practice conferences are helpful, 


(Continued from Page 1) 
back and canal barge.” 

Meantime, he said, advertising 
is moving with broadcast or mod- 
|ern press speed. “I don’t mean to 
imply that justice can be dispensed 
with television speed,” he said, 
“But I do think we ought to be 
able to get it off horseback.” 


He stressed changed FTC pro- 
cedures to make one man respon- | 


progress of each case. He com- 
mended the industry guides pro- 


gram, while noting that “how much 
value they really have depends on | 


who read them.” And while FTC | 
welcomes “any and all self-polic- | 
ing” it still is “going to read and 


listen to the ads,” he said. 


The FTC chairman also spoke 
sarcastically of the theory that 
an Irresponsible Few besmirched 
|}an Honest Overwhelming Majori- | 
ty, with the few made of little | 
advertisers and the majority of | 
large national advertisers. He noted 
that among companies whose mis- 
|leading advertising recently came 
|under action were General Motors; 
Ford; Chrysler; Colgate-Palmolive; 
Eversharp; Alcoa; Sears, Roebuck; 
Standard Brands; and R. H. Macy 
& Co. Also named as respondents 
were some of the country’s largest 
agencies—“Apparently their ex- 
pertise was more concentrated on 
| hard sell than on the law.” 


| He went on to say that the ir- 
responsible few can’t be limited to 
those who err through ignorance. 

“Many an illegal decision is 
reached after being carefully 
weighed by companies and their 
ad agencies—with lawyers at their 
elbows—as to how closely the cor- 
ners of the law can be shaved,” 
Mr. Dixon said. 

He said he hoped wiser heads 
would stop “this kind of brink- 
manship.” He said he appreciated 
that quick killings can be made 
| with phony claims, by people who 
see themselves as “hard-eyed real- 
ists in advertising’—with strict 
observance of the law for sissies. 

He expressed the view that trade 


| provided they don’t wait too long to 
| get rid of the unlawful practices. 

| Finally, he pointed out that ad- 
| vertisers would be forced into a 
, battle of falsehoods if there were 
_no FTC policing business, and that 
| public confidence in the credibility 
of advertising would diminish. 


s In other sessions during the two 
|days, the emphasis was on those 
two standard ANA subjects: More 


\efficient advertising, and getting| 


|advertising more recognition in 
| management circles. 

|e Herbert D. Bissell, vp of Minne- 
‘apolis-Honeywell Regulator Co., 
said the most critical element in 
advertising in an industrial com- 
pany is “the respect, and import- 
ance, in which the advertising 
function is held by management.” 
He conceded that industrial adver- 
tising and sales promotion is sus- 
ceptible to reduction when the 
choice is between cutting sales 
manpower and ad budgets. He 
called for upgrading of industrial 
admen contacting sales and generak 
management, and traced Honey- 
well’s efforts in this regard. 

He reported that a multi-divi- 
sion industrial advertiser is an ex- 
pensive client for an agency, par- 
ticularly one which uses more 
than 200 publications, as Honey- 
well does (at least 80% of Honey- 
well’s media budget goes into tech- 
nical and business publications), 
and said that for this reason— 
plus the fact that Honeywell can do 
the job cheaper—Honeywell does 
almost all its own collateral work. 


ithe commercial morality of those | 


Ad Offenders Include More Than Just 
‘Irresponsible Few, Dixon Tells ANA 


tising and merchandising of Quak- 
er Oats Co., told the group his 
department is concerned with 34 
marketing programs and budgets, 
ranging from less than $25,000 to 
more than $3,000,000. 

He stressed that company man- 
agement must first understand 
how promotion expenditures re- 


‘late to profit requirements. He 


showed how Quaker marketing 


sible for development, trial and| people keep in close touch with 


company management; how the de- 
partment is organized and staffed; 
and how the work of the depart- 
ment is organized. He feels that 
“to be good advertising men to- 
day, we must first of all be good, 
business men.” 

e Charles R. Standen, vp of Ta- 
tham-Laird, Chicago, stressed the 
opportunities offered by new prod- 
ucts—and the pitfalls in their mar- 


| keting. He advocated starting with 


good products, taking the time to 
develop, package and _ research 
them properly, giving enough time 
to test marketing (with particular 
attention to repeat sales in a com- 
petitive environment). 

And he warned, “A continually 
increasing number of ideas must 
be poured into the funnel of your 
business.” He advocated planning 
new product strategy around the 
profit curve rather than the growth 
curve, on the ground that the profit 
curve is usually hurt by a declin- 
ing, or “senile” product before the 
sales volume is seriously hurt. 

e Roger H. Bolin, advertising di- 
rector of Westinghouse Electric 
Corp., told ANA about Project X, 
the ANA plan for defining adver- 
tising goals and measuring adver- 
tising results. He held out the hope 
that through case histories ANA 
could come closer to seeing situa- 
tions in which objectives were de- 
fined and advertising used to reach 
them. And he hoped that in time 
it will be possible to give better 
answers to the questions about 
“what we get for what we spend.” 


e Alfred Politz, president of Al- 
fred Politz Research, talked about 
being specific, arguing, “The ulti- 
mate goal of marketing research 
is to tell beforehand whether or 
not an advertising campaign will 
be successful; to tell beforehand 
whether the one or the other sales 
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point will prove. to be superior; 
to tell beforehand whether a given 
product has characteristics which 
will enable it to succeed in the 
market.” 

He cited cases where research 
provided such answers, and ob- 
served, “With few exceptions, if 
advertising claims something which 
the product does not fulfill, the 
advertising can destroy the sales.” 


e Marion Harper Jr., president of 
Interpublic Inc., told the ANA that 
Project X would elevate the im- 
portance of advertising within the 
client organization, noting, “When 
an advertising program starts with 
consideration of a company’s 
changing goals, rather than with 
what was done last year or with 
some problem of copy, media or 
production—it becomes more rele- 
vant to the interests of top man- 
agement.” He thinks the project 
will make for more “good clients,” 
and for more durable agency- 
client relationships. 

. He noted that advertising com- 
munications compare favorably 
with those of politicians—“Adver- 
tising doesn’t make as extravagant 
promises; advertising doesn’t slan- 
der competition; advertising shows 
far more responsibility in making 
claims it can substantiate.” 

e Walter G. Barlow, president of 
Opinion Research Corp., reported 
on the public’s attitude toward ad- 
vertising—particularly two groups 
the company calls the tastemakers 
and the initiators. 

It found that “advertising, as 
advertising, is not only accepted 
in our national way of life, it is 
wanted and needed, by all the peo- 
ple, and especially by those who 
are the leaders of change. 

“Advertising performs the crucial 
functions, among others, of creat- 
ing awareness, informing and per- 
suading,” he said. 

But, at the same time, a high 
proportion reported individual ex- 
periences which were unfavorable 
—the tastemakers were critical of 
cigaret and soap and detergent 
advertising far more than the “fol- 
lower” group studied, he said. 
e Dr. Morris Cohen, associate edi- 
tor of Fortune, brightened the 
ANA with the news that Fortune 
still believes its projections for 
the 1960s; that it feels business 
has turned upward and will turn 
up even more rapidly; and that 
the rate of rise will extend into 
next year. He thinks auto sales 
will hit a selling rate of 7,000,000 
units by the end of the year. + 


“Look South for new economic 
strength. ..look at the Jackson 


TV market area 


for solid growth 
anda sound 


future.” 


Served, 1954-1957, as 
Head of Largest World-wide 
Masonic Organization 
(Royal Arch Masons) 


TOM Q. ELLIS 


Clerk, Sapreme Court 
of Mississippi 


_e Victor Elting Jr.. vp of adver- 


Serving the Jackson, Miss., Television Area 
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P&G Stops Spots on 
‘Play of the Week’; 
Wants Mass Appeal 


CincinnaTI, April 21—Procter & 
Gamble has asked its agencies to 
discontinue all P&G participations 
on “Play of the Week,” now syndi- 
cated in about 71 markets, and re- 
place them with other spot sched- 
ules. 

Produced by National Telefilm 
Associates, “Play of the Week” fea- 
tures strictly adult fare of the kind 
rarely seen on U. S. television. 
Among the subjects covered: 
Mixed marriages (“Wingless Vic- 
tory”); homosexualism (“No Ex- 


it”); and sexual laxity (“Clearing | | 


in the Woods”). 


® P&G said agencies had been 
asked to discontinue what it termed 
a slight schedule on “Play of the 
Week” because of a complex of 
reasons, including (1) many sta- 
tions carry the shows in times the 
soap company is not particularly 
interested in for spot buys, for ex- 
ample, an 11:30 p.m. slotting in Cin- 
cinnati, and (2) this show, which 
appeals to a fairly selective audi- 
ence made up of sophisticates, is 
not a P&G type showcase. Soap is 
used by everybody and P&G pre- 
fers advertising vehicles with broad 
mass appeal. 


®# Some of the reps thought the 
P&G move was triggered by a few 
adverse letters from viewers who 
consider the much-praised “Play of 
the Week” dramas too outspoken 
for tv, but P&G said this was not 
the case. 

P&G emphasized that “Play of 
the Week” appeals to a large 
enough audience to justify its ap- 
pearance on television, and it 
voiced the hope that the P&G ac- 
tion would not influence other ad- 
vertisers, accustomed to making se- 
lective ad buys. NTA reported sales 
of the dramatic series have been 
going well. + 


Outdoor Ad Laws 


Near in Two States 


Cuicaco, April 20—Action by the 
legislatures of Pennsylvania and 
Nebraska has brought bills con- 
trolling outdoor advertising along 
interstate highways in these states 
close to the stage of becorning law. 

The Pennsylvania senate has 
passed a control bill, 42 to 5, and 
sent it on to Gov. David L. Law- 
rence, one of its sponsors, to sign 
it into law. 

Nebraska’s unicameral legisla- 
ture has indicated its overwhelm- 
ing approval of a similar bill by 
defeating, 33 to 6, a motion to- 
kill the bill. The control bill then 
passed its first floor test by a 33 
to 4 vote. It is subject to two more 
floor votes, but passage appears 
certain. + 


Dodge Trucks Return 
to Newspaper Ads 

Dodge truck is going back to 
newspapers after an absence of 
four years with a six-week cam- 
paign in 189 dailies. The ads be- 
gan this week in 175 cities. 

The two-column ads, running on 
sports pages, feature the Dart pick- 
up truck. In New York City, how- 
ever, where open trucks do not 
sell too well, a panel delivery was 
substituted. Batten, Barton, Dur- 
stine & Osborn is the agency. 


Visual Gets AB-PT Loan 
American Broadcasting-Para- 
mount Theaters, New York, has 
signed an agreement providing a 
long term loan to Visual Electron- 
ics Corp., with rights to purchase 
up to 40% of the international 


sales and engineering company’s | 


common stock. Visual Electronics 
specializes in communication sys- 
tems, including tv automation 
equipment. 


| 


STRAIGHT—M. K. Goetz division of 

Pearl Brewing Co. promoted its 

straight brewed beer with “hi-fi” 

color ads in seven newspapers. The 

same ad was also used in a direct 

mail campaign in Kansas City and 
Des Moines. 


Goetz Ads in Dailies 


Use Continuous Roll 


St. Josepn, Mo., April 19—M. K. 
Goetz division of Pearl Brewing 
Co. is using “hi-fi” color ads for a 
newspaper and direct mail cam- 
paign. 

The ad is printed in rolls which 
are fed into the newspaper press- 
es. The type portion of the ad is 
printed by the newspaper. 

The ads ran April 4 in the Mess- 
enger & Chronicle, Fort Dodge, Ia.; 
Waterloo Courier; Topeka State 
Journal; Capital Democrat, Seda- 
lia, Mo.; St. Joseph News-Press 
and Gazette; and the Star, Lincoln, 
Neb. 

The beer ad was also used as a 
direct mail piece sent to 250,000 
homes in Kansas City and 50,000 
homes in Des Moines. The piece 
carries an offer of 25¢ off the pur- 
chase of five six-packs of Goetz. 

John W. Shaw Advertising, Chi- 
cago, agency for Goetz, said the 
newspaper ad will be repeated, but 
new dates were not set. + 


Chock Full O’Nuts 
Sets Up Own Agency 


After Fee Flirtation 


NEw York, April 21—Chock Full 
O’Nuts Corp. today confirmed that 
it is opening its own house agency 
which will be headed by Jack Ros- 
enthal, its director of advertising. 

The official announcement fol- 
lowed reports which have been 
common here since the company 
broke with Grey Advertising Agen- 
cy in March. 

Before deciding on the house 
agency, Chock Full O’Nuts tried to 
make a less-than-15%-fee deal 
with various Madison Ave. agen- 
cies. 


s Earlier, queried on Chock’s feel- 
ings before the house agency angle 
loomed, Mr. Rosenthal had said: 
“We're not really interested in a 
fee. Ours has merely been an ex- 
ploration to determine agency at- 
titudes toward a fee. It was only 
one of the questions asked. 

“But, if someone were willing, 
we might talk about a fee that 
would more than protect them,” 
Mr. Rosenthal had declared. 

Before joining Chock Full O’ 
Nuts, Mr. Rosenthal was vp and) 
| director of marketing and research 
|for Donahue & Coe, which had the | 
Chock account from May to No- 
| vember, 1954. + 
| | 
Willis Opens Montreal Office _ 
| Willis Advertising Ltd., Toronto, | 
has opened a Montreal office at | 
| 2100 Drummond St. Clifton Train |, 
| has been named vp and supervisor | 
/of Montreal operations. 


Last Minute News Flashes 


Hawaiian Airlines Moves to Carey from Holst & Male 


HONOLULU, April 21—Hawaiian Airlines has switched its advertising 
account from Holst & Male, the Hawaii outpost of Interpublic Inc., to 
Len Carey Advertising. The account bills about $250,000. 


Salada Seen Dropping Burnett; Other Late News 


e Salada-Shiriff-Horsey, Toronto, is expected to drop Leo Burnett Co. 
of Canada, one of its two Canadian agencies, in the near future. Its 
billings at Burnett are estimated at $1,200,000. The company also uses 
Vickers & Benson. It has been known for some time that there has been 
friction between Burnett and Salada, which currently is interviewing 
a number of agencies with “head offices in Canada.” 


e XEAK, Tijuana radio station controlled by Mexican interests, re- 
portedly has canceled most of its contracts with San Diego advertisers 


in advance of launching a regional sales organization based in Los An- 
geles. 


e Bristol-Myers Co., New York, in a departure from usual media sched- 
ules for Bufferin, is running a heavy newspaper test for the product in 
Syracuse, Buffalo and possibly elsewhere. Editorial-style page ads are 
headlined, “Why doctors recommend Bufferin so often for so many 
types of pain.” Bufferin has not been a newspaper user for several 
years. Young & Rubicam is the agency. 


e Rep. Francis E. Walters (D., Pa.), chairman of the House judiciary 
committee, registered Friday (April 21) his determination to fight the 
administration’s proposal for a $5,000,000 tourism program, which has 
already passed the Senate. “Stripped of its verbiage,” he said, “this 
legislation simply represents an attempt to have the federal treasury 
finance advertising and promotional activities of private transportation 
business, mostly the shipping lines and air lines.” 


e Scudder Food Products, Monterey Park, Cal., has shifted its $1,000,- 
000 account from Campbell-Mithun, Hollywood, to Doyle Dane Bern- 
bach Inc., effective July 15. The specialty food company cited a “spe- 
cific disagreement in creative strategy” as the reason. 


e Los Angeles Outdoor Employers Assn. will seek an injunction to keep 
poster hangers, electrical workers and other employes on the job fol- 
lowing picketing of the plants of the eight major outdoor companies by 
Local 831 of Sign, Scene & Painters Union. An extended freeze in out- 
door advertising in Los Angeles appears likely as a result of the walk- 
out (AA, April 17). 


e Space Technology Laboratories, Los Angeles, a subsidiary of Thomp- 
son Ramo Wooldridge, has named Fuller & Smith & Ross, Los Angeles, 
to handle its $300,000-plus account, effective July 1. Last February, 
F&S&R was named by Thompson Ramo to handle the corporate ac- 
count and most of the subsidiaries. Gaynor & Ducas, Beverly Hills, is 
the present Space Technology agency. 


e Postmaster General J. Edward Day will be the first witness when the 
House post office and civil service committee starts hearings April 25 
on the administration plan for a $741,000,000 postal rate increase (AA, 
April 17). Rep. Tom Murray (D., Tenn.), committee chairman, has said 
he “strongly concurs” with the need “to close the tremendous gap” 
between postal expenditures and revenues. 


e Reginald Clough, promotion director of Reader’s Digest, New York, 
has been named to work with Walter Hitesman on the sales develop- 
ment and advertising of the Digest’s books and records. He will be suc- 
ceeded in promotion by John Garberson, who joined the Digest last 
August after having been Detroit manager for N. W. Ayer & Son. 


e A. Hilton Ritter has resigned as exec vp of Zimmer, Keller & Cal- 
vert, Detroit, and has announced no future plans. He was account su- 
pervisor on Stroh Brewery Co., which earlier this month asked for 
presentations from Zimmer and MacManus, John & Adams (AA, April 
10). 


e Don I. Tibbitts, for the last ten years an account executive with Bat- 
ten, Barton, Durstine & Osborn, San Francisco, has been named vp in 
charge of sales and advertising of Mag-Powr Games, Sausalito, Cal. 


e Craig Mitchell, assistant publisher of Buttenheim Publishing’s Over- 
view, an educational monthly, will leave by June 1. His duties will be 
assumed by Donald V. Buttenheim, president. 


e Textured Yarn Co., Philadelphia, has appointed S. R. Leon Co., New 
York, to handle its Tycora yarns. The account, which billed approxi- 
mately $45,000 in 1960 and has been dormant so far this year, was re- 
signed by Hockaday Associates. 


e Federal Communications Commission’s desire for an educational tv 
station in New York apparently has turned the tide in favor of the 
educational group, represented by broker Howard Stark, as successful 
purchaser of WNTA-TV, Newark-New York. Negotiations for the sale 
to this group reportedly were in the final stages as AA went to press. 
The price to be paid to National Telefilm Associates is $5,750,000. 
There was no confirmation of reports that the other six New York 
commercial tv stations would band together, if permitted by the Jus- 
tice Department, to help finance the operation of Channel 13 as an 
educational tv outlet. 


e Qrvil E. Dryfoos, president of the New York Times, is expected to be 
named to the additional post of publisher at a board meeting of the 
newspaper April 25. He will succeed Arthur Hays Sulzberger, who will 
continue as board chairman. 


e Knight Newspapers Inc. has begun intra-chain talks in New York 
about a new national discount plan, to go into effect “possibly by Aug. 
1.” Involved are the Akron Beacon Journal, Charlotte News and Char- 
lotte Observer, Detroit Free Press, and Miami Herald. 


National Dairy, Borden tv, and will move into eastern and 
southern markets as fast as offi- 


Launch Frozen Diet Foods ‘cial clearances can be obtained. 


National Dairy Products Corp.|j w. Ayer & Son, New York, is 
and Borden Co. both will intro- | the agency. 


duce frozen versions of their die- Borden’s Redi-Diet special fro- 
tary food products this week in |,.n dietary food will go on sale 
midwestern states. National Dairy | jn 22 cities in Ohio, Pennsylvania 
is marketing Sealtest 900 calorie | and Indiana. Newspapers and spot 
frozen diet food in seven Ohio! radio will be used. Young & Rubi- 


Benson & Hedges 
to B&B; Alpine 
Goes to Burnett 


New York, April 21—Philip 
Morris Inc. did the expected today, 
assigning its Alpine king-size men- 
thols to Leo Burnett Co., and Ben- 
son & Hedges (a premium brand) 
to Benton & Bowles. 

The accounts, which together 
bill about $4,000,000, had been up 
for grabs since February, when 
Philip Morris and Doyle Dane 
Bernbach parted company because 
of “a mutual disagreement on pol- 
icy” (AA, Feb. 27). 

Both Burnett and B&B are cur- 
rent Philip Morris agencies, and the 
additional business was in the na- 
ture of a recognition of services 
rendered. Roger M. Greene, vp in 
charge of advertising, said the 
naming of B&B “recognizes their 
excellent work in connection with 
our Parliament cigaret.” In addi- 
tion to the reported $600,000 bill- 
ings for Benson & Hedges, B&B has 
been named to “international as- 
signments.” 

Burnett’s appointment to handle 
the $3,400,000 Alpine business “re- 
flects the outstanding advertising 
performance supported by a record 
of sales success this agency has 
produced on behalf of our Marl- 
boro and the new Philip Morris 
Commander,” Mr. Greene said. 

Burnett thus gets the brand which 
Benton & Bowles originally lost to 
Doyle Dane Bernbach. # 


Broadcast Exec 
Kenyon Brown 
Is Dead at 47 


Los ANGELES, April 20—Kenyon 
Brown, 47, one of the country’s 
leading radio executives, died yes- 
terday at his home, apparently of 
a heart attack. 

Mr. Brown, a longtime business 
associate of Bing Crosby, was part 
owner and president of KCOP-TV 
here until 1959, and also was part 
owner of KFOX, Long Beach, 
which he, Mr. Crosby and another 
associate recently sold. He person- 
ally owned stations KITO, San 
Bernardino; KSON, San Diego; 
KGLC, Miami, Okla.; and KANS, 
Kansas City. 

In addition, the Kansas-born 
executive was president of Vitapix 
Corp., Vitapix-Guild Programs 
Inc., and Quality Films Inc.; owner 
of Kenyon Brown Inc., a consult- 
ing organization specializing in 
radic-tv advertising; president and 
owner of Caltex Distributors, a 
drug products company here, and 
president and owner of Broco Inc., 
another drug company, in Dallas. 


s Mr. Brown was well-known in 
golfing and baseball circles. He 
was once one of the country’s top 
amateur golfers, and up until 1961 
was a vp and director of the De- 
troit Tigers baseball club. 

He was equally well-known in 
broadcasting and advertising, hav- 
ing served once as chairman of the 
board of CBS affiliates and chair- 
man of the Radio Advertising Bu- 
reau in New York. His other broad- 
cast interests included part own- 


ership in State Broadcasting Co., 
Oklahoma City, and president and 
| director of Midland Broadcasting 
|Co., St. Joseph, Mo. 


-ELMER W. KOSFELD 

St. Lours, April 18—Elmer W. 
Kosfeld, 48, foreign advertising 
manager of Ralston Purina Co., St. 
\Louis, died of a heart attack in 
| Quebec April 12 while on a busi- 
|ness visit there. He had been with 
Purina since 1944. Before joining 
|the company, he was with Gardner 
Advertising Co., working on Purina 


|cities, using newspapers and spot cam has the new Borden product. advertising programs. # 
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Four A's Hears Plan to 
Improve Ad Field's PR 


(Continued from Page 1) 
copy code and interchange. 
e Organized and positive public- 
ity. 

The program will cost $135,000 
for the first year, to be paid out of 
the association funds, and with fu- 
ture financing to be discussed. The 
magazine, “Advertising Today,” 
will appear six times a year, start- 
ing in September, and have a 25,- 
000 circulation. 


@ The preliminary analysis 
showed that advertising has a 
public relations problem, which is 
not acute but may become so; that 
it suffers from opinion-leader crit- 
icism; that there isn’t much desire 
for more government regulation; 
that self regulation isn’t recog- 
nized; and that tv is a principal 
target of criticism. 

Hill & Knowlton feels that the 
general public isn’t over-whelm- 
ingly critical, that influential in- 
tellectual groups are hostile, that 
the criticism is based on sociologi- 
cal grounds, and that, while there 
is no important lack of apprecia- 
tion of the economic role of ad- 
vertising, “there is deep-seated 
emotional distrust of the ethics, 
believability and taste of adver- 
tising.” 

Thought leaders are to be im- 
pressed with the fact that most 
advertising is ethical, credible and 
in good taste; that advertising is a 
responsible industry; that there 
are industry efforts to improve ad- 
vertising and discourage trans- 
gressions; and that advertising 
aids freedom of choice for buyers. 
Solution of the problem calls for 
“sound and positive policies” and 
“honest corrective action.” 


# Along these lines, Harry Hard- 
ing, exec vp of Young & Rubicam 
and retiring chairman of the Four 
A’s, took the opportunity to deliver 
a crisp and witty defense of ad- 
vertising. He noted that critics 
don’t attack American industry, 
inventiveness or salesmanship; 
“they attack their handmaiden. 
They attack advertising. 

“Advertising,” said Mr. Harding, 
“persuades people to buy prod- 
ucts.” Advertising “is ideas, pro- 
pelled by money... Advertising is 
the public persuader.” 

He took the view that the 17% 
of people who have unfavorable 
attitudes toward advertising (ac- 
cording to a Politz study) is sur- 
prisingly small. He said advertising 
is well regulated, and continued, 
“people are not reacting against 
false advertising. People with un- 
favorable attitudes resent poor ad- 
vertising.” 

Poor advertising is of three 
kinds, he said: “Tasteless adver- 
tising; irritating or boring adver- 
tising; unbelievable advertising. 


tising investment. “This is no co- 
incidence.” 


® Improving advertising content 
is a job that “calls more for states- 
manship than haste,” E. C. Gerbic, 
co-chairman of the Four A’s-ANA 
committee for improvement of ad- 
vertising content, said in a speech 
prepared for delivery tomorrow. 

The Heublein Inc. executive 
added, “We are getting action; not 
punitive action, but self-regulated, 
corrective action.” He called such 
action, in part, “a valid answer to 
the critics of advertising.” 

Mr. Gerbic revealed that 103 
complaints about advertising were 
received by the Four A’s in the 
past four years. He said that only 
in two cases was the Four A’s 
committee “unanimous in its 
agreement that the advertisement 
or commercial was in bad taste.” 
Both of these involved nudity in 
industrial trade publication ads. 

“Of the remaining 101 cases,” he 
added, “71 involved bad taste and 
the other 30 were on the matter of 
misleading advertising. 


= “I have revealed these figures 
to give you a better idea of what 
we mean when we say that ad- 
vertising excesses and examples of 
bad taste represent a small but 
persistent number,” said Mr. Ger- 
bic. 

Mr. Gerbic told the meeting that 
his joint committee completed 14 
cases—with another six pending— 
in little more than six months. One 
case involved disparagement of 
competitors’ products, an “all too 
common” thing in national adver- 
tising. 

Mr. Gerbic also spoke of a “rath- 
er well-known media management 
consultant” who blamed “some 
owners of American business” for 
advertising excesses. The consult- 
ant, said Mr. Gerbic, advanced this 
theory in “one of the leading ad- 
vertising trade magazines’ which 
gave almost a full page to his re- 
marks... 

“IT submit that his mistake is a 
common one,” said Mr. Gerbic. “I 
do not believe there is a single 
group in government, business or 
in consumer ranks that is patently 
responsible for bad taste in adver- 
tising or for criticism leveled at ad- 
vertising. The problem is far more 
complex than that.” 


s Arno H. Johnson, vp and senior 
economist for J. Walter Thompson 
Co., New York, drew a statistical 
picture of the U.S. in 1971: A 
country with an $800 billion pre- 
|duction economy; with about $640 
| billion of personal income for con- 
| sumers—an average of $10,000 per 
household, with a total personal 
consumption of over $510 billion, 
requiring about $25 billion in ad- 
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AGROUND—Overlakes Corp., on behalf of Century Runabouts and 

Cruis Along cruisers, is running this ad in the May issue of Boating 

Industry to line up new dealers. The ad reminds dealers that the old 

days, “when anything that stayed afloat sold,” have gone out with 
the tide. W. B. Doner & Co., New York, is the agency. 
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and built-in convenience. 


the durable goods which represent 
only 13% of personal consumption 
—but to all areas of personal con- 
sumption expenditures, 
education, religion, cultural inter- 
est, health, recreation, better diets 
and so on. 

“In other words,” said Mr. John- 
son, “the higher standard of liv- 
ing now possible goes far beyond 
just the ‘materialistic’ manifes- 
tations so often ridiculed as typi- 
cal of our American economy.” 

Mr. Johnson said the U.S. was 
“in a very favorable position” now 
to build “a rapid economic recov- 
ery in fiscal 1961-’62.” He also 
said the nation could “have better 
than a 50% growth in its total 
consumer and industrial markets 
in the next decade—by 1971—pro- 
viding this growth in consumption 
is adequately stimulated by ad- 
vertising.” 


# In his speech, Mr. Johnson also 
showed how advertisers needed a 
199% increase over their 


that have taken place in the mar- 
ket in ten years. To keep even, 
their 1961 budgets would have to 
be 14% greater than they were in 
1960. This would take into con- 
sideration the increased cost of 
reaching households with a mes- 
sage; the increase in the number 
of households to be reached; the 
physical pressures of competitive 
‘advertising to offset in each house- 
hold reached; and the increased 
potential value—or increased pur- 
chasing power—of each household 
reached. 


s John Hay Whitney, president 
and publisher of the New York 
Herald Tribune, told the agency 


Those people are not unfavorable| vertising to sell goods and services. 
to our craft. They are unfavorable| Such an ad expenditure would 


to our craftsmanship.” \Tepresent about 5% of the stand- 


,ard of living measured by per- 


s Mr. Harding said bluntly that in 
the case of false advertisements, 
“directly or by implication, they 
must be rooted out, their perpe- 
trators punished, before they do 
damage to public confidence.” 

He went on to trace the thinking 
against an advertising tax: 

“The ’government cannot collect 
a sales tax if there are no sales. 
It cannot collect a property tax 
if no one owns property. It cannot 
collect a profit tax if there is no 
profit. Government takes its taxes 
from the flow of money. If there 
is no flow, there are no taxes. 

“America happens to have the 
world’s largest national income. It 
happens also to have the world’s 
largest tax revenue. And small 
fraction though it be, it happens 
to have the world’s largest adver- 


|sonal consumption amounting to 
$510 billion. 


The U.S., he said, “must add as 
much to consumption in the next 


men he is perturbed over two 
growths in the economy—“rising 
costs and expanding government.” 
He said blame for rising costs 
had to be shared by “bad and 
timid management” and “some en- 
trenched labor leaders.”’ Expansion 
of government was blamed on 


= “Improvements in living stand- | 
ards, therefore, refer not just to| 


including | 


1951| with the best in broadcast pro- 
budgets just to match the changes} 


a massive responsibility to reach 
for higher and higher goals.” 

If the television industry is to 
remain free of government control, 
he said, it has a heavy responsi- 
bility to provide programs of great 
merit, of cultural distinction, of 
important informational content, 
of high dramatic quality. 

Thus far, he said, the burden of 
doing this has fallen on the broad- 
caster. “But those who use broad- 
casting as an advertising medi- 
um, and profit greatly thereby, 
should share more of this responsi- 
bility.” 


= The NAB president predicted 
stricter enforcement of the NAB 
code, but he said advertisers 
should not be content to meet 
minimum standards under any 
circumstances. “You would find 
difficulty, I believe, in finding any 
advertiser who does not want his 
product to be regarded as the best 
there is.” 

He said a growing number of 
mass market, low cost, consumer 
manufacturers are discovering it 
is good business to be associated 


gramming. Identification with 
blue ribbon programs will lend 
special prestige, since the blue 
ribbon programming will be de- 
veloped under a coordinated plan 
with NAB support. 

“T feel it is realistic to suggest,” 
he said, “that some advertisers 
not currently in television consider 
sponsorship and that some televi- 
sion advertisers consider devoting | 
a larger share of their budget to| 
higher-quality program sponsor- 
ship.” 


es Edwin Cox, chairman of the | 
executive committee of Kenyon &| 
Eckhardt, New York, was elected | 
chairman of the board of the Four} 
A’s (see Adman in the News on) 
Page 104). 

Marion Harper Jr., chairman and | 
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Tidy House Shifts 


fo Marschalk Unit 


(Continued from Page 2) 

ager of Tidy House, told AA that 
the agency change was made be- 
cause of “conflicting personalities,” 
and that Tidy House needed “an 
agency with a broader approach” 
because of expansion into broader 
markets. He declined to elaborate. 

Although he declined to disclose 
sales and earning figures for the 
past two years, Mr. Rapp said that 
Tidy House sales “have been stat- 


lic.” 


Until three months ago, Tidy 
House marketed its products in a 
20-state area, ranging roughly from 
the Rockies to the Alleghenies, 
with the exception of southern 
states. Earlier this year, the com- 
pany achieved national distribution 
for Sweet-10, an artificial sweet- 
ener. National distribution for oth- 
er products is planned, Mr. Rapp 
said. 

Other products include Perfex 
cleanser, Gloss Tex liquid starch, 
Dexol laundry bleach, Shina Dish 
liquid dish washer, Spring Rain 
water softener, Tyro dairy cleanser 
and Tidy House window glass 
cleaner, a new product currently 
in test markets. 

Tidy House has been billing 
about $1,500,000 or more yearly, 
but McCann-Marschalk told AA 
that it expected the account to bill 
$2,000,000. 


= Guild, Bascom & Bonfigli re- 
ceived the Tidy House account 
from Earle Ludgin & Co. two years 
ago (AA, April 13, ’59). At that 
time, the agency worked out a deal 
with Buchanan-Thomas Advertis- 
ing Co., Omaha, which at one time 
had Tidy House. Under the plan, 
GB&B was the agency of record 
and handled all creative work, and 
Buchanan handled the contact end. 
Details of the financial arrange- 
ment could not be learned. 

Tidy House became a Pillsbury 
division last year when the Min- 
neapolis company purchased Tidy 
House (AA, July 4, ’60). 


s The appointment of McCann- 
Marschalk, a subsidiary of Inter- 
public Inc. (as is McCann-Erick- 
son), again unites McCann with 
Tidy House and Pillsbury. Mc- 
Cann-Erickson, Chicago, handled 
Sweet-10 for Tidy House from 1955 
to 1957 before losing the business 
to Ludgin. 

McCann-Erickson handled all of 
Pillsbury for several years before 
dropping the entire account 12 
years ago to Leo Burnett Co. (AA, 
March 7, 49). + 


Blair Adds KOA-TV 

Blair TV has picked up KOA-TV, 
Denver, the third NBC-repped sta- 
tion to name a successor since the 
court upheld the Federal Commu- 
nications Commission’s ruling that 


president of Interpublic Inc., was | the networks must give up repre- 
elected vice-chairman; William A. | sentation of non-owned tv stations. 
| Marsteller, chairman of Marstel-| Blair will begin handling the sta- 
ler, Rickard, Gebhardt & Reed,| tion July 16. Katz Agency acquired 


|Chicago, was elected secretary-|the first two stations from the NBC 


| treasurer. 


Americans who had “asked too| New directors elected were: | 
much or too little.” He suggested | Clinton E. Frank, Clinton E. Frank | 


| advertising could “loosen the bind | Inc., Chicago; Ray O. Mithun,| 


ten years as in the previous 31\°f rising costs by enlarging mar-|Campbell-Mithun, Minneapolis; | 


years if it is to keep up with| kets,” and discourage unwarranted | David B. Williams, Erwin Wasey, | 
minimum estimates of production | 8Towth of government by reducing | Ruthrauff & Ryan, New York. 


growth. 
“That means rapid changes in 
markets and in the purchasing 


habits and consumption desires of | 


people,” he continued. “It means 
rapid upgrading of 
living concepts in all areas that 
represent improvement. It means, 
for example, that total food pur- 
chases which, in terms of today’s 
dollars, grew from $37 billion in 
1940 to $72 billion in 1960, can 
grow to over $115 billion by 1971 
through upgraded diets, and im- 
prove nutrition, quality, packaging 


standard of | 


| 


|the demands for regulation and) Regional directors elected were: 
|blunting the demands for “artifi-| (Rast) Barton A. Cummings, 
| cial stimulation of the economy.” ‘Compton Advertising, New York; 
|Joseph R. Wallace, Harold Cabot 
| LeRoy Collins, president of Na-|& Co., Boston; C. M. Buchanan, 
tional Assn. of Broadcasters, called| VanSant, Dugdale & Co., Balti- 


for advertisers to identify them- 
| selves with the best in broadcasting 
by sponsoring “blue ribbon” pro- 
gramming. 

He said the fact that broadcast- 
ing is a mass medium does not 
warrant the lowering of sights. 
“To the contrary, as the mass 
communications medium we have 


| Jr., 


Angeles. Frederic R. Gamble was 


more; (East Central) C. M. Robert- 
son Jr., Ralph H. Jones Co., Cin- 
cinnati; (Central) Paul C. Harper 
Needham, Louis & Brorby, 
Chicago; George Bolas, Tatham-| 
Laird, Chicago; (Western) Jack 
W. Smock, Young & Rubicam, Los 


reelected president and director. +) 


camp, WAVE-TV, Louisville, and 
KSD-TYV, St. Louis. 


Iverson Rejoins C-M 

Richard Iverson has rejoined 
Campbell-Mithun, Minneapolis, as 
assistant to the president. Mr. Iver- 
son was formerly vp and supervi- 


|sor of media and production, John 


W. Forney Inc., Minneapolis. Mr. 
Iverson originally joined Camp- 
bell-Mithun in 1948 and left in 
1957. 


Southam Names Balfour 
Southam Co. Ltd., Montreal ad- 
vertising-printing company, has 
appointed St. Clair Balfour presi- 
dent, succeeding Philip S. Fisher, 
who has been named president 


jof the board. Mr. Balfour joined 


the company in 1931. 
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What gives this little brass shell 
its enormous power? ls it a 
magical combination of a little 
reddish cream and a few drops 
of perfume? Any woman over 
11% years old knows better than that. 
Its power comes from inside the user—for 
with a few skillful motions of her hands she 
feels herself a more poised and effective 
personality—at ease and ready to deal suc- 


cessfully with the next situation 
in her world. Good advertising 
communications start in this 
same deep source — inside the 
person. First, find out the 
needs, desires, hopes and wishes of people. 
Then talk to them in this language. This is 
The Personal Approach. It gives an enormous 
extra explosive power to advertising —the 
power to reach and to move people. 


McCANN-ERICKSON, INC. + THE PERSONAL APPROACH 
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_ Kudner Award for “excellence in 


136 


‘Sell Proposition’ Precedes, Not 


(Continued from Page 3) 
intuition. 

“It is our belief,’ he continued, 
“that such personal intuition, ex- 
pressed creatively to make the 
deepest impression, must bring the 


advertiser the fastest and greatest | 


return on his investment.” 


= Solita Arbib, vp and associate 
creative director of McCann-Erick- 
son, told a women’s session, “The 
female characteristic that’s prob- 
ably most challenging to advertis- 
ing and business is our desire for 
newness, our search for change, 
diversion and new experience.” 
She argued that catching the fem- 
inine eye and holding its attention 
is “one of the great challenges of 


advertising.” She noted that prod- | agencies must face the fact that 


ucts are spread by advertising—| 
that hibachis from Japan, baskets| 
from Sweden, Eames chairs and 
Danish room dividers all got their 
first big exposure as eye-catching 
accessories in advertising of mass- 
distributed products. 


® Richard Schoch, a copywriter 
with Compton Advertising, New 
York, won the annual Arthur 


creative writing for institutional 
advertising” (see story in adjoin- 
ing column). 


s L. E. Purvis, president of Gallup 
& Robinson, stressed the applica- 
tion of research to advertisements 
to improve their effectiveness. He 
carefully made a disclaimer: “Re- 
search does not write ads or com- 
mercials. It is the creative appli- 
cation of research that is the key 
to increased effectiveness.” He 
talked about his research organi- 
zation’s three measurements: 
Name registration; sales point, or 
idea registration; and favorable 
attitude. He showed samples of 
research done for General Electric, 
American Cyanamid, Allstate, 
Glass Container Manufacturers In- 
stitute and others. 

He pointed out that headlines 
promising consumer benefit do far 
better than those involving teas- 
ers, word play, brag and boast, or 
trivia. He stressed the value of a 
direct approach over indirection 


\there appears to be a tremendous 


| tions in a typical corporation as is| 
‘demanded by the work of an ad- 
vertising agency. The fact is that | 
this type of disciplined study is} 
|not compatible with the tempera- | 
ment of most of the men who have | 
reached positions of management 
in advertising agencies.” 


| = He held out the hope that “it is 


|not necessary to employ neurotics 
|in order to secure young men and 
| women of high creative potential.” 
| He warned that to get people of 
|high potential and motivation, 
|“salaries will have to be competi- 
| tive; the image of your particular 
|agency will have to be good; and 
|the promises you make must be of 
| the nature you can keep.” He said 
they cannot “buy men any more, 
particularly young men. The agen- 
cies must sell themselves and their 
program.” 


s Mr. Stevens said that last year 
in a test of Chicago college and 
high school people, of 15 occupa- 
tions advertising ranked 12th and 
selling ranked 13th. He felt that 
better organization can get rid of 
the “hysterical people” in the agen- 
cy business, adjust them better to 
their jobs, “so they don’t get drunk 
and run off with their neighbors’ 
wives.” 

Discipline and involvement in 
personal evaluation will mean the 
improvement of advertising’s im- 
age, he stated, and he offered mem- 
bers of the audience a free charac- 
ter evaluation—to let them evalu- 
ate themselves, and let their 
subordinates do the same. 

Mr. Stevens added that only 800 
people are now being trained each 
year specifically for advertising. 


= Dr. Charles W. Socarides, a New 
York psychoanalyst, told a wom- 
en’s session that, “despite the good 
works of the advertising people, 


over-concern about the image they 
have made in the public mind. 

“Constantly one hears speeches 
about what is ‘wrong with’ the 
industry,” he said. 

He thinks that deadlines often 
stem not from the client but from 
self-punishment—that “advertis- 


and said increased effectiveness 
may come from application of re- 
search to (1) an earlier ad already 
run, (2) alternate versions of a 
split-run, (3) -pre-test findings, 
(4) principles accumulated from 
analysis of many ads, and (5) a) 
combination of the first four. 


s Dr. Samuel Stevens, president 
of Stevens, Thurow & Associates, 
Chicago, talked about the man- 


\“unhappy in their work for long 


ing people themselves leap for- 
ward in a masochistic and suffer- 
ing fashion to promote them.” 
He remarked that a psychoan- 
alyst hears advertising people are 


periods of time, and furthermore 
that very often those who are 
paid the highest are often the most 
unhappy and tend to discredit their 
own achievements. 

“It is quite obvious that you feel 


power problems facing agencies;| you are paid and paid well for 
about the insistence that agency | something you enjoy doing,” he 
provlems are different from those| said. The trouble is, he suggested, 
of. other businesses; about the un-|that early training has stressed 
willingness of agencies to face| “hard” work (or unpleasant work) 
personnel problems creatively. Mr.|as a source of pleasure, and ad- 
Stevens said less than 5% of Four | vertising people suffer from faulty 
A’s members have any systematic| childhood indoctrination, teaching 
studies aimed at improving per-|that “acts from which one derives 
formance or in recruiting, train-| pleasure cannot be truly-valu- 
ing or upgrading people. lable.” # 

In his prepared speech, Mr. 
Stevens said he thinks agencies | Don Halsey Joins Compton 
have to (1) find ways of influenc-| as VP, Special Assignments 
ing educational institutions todo a| Donald H. Halsey, formerly a vp 
more comprehensive job of pre-|and director of 
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Precludes, Creativity, Bernbach Says 


Should your child be a Forester? 
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Honor Is Shared, 
Says Kudner Award 
Winner Dick Schoch 


NEw York, April 18—Winning 
the $500 Kudner award comes as 
a “pleasant surprise” to Richard 
Schoch, creative group head at 
Compton Advertising—but with 
“mild consternation attendant.” 

The winning ' 
ad—titleda & 
“should your 
child be a for- 
ester?”—w as 
part of the New 
York Life In- 
surance series 
discussing var- 
ious careers 
open to young 
people. 

The campaign 
is “truly a col- 
lective effort,” 
Mr. Schoch is quick to point out. 
“It would read like the cast of 
‘Ben Hur,’ if all the credits were 
listed for these ads.” Moreover, 
the campaign was created in 1953, 
several years before Mr. Schoch 
joined Compton. 

The award was for “excellence 
in creative writing for institutional 
advertising,” and in accepting it, 
Mr. Schoch said he must “disclaim 
all sorts of things. 

“First of all, each ad is written 
by an authority in the particular 
field featured in the ad,” he said. 
“Second, in order to insure that 
each ad is done in a readable 
magazine style, we have a stable 
of five or six freelance writers 
who work with the authority to 
write the ‘article’ for the ad. My 
part in the process can be likened 
to that of an editor. I get the raw 
manuscript and work it into shape 
for the ad,” he said. 


Richard Schoch 


s This is the first award for Mr. 
Schoch (the name is pronounced 
“shock”’), but far from the first 
for the New York Life campaign. 
This week, for the seventh 
straight year, the campaign won 
the Saturday Review award for 
“distinguished advertising in the 
public interest.” Last year, it also 
won a Freedoms Foundation cita- 
tion. The Kudner award at least 
“changes the pace a bit.” he said. 

The 36-year-old copywriter has 
been on the account for better than 
three years, and has been at 
Compton since 1956. He’s been in 


paring young people intellectually | Fitzgerald Ad- 
and psychologically for creative|vertising, New 
work in advertising and selling;|}Orleans, has 
(2) utilize present manpower | joined Compton 
more effectively, including job de-| Advertising, 
scriptions, organizational studies| New York, as a 
and psychological evaluations; and| vp on special 
(3) similar evaluations in hiring. | assignments. 
He said sharply, “There is a| Mr. Halsey 
mistaken notion that since much) had been with 
of the work of an agency is crea-| Fitzgerald 15 
tive, it cannot be structured. This| years. Before 
is simply not true. There is as |that he was a 
much creativity required in scores|partner in 
of managerial and technical posi- 


m 


Don Halsey 


advertising ever since graduation 
from the University of Pennsyl- 
| vania in 1950. But before that, by 
|the age of 19, he had sampled an 
|assortment of occupations in and 
about Philadelphia, his 
| town. 


| 


home- 


i a al 
New York Life * 


INSURANOE COMPANY 


YES, AGAIN—This New York Life Insurance ad won the Kudner 

award for Richard Schoch of Compton Advertising—adding one 

more award to the long string of honors that the campaign has gar- 
nered since it started in 1953. 


parttime editorial production as- 
sistant with Time Inc., and for two 
summers he was the laundryman 
at the seashore resort of Ocean 
Beach, N.J. This last “profession” 
he “recommends to everyone.” 
“You met a lot of nice people that 
way,” he said. 


a After high school, he did his 
Army stint, serving as an artillery 
scout in New Guinea, the Philip- 
pines and occupied Japan. After 
that, he entered college, where he 
| majored in English and journalism, 
did his senior thesis on production 
|activities at Time Inc., and grad- 
uated with honors. 

His first job out of college was 
as an assistant in the production 
|department, of Richard A. Foley 
Advertising in Philadelphia, but 
within a few months he was trans- 
ferred to the copy department. In 
1952, he joined the copy depart- 
ment of another Philadelphia agen- 
cy, the old Geare-Marston. Two 
years later, he moved to its New 
York branch as the copywriter for 
the introduction of Lederle Labo- 
ratories’ Acromycin. 

With the unrest caused by the 
merger of Geare-Marston with 
Ruthrauff & Ryan, he joined 
Compton. “Besides, I didn’t want 
to be a medical writer,” he ex- 
plained. His cluster of accounts 
now includes Phelps Dodge copper 
products, Kelly-Springfield tires, 
Myers’ Jamaica rum and El Pro- 
ducto cigars, as well as New York 
Life. 


® In addition to advertising, Mr. 
Schoch has another “deep and 
abiding interest’—the Republican 
Party. He’s long been active in 
politics in Princeton, N.J., where 
he lives. For the past four years, 
he has been captain of the Repub- 
lican county committee in Prince- 
ton township, and he’s also on the 
party’s executive committee in 
Mercer County. 

His politicking takes “much too 
much time,” he said. “It’s hard to 
be a commuter and do justice to 
the job, but it’s something I enjoy 
very much,” he added. His expe- 
rience as a copywriter pays off 
here, what with all the political 
tracts, campaign literature and 
publicity releases to be written. 


# His wife, Dorothy, also borrows 
his aid for her projects. She’s a 
member of the school board, after 
having served in many capacities 
with the Parent-Teachers Assn. 
She’s also a director of the Coun- 


cil of Community Service in charge | 


of welfare (“That sounds far re- 
moved from the Republican Party, 
| but we manage to balance it out”). 


|of the founders of Princeton’s 


® From the age of 14 on through | "¢wly-organized youth employ- 
college, he was a professional | ment service. Financed by varlous | Thompson Co., has joined the copy 
photographer with his own film | service organizations, it helps find | department of William Esty Co., 


processing business. One summer | after-school and summer jobs for) New York, and has been elected a 
|he was a printer’s devil for the| teen agers. 


| Evening Public Ledger. For the 
Stone, Stevens, Howcott & Halsey. | last two years in college he was a| Amy, 10; Mitchell, 7; and Foster, 5.| joined Thompson in 1950. 


All this and three children too— 
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New Goodrich Ads 
Make Point Where 
Rubber Meets Road 


AKRON, April 18—B. F. Good- 
rich Co. went rolling along a glass 


| highway this week in an ad cam- 


paign designed to prove it has a 
“big edge” over the rest of the tire 
field. 

The campaign got into gear with 
60-second radio and tv commer- 
cials in one-third of the 35 to 40 
cities scheduled for the broadcast 
media. Goodrich will push the ped- 
al farther down next week, when 
a hefty schedule of b&w half-page 
newspaper ads will break in 300 
markets. 

The idea of the glass highway— 
a highlight of the tv commercials 
—grew out of tire testing conduct- 
ed for the past three years at the 
research center in Brecksville, O. 

According to Richard B. White, 
vp and account supervisor with 
Batten, Barton, Durstine & Osborn, 
New York, the glass highway, 
while a promotional gimmick, was 
actually the outgrowth of a re- 
search technique.” He said Good- 
rich has been using the glass high- 
way in an attempt to do exactly 
what the tv commercials pointed 
out—to study the contact of the tire 
and the highway. 


# John B. Hunter Jr., Goodrich 
consumer products ad manager, 
said the scientists rigged a glass 
panel over a small pit to study the 
whole “face” of a moving tire. For 
ad photographs and movies, a 126’ 
road-and-bridge structure was 
built near Los Angeles, with a 36’ 
bridge “paved” with specially 
tempered glass 0.75” thick. 

The campaign—themed to “The 
big edge’—was designed to dem- 
onstrate that Silvertowg tires have 
more rubber on the outside ribs 
than any competitive first-line tire. 
Goodrich claims it has put most 
rubber on the outer edge and elim- 
inated the center rib because the 
“dead center” of the tread report- 
edly is the point of least wear. 

Goodrich said its glass highway 
technique was the first innovation 
in tire demonstration since its 
own “spikeboard” photographs 
launched the tubeless tire back in 
1948. The demonstration of a punc- 
ture-sealing tire running over a 
board studded with spikes was re- 
peate@ in tv commercials and other 
ads for the next ten years. 


= The present approach is tenta- 
tively scheduled for a campaign of 
12 weeks. The tv-radio schedule is 
geared for four-week “flights” of 
saturation spots, while newspaper 
ads begin on a weekly basis and 
will then run every other week. 
The 300 markets covered by the 
newspaper ads represent about 
80% of Goodrich’s sales area. + 


F&S&R Adds Clayton Mark, 
Stanthony;: Names Griffin 
Fuller & Smith & Ross, Chicago, 
has been named to handle adver- 
tising for Clayton Mark & Co., 
Evanston, Ill., manufacturer of 
water well supplies, water systems 


And she’s also president and one 


and fittings. O’Grady-Anderson- 
Gray, Chicago, which handled the 
account for several years, lost it 
about two months ago. The com- 
pany’s ad budget is about $100,000, 
split between media and collateral. 
In Los Angeles, Stanthony Corp., 
kitchen equipment manufacturer, 
has appointed F&S&R to handle its 
advertising. 

In New York, F&S&R has named 
| John Griffin, formerly with Mc- 
|Cann-Marschalk, an art director. 


|Jonet Wolft Joins Esty 
Mrs. Janet Wolff, formerly vp 
j}and copy group head at J. Walter 


| Vp. Author of the book, “What 
|Makes Women Buy,” Mrs. Wolff 
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PLANT MAINTENANCE 
AND ENGINEERING 


Waat readers get from FACTORY is a remarkably practical balance 
of editorial fare to serve their needs realistically. This includes all 
three major elements of plant operations: Plant Maintenance 
and Engineering, Production, Plant Management. 


If you want te check the balance of that fare, take a look at just 
a single regular feature, FACTORY’s “Problem Solving Guide.” 
Here’s a meat-and-potatoes idea index of the issue’s content 
(Dewey-decimal, and easy to file)...a practical reader 

service unique to this publication. (Complete 1960 

Editorial Inventory, done on this basis, is available.) 


It’s editorial “differences” like this that make 
FACTORY your most important advertising 
medium when you want to sell to 
manufacturing plants. 


THs FuING SYSTEM 

dengned 10 give quick access 
to past FACTORY artictes 
that can help you solve your 


MANAGEMENT AND PRACTICES (1 1) 
1.102) Matetenence—gllter or parece’ Gen Ot) p 72 


Cortmun articies are also coded - d, 
. Gen ‘6 » 6 18H parentheses) io show secondary or closely related topecy * Sg Gihoa 
Gee uP enet i 3. To use, cut up the items below. Paste them on ie by 
1.103 Plast engineering get place ie sun (dem. ‘t) » 73 aS-in cards. file by code To crow index. copy ue 
L112 le your plant safe from faltour? (Jam. 61) p. 233 08 & second card. fle by secondary code 
For ways to une your Guide and an 
L1LD Automatic recender tags breshdowms Van 6!) p 6 qqiuantinn @ Gh Outen Snead dae Gant uM 
1.109 Scooters for trouble shooters (an. 61) p. 292 (1.11) Service, FACTORY, 330 W. 42nd St. New York 36 


BUILDINGS AND YARDS (1 2) 


1.204 Electrostatic cleaner ends.it (Jan. 61) p. 240 (1.309) 
1.287 1960 tmdustria! beiidings rownd-ap Jan ‘61) p 50 
1.209 Industrial migration stil! westward Gan I) p 48 


1.208 New employer shuts town down (an “6i) p 118 2.404 Robot trains make drivers obsolete (Jan ‘61) p. 237 ot 
SERVICES AND FACILITIES (1) 3406 Gunite deveter treats teatenesh (Jen. Wi) 9. 300 a 
2405 Conmugated canons give skids the slip (Jan. 61) p 237 
‘302 Suitcase revperstor ") 
. a we ay 2408 Restion train lifts and rolls (Jam 61) p 231 = 
303 Tank-car KP & cinch with this jet (Jan. °61) p 291 
. cafe: wah = wes 2409 Storage in miniature takes no ypece (Jan. 61) p 292 zs, 
1.30) Pinpoimting coms (Jan. 61) p 233 (1.905) a 5 
1.30) Custom lockers aid housekeeping (Jan. 61) p 236 es 


1.309 Airing out scrap problems (Jan 61) p 230 (1.204) 


ELECTRIC SERVICES (1 4) 
1401 Updating plant ttephoues Gen. 61) » $2 (0.308) 


3.204 Squares in round jobs (en 61) p 118 (3.207) ro 
2.0-2.4 Production 3.205 Now it's automated lnyolls an 61) p 117 0.914) ae 
: 3.205 “Bansas break” s monkey bir (Ian 61) p. 117 0.914) ee 
a ee ee enrages ee 2.208 Schoo! for bomses (Jan 61) p 292 (1.201) ie 
2.201 Squeering profi: out of paper Wan 61) p 114 ascot 
220) Newdectrective testing Gam SI) » 61 (2.208) EMPLOVEE RELATIONS (3 3) > 
2.209 Pisball machine light: ap coust (Jan Si) p 258 3.505 Employses stir op mew Wen SI) » 114 0 308) “et 
2.204 Date by pushbutton (Jam 61) p. 236 (1.094) 3.305 Boards are information cemers (Jan. 61) p 238 (3.903) 
2206 World-wide quality comtre! Gen 61) p 42 (2.285) 3.307 New-and-beles chet cooks lasagne (Jan. '6!) p 239 bth 
2206 Borescope looks around corsers Jan. Si) p. 2342263) 3.358 yes anved are dollars seved Ulan. "6I) p. 88 (3.312) Eo 4 
ares amp —_ BIEL OME Gamers get new lense on fife (inn 61) p. £7 (3.987) eg s 
TECHNOLOGY OH 3.312 Safety ory at 4 glance (Jan. '61) p. 252 (3.905) be: : 
2.009 Serap-yard feeder steps wp output (len. 61) p. 253 3.312 Safety police look behind accidents (Jan 6!) p 29 4 oe 
2.306 Making templates fast (Jans 61) p. 234 (2.903) 3.513 Intermations! ideas (Jan 61) p 209 re. 
2.208 Merry-go-round jigs get the bras ring (Jam. SI)». 23% 9.314 Mowe leisure (for moonlighting?) (Jan 61) p 114 of he 
LIT Atomic war om conte Gam. ‘St) p 68 C200) ass 
221) Worker sparked these cost-cuner: (Jan. ‘61) p. 235 Laboa Costs 0.4 
25/2 Tell ‘om and show ‘em (iam. 61) p 299 (3.208) 3403 The phantom job opening (Jan. 61) p 236 (3.314) F 
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2314 Machine memorines mil! measurements (Jan 6!) p 28 
2.520 Lany susan welds two at time (Jen. 61) p 231 


MATERIAL HANDLING AND LAYOUT (24 


3.0-3.4 Plant management 


PERSONAL DEVELOPMENT (3 2) 
3.202 White-collar thieves (Jen 6!) p. 238 (1.210) 
3.202 Lie detector weeds out misfits (Jan 61) p 240 


. .. TO REACH MORE OF THE MEN WHO-CMANAGE PLANT OPERATIONS, AT LOWER COST, THAN ANY OTHER BUSINESSPAPER. 
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The Advertising Market Place : 


Advertising Age, April 24, 1961 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 
(maximum—two) 30 letters and spaces per line; upper & lower case-40 per line. 
Add two lines for box number. Closing deadline: Copy in written form in Chicago 
office not later than noon, Wednesday 5 days preceding publication date. Pacific 


ry | 


Coast Repr 


ive (Cl 


only): Classified Departments, Inc., 4041 Marlton 


Ave., Los Angeles, 8. Axminster 2-0287. Closing deadline Los Angeles: Monday noon, 
7 days preceding publication date. Display classified takes card rate of $18.75 per 
column inch, and card discounts on size and frequency apply. 


HELP WANTED 


l HELP WANTED 


POSITIONS WANTED 


ADVERTISING SALESMAN 
Experienced calling on _ industrial 
counts, to cover eastern territory for top 
management newspaper. Excellent po- 
tential for imaginative, enthusiastic and 
persistent salesman. Salary and commis- 
sion arrangement. Please send complete 
resume, business references and salary 
desired in confidence. 

Box 4738, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


LAYOUT ARTIST—young man, creative, 


with a definite flare for design; a crisp, | 


professional rendering skill 
from a minimum of four 
experience on both consumer and in- 
dustrial material. If you are our man, 
here’s what you can expect from us: An 
association with real “pros”; a full day’s 
work every day that will vary all over 
the lot as far as challenge is concerned; 
the type of atmosphere that only a 
young, growth oriented agency can pro- 
vide. He will render the art director’s 
roughs as well as develop many layouts 
from ‘‘scratch’; enough assistant art 
director assignments to prove his merit 
for consideration for promotion to that 
position. Salary commensurate with abil- 
ity; ideally located for good living in 


that comes 
years board 


Southern New England. If you are inter- | 
ex- | 


ested, send resume outlining your 

perience, background and aspirations to 
Box 4777, ADVERTISING AGE 

630 Third Ave., New York 17, New York 


Recession’s on! Study the job market 
carefully, before changing. Write for 
free copy. National Employment Reports, 
20 +E. Jackson, 902-G, Chicago 4, IHIll. 


COPYWRITER. This fast-growing Rhode | 


Island agency has its eye out for the 
young man who has enough experience, 
ability, and desire to take a problem, 
pick it apart, reassemble the pieces and 
come up with a creative copy concept 
that “fits” ...then, turn it into a cam- 
paign that will reach client objectives. 
Our man is young and aggressive and 
perhaps has four or five years with a 
good medium size agency under his belt 
He'll get copy assignments from us that 
will span both consumer and industrial 
accounts. Most of all, he'll get opportu- 


nity to move forward in this business as | 


rapidly as his talents dictate. We're a 
twenty-three man team—there’s plenty of 
room at the top for the kind of person 
who doesn’t need his hand held—all he 
needs is a copy challenge and the back- 
ing of the staff we can give him. Starting 
salary shouldn’t be important to our man 


‘although we'll give him enough so he | 


won't have to worry about it)—it’s the 
man who wants to be earning top dollar 
when his talent matures fully that we 
want! If you are our man, fire us a note 
along with some samples of your stuff 
Then, get ready to grab your hat and 
come talk! 

Box 4778, ADVERTISING AGE 
630 Third Ave., New York 17, New York 

EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
154 E. Erie St., SU 7-2255, Chicago. 

Book designer and production manager 


for small active long established midwest | 


publisher to design books and pamphlets, 
purchase 
services, supervise production. Oppor- 
tunity for wide variety of activities, in- 
dependent action and growth on the job 
Either man or woman. Salary dependent 
upon qualifications. Send complete in- 
formation on qualifications, experience, 
and references. All applications confi- 
dential. 


Box 4779, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
PROMOTION MANAGER 

Promotion Manager, man or woman, 
wanted by area’s number one television 
station, medium size Southeastern mar- 
ket. Qualifications: Take charge station's 
Promotion Department, including on the 
air, newspaper, billboards, and above all, 
market and station promotion including 
market research and preparation of mar- 
ket and station sales presentations. If 
you have the ideas, and the follow 
through, this is the place for you. Work- 
ing conditions and employee benefits 
excellent. Please send resume, salary 
requirements and photo. 

Box 4780, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

Broker for screen process industry——ex- 
perienced representative needed by larg- 
est all-automated shop in country 
P.O.P. and display facilities—liberal re- 
numeration—located 5 minutes from 
Philadelphia. 

Box 4782, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


ac- | 


materials, printing, and binding | 


Direct Mail 
Creative Director 

If you have a record of producing orders 
jand leads from mass consumer mailings, 
| this is a great opportunity! You will head 
new creative department...create bet- 
ter direct mail for top consumer ad- 
vertisers who are our clients. Chicago 
| based. Salary open. Send complete re- 
sume in confidence. Our personnel know 
of this ad. 

Box 4785, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
ARE YOU FACED 
WITH AN ART PROBLEM? 
Art Directors, Ad Managers, 
Studio Owners 
CALL BETH TURNBULL at 
BARNARD PERSONNEL 
220 South State Street—WAbash 2-2306 
for the right type of talent to face any 
art job. 
ACCOUNT EXECUTIVE 

Going, growing medium-size Boston agen- 
ey looking for man who's looking for 
spot to put down roots and really grow. 
Our man has a creative mind, a strong 
business sense, a good knowledge of 
merchandising, promotional and adver- 
tising techniques borne of education and 
several years of experience in an agency, 
or as an ad manager. His primary re- 
sponsibility will be to work with the 
| agency veep on a group of accounts that 
| have plenty of growth potential. The 
salary is modest to begin with, but our 
kind of man agrees that his income 
should depend largely on the outcome 
of his efforts—how largely is strictly in 
his hands. He'll write us a letter explain- 
ing why he thinks he’s the man for the 
|job—why he thinks we ought to meet him. 
| He’ll send it to 


} Box 4783, ADVERTISING AGE 

630 Third Ave., New York 17, New York 
| ILLUSTRATOR. Modern, versatile, fast! 
| To visualize and produce sketches and 
| finished renderings for high-quality pro- 
| ducer. Must have demonstrated ability to 
| work in all media, color and B/W, with 
|minimum direction. Willing to work as 
| one of a team w/Art Director and Writer. 
Midwest region. Please state salary re- 
quirements. Send resume 


Box 4784, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MOLENE PERSONNEL SERVICE 
| publicity cit : 


, CIID sisstenrccticcvnnrsions 
artists media ...... production ...... sales 
“All is grist which comes to our mill” 


ANdover 3-4424, 105 W. Adams St., Chgo 3 
ADVERTISING TEACHER needed 
large eastern ‘school of journalism. 
Box 4781, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
CHEMICAL COPYWRITER 
Tightly-knit New York 4A agency with 
23-year record of fine work for small, 
stable list of blue-chip clients has once- 
in-a-lifetime opening for a copy-contact 
man with at least 3 years agency experi- 
ence. Exact requirements: Space-adver- 
tising experience on such items as dyes, 


in 


detergents, paints, resins, organic or 
inorganic chemicals, etc. (not drugs, 
| cosmetics or pharmaceuticals). Enough 
chemical knowledge to grasp the facts 


and stay with them; enough imagination 
and writing ability to do graphic ads; 
enough savvy to be commercially con- 
vincing. Good working conditions, job 
| integrity, nice associations, realistic pay 
and stock participation when earned, 
plenty room for progress. Re-read_ re- 
quirements, then summarize jobs, dates, 
chemical accounts actually written, earn- 
ings, ability now. All on-the-beam replies 
acknowledged. President, 


Box 4786, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


TRADE PAPER SPACE SALESMAN 
Excellent opportunity in Midwestern ter- 
ritory for man living Chicago area. Ex- 
perience and good appearance essential. 
Knowledge of food or dairy industries a 
valuable asset. Past earnings of $8,000 to 
$12,000 or more. Drawing account against 
commission basis. Our staff knows of this 
advertisement. Submit complete resume 
with photograph if possible. Write 

Box 4787, ADVERTISING AGE 

630 Third Ave., New York 17, New York 
ADVERTISING—EDITORIAL 

Sales Prom, Consumer Hard Gds......$10,000 
Copywriter, Industrial Agcy.. 8 

Advtg. Mgr, Retail exp..... 


Home Economist-Test 
motion 
SHAY EMPLOYMENT AGENCY 
55 East Washington, Chicago 2, Illinois 


Kitchen & Pro- 


PRODUCT 


200 E. Illinois St., 


Leading line of housewares 
$14,000-$16,000 


New position result of growth of a foremost company in field and 
adoption of marketing concept. Opportunity for man with proven 
product management experience to demonstrate professional ability. 
Responsible for complete marketing program (advertising, sales 
promotion, forecasts & budgets, 
aids) of pace-setting line in hoiiseware/hardware/furniture field. 
Age to 40. M. B. A. preferred. Both manufacturer and agency ex- 
perience desirable. Reply briefly in confidence to consultant. 


Box 718, Advertising Age 


MANAGER 


market research, merchandising 


Chicago 11, Ilfinois 


| 


PRODUCER 
Unique bg. in TV Programming, Mot. Pix 
Prod. & A-V Aids. Inventively thorough. 
Good Team Man in Visual Communi- 
cations. 
Box 4771, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


FINANCIAL ADV. MGR. 
Mature, young (‘early thirties) adv. man 
wishes to relocate. Family, BS journ. & 
adv. National consumer finance chain exp. 
Reputation for quality work and cost 
control. Nat. d/m, radio, newsp, pr, 
admin, TV (that sells) exp. Depth knowl- 
edge in graphic arts, from business forms 
to d/m assemblies. $12M. 
Box 4788, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
AGENCY EXECUTIVES! 

I'm 24, married, ambitious, creative and 
in search of more agency experience, 
more opportunity. I can write copy, meet 
people, plan and coordinate a program 
I'm not expensive, I learn quickly and 
I'm willing to go anywhere for the 
chance to become your most valuable 
asset. Letter and resume’ with more 
information airmailed at once. J. Richard 
O’Kane, Apt. 1, 46 Alumni Ave. Provi- 
dence, R. L. 


WELL KNOWN 

MEDIA BUYER AVAILABLE 
Over 10 years experience in newspaper, 
magazine, outdoor, radio and TV. Well 
versed in marketing of food, automotive, 
agricultural products, appliances, etc. 
Salary open. 

Box 4789, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

Ambitious Yale Senior (Dean's honor list) 
interested in summer job in New York 
City in Advertising Agency, Newspaper, 
Public Relations or Publisher’s Repre- 
sentative organization. Fourth generation 
newspaper family and have worked sum- 
mers in all departments of daily news- 
paper. Speaks Spanish and has travelled 
around South America. Married. Will be 
in New York City during ANPA meetings 
for personal interviews. Write 

Box 4790, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
TRADE JOURNAL SPACE SALESMAN 
My publisher has decided to reduce his 
staff which makes me available early in 
May. My assets consist «f the experience 
acquired by 14 years selling space for 
specialized to manufacturers of machin- 
ery, equipment and supplies ranging from 
motor trucks to boilers and other hard 
goods to packaging materials for domes- 
tic and foreign markets. Other compo- 
nents of this experience include manage- 
ment background, market research, pres- 
entations for selective selling, construc- 
tive thinking and adaptability. Should 
you agree the qualities inherent in matu- 
rity are an asset and have a New York 
based opening, I would like to hear from 
you. 


Box 4791, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


To talk with me 


is to envision more 


effective advertising, happier clients. 
Experienced copy chief, copy, creative- 
contact man. Industrial—Agriculture. 


Persuasive, versatile, realistic and 38. 
Box 4793, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
LAYOUT/ART DIRECTOR 
Creative, crisp, professional—l2 yr. ex. 
nat’l acct. Either company or agency— 
backerd. in both. Prefer mid-west. 
Box 4796, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


POSITIONS WANTED 


| 


REPRESENTATIVES WANTED 


I WON’T ANSWER A “BLIND” AD 


... it’s too one-sided. Please answer on | commissions 


| 
| 
| 


Opportunity to realize over $20,000 in 
per year for Advertising 


your company letterhead if you’re look- | Representative Sales Organization famil- 


ing for an _ all-around, 


inside-outside, 
creative-contact, 


agency-industrial 


AD- | hotels, motels, restaurants, shops, etc. in 


iar with selling advertising space to 


MAN. Copy is my strongest point ...lay- | the Chicago area. Completely new type 
out, photography, graphic arts, purchas- travellers booklets. Must have sales or- 
ing follow close behind. Heavy appliance | 


experience, war service, college degree 
and 12 years of solid all-advertising 
experience add up to a valuable, 34-year- 
old executive. Chicago. Salary open. 
Box 4792, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
WANTA GET BACK TO FLORIDA. Ex- 
perience in Direct Mail & Printing Sales, 
Newspaper & Radio writing & production. 
Box 4794, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
MEDIA ANALYST 
Top agency experience in the integration 
of marketing needs and media activity. 
Experienced in proposals and presenta- 
tions. MBA in marketing. Age 29. 
Box 4795, ADVERTISING AGE 
200 E. [Illinois St., Chicago 11, Illinois 
MANAGER PLUS CREATIVE 
Having growing pains? Need all-rounder 
to set up procedures, see that the work 
gets out, carry a real creative load too? 
Box 4797, ADVERTISING AGE 
200 E. Lllniois St., Chicago 11, Illinois 
HOUSE ORGAN editor with 44% years 
diversified writing experience, 2 as Man- 
aging Editor in one-man operation, seeks 
similar position with future. 
Box 4798, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
WRITER publicity gal, sis prom. features, 
articles, plemt. can slant prestige or 
hard-sell, book pub. exp. Salary flexible 
$4M to $7M depending on arrangements. 
Box 4740, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
German sociologist & economist, 32, 
single, seeks position with institute or 
agency for 1-2 years to study and prac- 
tice market research in the USA. Passage 
paid by applicant. 
Peter Wagner, Ulrichstrabe 
furt/M., Germany 


35 year old ad executive leaving manage- 
ment position major full line appliance 
manufacturer. Media, agency, company 
experience. Available soon. 
Box 4799, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
SALES PROMOTION-ADV MANAGER 
Creative, dilligent, aggressive prom-adv 
man. 5-yrs. dept. store, 3-yrs. mnwspr. 
Heavy layout and copy bkegrd, plus budg- 
et planning and control. B.A. Degree. 
Age 32. 
Box 4800, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
RECENT COLLEGE GRAD, EXPERI- 
ENCE in art and account work. Phila area 
Box 4801, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


MARKET ANALYST 
Eleven years sound experience all phases 
trade and consumer research with vari- 
ous package goods, liquor, and industrial 
products. Skilled in developing promo- 
tional ideas and programs. Record of 
success in (1) identifying, (2) making the 
right recommendations to solve Market- 
ing problems. Want to show you work 
which has proven profitable to my em- 
ployers. Agency background. Graduate 
study specialization—Marketing. Single. 
Veteran. Locate NYC. 
Box 4802, ADVERTISING AGE 

630 Third Ave., New York 17, New York 


17, Frank- 


CHICAGO FREE LANCE SERVICE 


We offer you the services of Chi- 
cago’s top-level creative talents. All 
media. Ideas, copy, layouts, story- 
boards. We'll handle your creative 
department overload. 


JOHN DENNISON & ASSOCIATES 
30 N. La Salle St. — AN 3-1152 


AVAILABLE 
Space salesman (not just a rep.) 
Cleveland-based. Experienced in 


plant equipment field. Good pro- 
ducer who is willing to travel exten- 
sively. Prefer commission basis and 
contract. 


Box 724, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


York 11, New York. 


ADVERTISING-PUBLIC RELATIONS 


Executive Salesmen 


Nationally known and rapidly growing publisher of widely accepted 
sales promotion, educational, and training materials in fields of insur- 
ance, mutual funds, investments, banking, real estate 


OFFERS MEN WITH PROVEN SALES ABILITY NOW 
EARNING FROM $6,000 to $7,000 WITH NEED TO INCREASE 
unlimited opportunity for high earnings and advancement to manage- 
ment. Must have successful record selling sales promotion ideas, or 


public relations programs, or advertising specialties to top business men. 
Experience in setting up and handling convention displays helpful. 


Territories available in various parts of the U.S. State your preference. 


SALARY + COMMISSION + BONUS. HIGH VOLUME REPEAT BUSINESS. 
FANTASTIC 59% INCREASE IN EMPLOYEE PROFIT-SHARING EQUITY 
IN 1960. 


Write promptly giving full details of education, sales experience, busi- 
ness references. Immediate interviews for qualified candidates. 


Address your letter to: I. B. PEARCE, Room 803, 70 Fifth Avenue, 


ganization. No draw or guarantee but 
earnings are there for the right repre- 
sentative. 
Box 4803, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
PUBLISHER’s Rep Wanted 

Swimming Pool News, Nat’l semi-monthly 
trade pub covering swimming pool 


in- 
dustry, wants publisher’s reps to cover 
Ga., Fla., Ala., Miss., La., Tex., Ark., 
Tenn., Car. & Va. areas. Write fully 


giving area you are now covering and 
trade books you represent. J. Field, Gen- 
eral Publications, 356 8S. Western Ave., 
Los Angeles 5, Calif. 


REPRESENTATIVES AVAILABLE 


Experienced Publisher’s Rep. Chicago 
area. Available to represent additional 
pubs. 
Box 4733, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
THINKING OF A CHANGE? 
Established Cleveland Rep can boost ad 
volume in Ohio, Mich. Pa. Let’s talk! 
Box 4804, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


BUSINESS OPPORTUNITIES 


SALES PROMOTION ORGANIZATION 
in Chicago will consider merger or sale. 
Specialists in creative planning, prepara- 
tion, production of internal promotional 
material, sales personnel motivation pro- 
grams, contests, direct mail. Also visual 
aids and meeting helps for sales man- 
agers and items which can be _ sold 
through mail. Established 24 years. Equip- 
ment includes, small press offset, cold- 
composition, plate making, other depts. 
for complete one-source handling of pro- 
motional material. This company should 
interest agency wishing to extend com- 
plete promotional service to clients or 
man who wants a going business of his 
own. For confidential discussion write— 

Box 4805, ADVERTISING AGE 
200 E. Lllinois St., Chicago 11, Illinois 
NEED A PLACE TO HANG YOUR HAT? 
Active NW Chicago copywriting service 
seeks working writer or artist t6 share 
expenses. Modern offices with 2 phones. 
Full-time secretarial help. AV 2-3367. 

FLORIDA NEWSPAPERS AVAILABLE 
We have selection of weekly newspaper 
properties in choice high-growth areas 
in Southeast Florida. Full facts will be 
given bona-fide buyers. Please wire, or 
write 

Box 4806, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


MISCELLANEOUS 
ENGINEERS AT THEIR HOME AD- 
DRESS. Over 125,000 Select by types. On 


Speedaumat Plates. Lowest rates. DECI- 
SION, INC. 4617 Red Bank Rd., Cincin- 


nati 27, O. BR 1-3200 
WRITERS!—FREE SAMPLE copy of 
PINK SHEETS listing top-notch USA 


markets for short stories, articles, books 
and plays available to you upon request. 
Write today! Literary Agent Mead, 915 
Broadway, New York 19, N. ° 

MEDIA MEN WITH CAPTIVE 

ACCOUNTS 

Depend on Us as a Reputable D&B rated 
Source of supply for all Prime Lines of 
Ad Specialties, Business Gifts & Dealer 
Co-op Programs-Liberal Brokerage 
McWeeney Co. Drawer 87A-West Haven, 
Conn. 


DON HARRIS NEEDS: 


. .., this week only one man his files 
couldn't surely enough produce. 

TV WRITER (other copy experience no 
handicap), for a top agency. Food, other 
package-goods experience desirable. Major- 
t experience. 

coy resumes aimed at getting interviews in 
which more will be disclosed. He needs all 
| aay specifics, prefers too many to too 
ew. 


DON HARRIS, Director 
Advertising and Marketing Division 


MONARCH PERSONNEL 
28 E. Jackson Chicago WA 2-9400 


RADIO-TV WRITER 


We're looking for a real pro 
—a real idea man who can 
contribute creative sparkle 
and turn out a good volume 
of day-to-day routine copy. 
Some film and live TV pro- 
duction knowledge will be 
useful. 

We’re a medium-size Chicago 
agency — well established — 
and can offer the right man 
all the challenge and oppor- 
tunity he can handle! Send 
resume to: Box 725, Adver- 
tising Age, 200 E. Illinois St., 
Chicago 11, Illinois. 
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COPYWRITING STUDIO 
Confidential Work 


Add 26 copy experts to 


& yy) 


= top creative team for a 


MU 3-1455 


270 madison /ny 16 


PUBLISHERS REP WANTED 
Long established So. California publica- 
tion, leader in its field, wants experienced 
N.Y. and East Coast rep. Must know hard 
sell and soft sell technique. Great poten- 
tial. Send complete resume: 

Box 27-Q-3, ADVERTISING AGE 
4041 Mariton Ave. 
Los Angeles 8, Calif. 


Our 50th Year 
BRAND ADV. MGR.—food or 
dairy bkgnd preferred $10,000 
WOMAN COPYWRITER—must have 
at least 5 yrs. agcy exp. 
JR. COPYWRITER—man or woman 
primarily house-organ a/c's 6,500 
MANY MORE—MAIL RESUME 


GLADER CORPORATION 


110 S. Dearborn St., CHICAGO, Ill. 
Phone: CEntral 6-5353 


OPPORTUNITY FOR 
TV WRITER-PRODUCER 


We are a fast growing A.A.A.A. 
Chicago Food Agency with national 
accounts. We need a young man 
who has had at least 5 years experi- 
ence writing and producing TV and 
radio commercials. Experience is 
important. Ability to express ideas 
that will sell products is even more 
important. 


If you can qualify, we have a rare 
opportunity in a key position with 
rapid promotion, and a very fine 
future. We welcome out of town 
applicants. Our people know of this 
ad. Write fully. Sell yourself. State 
starting salary. Box 719, ADVER- 
TISING AGE, 200 E. Illinois St., 
Chicago 11, Illinois. 


(AD AGENCY 


MERGER 


Small NYC agency—billing a quarter 
of a million in a few prestige ac- 
counts—wants to merge with estab- 
lished— well financed — recognized 
agency. Good opportunity for out-of- 
town agency to open self-supporting 
NYC branch office. 


Box 720, ADVERTISING AGE 
630 Third Avenue, New York 17, N.Y. 


Ra 


MY CLIENT IS OUTSTANDING! 


I can say it. He can't. But the record 
speaks for itself. He is now a senior 
V.P. in an agency billing over $25 
million. In his long experience his 
poise, persuasiveness have landed 
many accounts. 

His achievements in marketing mark 
him as a strategist. Even his copy 
confirms him as a bright idea man. 
His knowledge is demonstrable in 
all departments of the agency. 


He is personable, socially accom- 
plished — a stirring story teller — 
wears well. Unusually well educated 
and widely traveled. Knows French 
and German. 


If a medium size, solid organization 
is looking for a wheel to help it roll 
farther, faster, he will gladly give his 
abilities, bring a few accounts. If the 
relationship proves as pleasant as he 
expects, he is prepared to make a 
financial investment. Write in con- 
fidence to: 

Walter Lowen 

Management Consultant 
59 Middle River Road 

Danbury, Conn. 

OUT OF NEW YORK AGENCIES PLEASE 


PRINTING 


Quality letterpress at less than 
offset prices. Fast service, firm de- 
livery. We work from your oe 
or mechanical and plate whole 
page. Overnight quotes. 


T & & Printing Div. Wethersfield, Conn. 


SAN FRANCISCO SALESMAN 
Experienced industrial and farm space 
salesman wanted. Mature, married, vet- 
eran preferred. Operate major representa- 
tive Bay Area office. Travel five states 
occasionally. Salary, commission, hospital 
plan, expenses, etc. Write full details to 
Mo Kimball, pres., The Maurice A. Kim- 
ball Co., Inc., 681 Market St., San Fran- 
cisco 5, Calif. Start immediately. 


The Midwest's 
outstanding placement 
service for Adv. + Art & 

allied fields. 

By appointment only 
67 E.MADISON - SUITE 1418 
CHICAGO 2, Ill. 
CEntral 6-5670 


TIME BUYER WANTED 


Fine opportunity for experienced young 
time buyer. Must have at least 2 yrs. ex- 
perience buying local and network TV- 
radio time, doing analysis work. We are 
a fast growing Chicago A.A.A.A. food 
agency with national accounts. 

ur folks know of this ad. Write fully. 
State salary expected. Box No. 721, Adver- 
oe Age, 200 E. Illinois St., Chicago 11, 

nois. 


Solid, well-rounded background, 


with talent in total creativity— 
not just a wordsman. Polished, 
sales-minded writer, skilled in all 
phases of graphics, all media. 


need this COMPLETE 
COPY-CREATIVE HEAD? 


Grasps, projects the idea, knows 
how to develop the complete plan. 
Extensive client contact, market 
plans experience. Fifteen years 
with top brands and agencies. 
Guides, trains, supervises, does— 
effectively and harmoniously. 
Moderate-size agency, or creative 
department, preferred. Box 715, 
Advertising Age, 200 E. Illinois 
St., Chicago 11, Illinois. 


MEMO 
TO CAPTAINS OF INDUSTRY, 
AGENCY ADMIRALS, 
PUBLISHERS IN GENERAL: 


First rank visual communicator (de- 
sign, photo-illustration, production) 
seeks responsibility, opportunity to 
exercise full scope of talent and 
experience. 


Now with national publisher in 
design-production; I'm 30, married, 
sober, sincere, a button-down type 
with a compact car. Important for 
you, I’m at the peak of my produc- 
tivity, bursting with drive and 
healthy ambition. 


Behind me is 12 years top experi- 
ence in photo and audio-visual di- 
rection, industrial art direction. 
Have designed and produced lav- 
ishly illustrated pieces (books to 
broadsides), taken outstanding 
photos (national advertising, maga- 
zine, slidefilm), created exciting 
graphics for industrial eye. 


Now earning 10M, no agg | for 12. 
Let’s arrange interview. y port- 
folio is worth seeing! 


PUBLISHERS REPRESENTATIVE 
Many years experience selling trade 
magazine and directory space. Seeks 
to represent well established pub- 
lications in Ohio and bordering 
states. Will represent single publi- 
cation only if offer justifies effort. 
Write in confidence. 

Box 717, ADVERTISING AGE 
200 E. lilinois St., Chicago 11, Illinois 


SALES ASSOCIATE 


Public relations firm—top reputation 
—needs some additional sales help. 
Need associate with sales ability to 
follow neglected age a Moderate 
investment will be under your full 
control. Possible partnership. Box 
713, Advertising Age, 4041 Marlton 
Avenue, Los Angeles 8, Calif. 


WANTED: COLLEGE GRADS 


Planning to send your kids to col- 
lege? $25 a mon plus time plus 
right investment could swing financ- 
ing. Write for free prospectus. Could 
be your greatest investment return, 
for college degree adds $14 million 
lifetime earnings. Box 526, Wall St. 
Station, New York 5. 


WANTED ... COPYWRITER 
with a fat EGO! 


and the talent to back it up. We want a 
full grown pro... not a man who wants 
to be a pro. You can be 25 or 65. Look 
in the mirror and ask yourself—‘‘by 
writers, am I a writer?’’ If the answer 
is an honest ‘‘Yes’’ and not a bluff ‘‘Yes’’ 
—contact us; otherwise don’t waste our 
time. (We're a medium-sized Michigan 
Ave. agency with giant-sized talent and 
re.) Box No. 714, Advertising Age, 


. Hlinois St., Chicago 11, IMlinois. 


Fine, Fast, Fairly Priced Photography 


pics 


NOTE. HERE IS THE WAY TO ESTABLISH 
A FUNCTIONING N. Y. OFFICE WITH OP- 
PORTUNITIES INSTEAD OF OVERHEAD. 


Box 716, Advertising Age 
630 Third Avenue, New York 17, New York 


Mr. Publisher .. . 


It will pay you to investigate 
the profitable advantages of 
magazine and book production 
in Duluth, Minnesota. Phone, 
wire, or write the Duluth In- 
dustrial Bureau, Duluth 2, Min- 
nesota. 


Photographers 
DEARBORN 2-1062 
187 WONTH LASALLE STREET. CHICAGO |} LLINOIS 


PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


FOR SALE: 3 APT. BROWNSTONE 

ON CHICAGO'S NEAR NORTH SIDE 
Advertising agency owner com- 
pletely rebuilt this fabulous brown- 
stone town house. One-half block 
from Lake Michigan. 2nd and 3rd 
floor duplex apartment was specially 
designed for the owner with liv. 
rm., din. rm., kit., deep freeze, etc. 
2 bdrms., 149 baths, 2 W.B. Firepl. 
Finest appointments thruout bldg. 
Ist floor 342 rm. apt. Basement 31% 
rm. apt. & patio. Oil heat. Parquet 
floors. Chandeliers. Plate — mir- 
rors. Low taxes. Practically main- 
tenance free. Excellent income on 
investment. Owner forced to move 
| because of growing family. For in- 
formation call Mrs. Gleason, C 
tral 6-1855. 


en- 


d & Warner 


Bair 
2165 North Dearborn, Chicago 


SPACE SALESMAN 


We have an opening in Chicago for an able young man 
who has had several years experience and would like to 
move into a major territory. Must be married, college de- 
gree, military service over, and willing to travel. Apply by 
letter only to Angus Ray, Package Engineering, 185 North 
Wabash, Chicago. 


| ADVERTISING 
COPY — “‘Self-starting” writer. 
| sumer bkgd for agency 
PUBLICITY—Ind pub exp and/or bkgd 


| for agcy. Firm pays well—works men 
| hard OPEN 


COPY-CONTACT—Hardware and/or auto- 
motive after market exp for icy 
N 


MARKET RESEARCH—+2 in agcy re- 
search dept. Oppty truly outstanding 


Ind research exp. mandatory OPEN 
Send confidential resume in duplicate to: 
Advertising Division 
STURM-BURROWS & CO. 
Executive Search and 
Personne! Placement ea Pe 


1420 Wainut St. 
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cester, Wakefield and Woburn. A 
total of 275 one-minute spots are 
being used on WBZ, Boston; 
WHIL, Medford; WEsxX, Salem; 


Center Push Aims at 
WLYN, Lynn; WNBP, Newbury- 
Sales of 2nd TV Sets port; WCCM, sprntfins aa 


Peasopy, Mass., April 19—An | WLLH, Lowell, Mass.; and WHEB, 
unexpected snowfall provided the | Portsmouth, and WSMN, Nashua, 
ideal setting for Corning Glass |N. H. Tv includes a total of about 
Works to start its “Operation |50 spots on WNAC-TV, WHDH- 
Snowball” rolling at the giant |TV and WBZ-TYV, all Boston, and 
Northshore shopping center here|WMUR-TV, Manchester, N. H. 
today. In the drawing at Northshore, a 

Parachute jumpers, cowboys|couple will win a two-week trip 
and comedians were used by the |to Miami Beach. Other winners 
company to launch a ten-day ad- | will receive 22 portable tv sets. 
vertising and promotional effort Ads were placed by Ralf Shock- 
aimed at stimulating “second set” |ey & Associates, which is handling 
tv sales. Corning, which makes tv |the industry promotion. Shockey 
picture tube shells, is underwriting |said that Corning’s next promo- 
a year-long, industry-wide pro- | tion may be in Kansas City. + 
motion to hypo receiver sales. 
Sales fell from $896,495,000 in 
1959 to $825,484,000 in 1960, ac- | 
cording to the Electronics Institute 
Assn. 

Corning used newspapers, radio 
and tv to spread word of its set 
demonstrations at the shopping 
center. Ads included the theme, 
“tv is as portable as people.” 


Corning’s Shopping 


Lockwood Joins ‘Argus’ 

Virgil Lockwood, formerly copy- 
| writer and account executive with 
| Cole & Weber, Portland, Ore., has 

joined Hillsboro Argus, Oregon 
| Sania tenable: as advertising man- 
ager. New assistant advertising 
managers are Al Mades, formerly 
advertising manager of Crow’s 
| Western Equipment & Timber 
= Large newspaper ads are run- | News and Crow’s Lumber Digest, 
ning in three Boston dailies, two Portland; and Mrs. Christy Zenger, 
Lynn newspapers, and newspapers | previously with Grant Thuemmel 
in Peabody, Salem, Beverly, Glou- | Agency, Portland. 


You could 
probably even 
sell a USED 
TENNIS RACKET 
in the Ad Age 
Classified Section! 


... for The Advertising Market Place is sort 
of a one-big-family meeting place where over 
177,000 marketing men get together each 
Monday to hire, buy and sell. They are alert 
to unusual situations. Surprising results are 
scored by these low-cost ads. Try it. 


Use This Space to Print or Type Your Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing dead]ine: Copy in written.form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $18.75 per column inch, 
and card discounts, size and frequency apply. 
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SPEAKING OF HOLIDAY 


(Does anybody have an extra copy of the April issue?) 


If there is anyone around by this time 
who still doesn’t know that the April 
issue of Holiday Magazine was de- 
voted to San Francisco, that it was 
sold out by eleven o'clock on the morn- 
ing that it went on sale out there, and 
that copies were reputed to have been 
bootlegged at as much as $6.00 per 
copy, then let him step forward and 
tell us where he’s been. It will tip off 
Holiday editors to a spot that is so re- 
mote and sparsely settled that Wilkes- 
land will seem urban by comparison. 

The facts support a story that is al- 
most unique in magazine publishing. 
The normal draw (a circulation trade 


term you can promptly forget because - 


it means nothing more than the num- 
ber of copies customarily sent into a 


region) for the San Francisco Bay 
Area is 4,500 but at the end of three 
weeks sales had passed 61,000 and 
there is reason to believe newsstand 
total for the entire state will reach 
100,000. And that latter figure was 
not just rounded off to make things 
easy for the home folk—it is a reliable 
estimate. 

It’s not our purpose here to just 
recite a few sales figures while they 
are still fresh in our memory, but to 
give you some impressions as well. To 
put the matter briefly, what the editors 
intended asa good, thorough round-up 
on San Francisco turned suddenly 
into something fissionable. Every- 
thing is created to fill a need, as lemon 
was made for Dover sole, and it turned 
out that while a lot has been written 
about San Francisco, the definitive job 


remained to be done. Even Herb Caen, 
the knowledgeable columnist of the 
San Francisco Chronicle and the 
author of several books about the city, 
read the issue, made some pencil notes 
in the margins, and turned up with two 
columns beginning, “Things I never 
knew about our city till | read the 


April issue of Holiday . . .” On March 
13, he wrote: “Pictorially and edito- 
rially, it’s a smashing edition — by far 
the best ever done on our town.” 

The San Francisco Chamber of 
Commerce, whose interest was under- 
standable, announced at the close of 
the first day’s sales that 32,400 copies 
had moved from newsstands to coffee 
tables in the Bay Area. “By 9 a.m. you 
couldn't get a copy anywhere down- 
town,” a spokesman for the Chamber 
said. “The magazine is rushing in 
copies from other parts of the country 
to meet demand.” A short time later, 
the Chamber of Commerce’s pride had 
switched to anxiety, and it began urg- 
ing San Franciscans who had finished 
reading the magazine to send it on to 
friends in other parts of the country. 
“If too many copies are sold locally 
there won't be enough people reading 
about San Francisco in other parts of 
the country,’ a spokesman said, his 
lips tight with concern. 

A humorist whose by-line has 
appeared on many Holiday articles 
once suggested to a bored lady that she 
take a trip around the world. “Oh I 
know,” he quoted the lady as saying 
“but there’s so many other places I 
want to see first.” Well, in those places 


9 


too the April issue was selling out. In 
Los Angeles, where a tribute to San 
Francisco is looked upon with the 
same enthusiasm that a Hatfield would 
show to a McCoy being decorated for 
bravery, the newsstands were cleared 
of Holidays by noon on March 21, and 
bribes were being offered for addi- 
tional copies. United Airlines in San 
Francisco, wanting a few copies, asked 
the airline’s offices in Los Angeles and 
other cities to see if anything could be 
turned up in airport newsstands. In 
St. Louis, which isn’t even ‘in Califor- 
nia, 67% of all allotted copies were 
sold at the end of eight days and a full 
sell-out was predicted. So it went, in 
more ways than one. 

Another Holiday contributor once 
wrote, “There has never been an 
age more cruel to writers than this one 
—rendering their stuff obsolete al- 
most before it escapes from the type- 


writer.” The number of people who 
announced their intention of binding 
their copies to preserve them, or who 
wrote to Holiday about bound copies, 
tends to shake this argument some- 
what. The general feeling is that until 
someone comes along to do it better, 
San Francisco has been done. 

These are busy days for editors. 
There are eight more issues this 
year and they must all make the im- 
pact that the April issue achieved. It 
isn’t easy. But we doubt if writing 
“Walden” was easy and that, like the 
April issue of Holiday, was devoted to 
one place, too. 
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This Week in Washington ... 


FTC-Justice Department Teamwork 


Foretells Tougher Anti-Trust Activity 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, April 19—The Ken- 
nedy administration is committed 
to a vigorous anti-trust enforce- 
ment policy, and it is well to rec- 
ognize at this point that this 
assignment has been lodged in un- 
usually skilled hands all around. 

Lee Loevinger, who is directing 
anti-trust work for the Department 
of Justice, is the most seasoned 
anti-truster the government has 
had in many years. And Paul Rand 
Dixon, the new chief of the Feder- 
al Trade Commission, is a career 
man who started at the bottom and 
worked his way to the top. 

As a man who practiced anti- 
trust law for 15 years, Mr. Loev- 
inger brings a fresh point of view 
to the Department of Justice. To 
the toughness and dedication of his 
predecessors, he adds another in- 
gredient—a willingness to innovate. 

Mr. Loevinger made his reputa- 
tion as an authority on private 
anti-trust litigation. He becomes an 
articulate and knowledgeable di- 
rector of the Justice Department’s 
anti-trust work. 


s “Conspiracy to violate anti-trust 
laws is economic racketeering,” he 
says, “which gains no respectabil- 
ity by virtue of the fact that the 
loot is secured by stealth rather 
than by force.” To those who com- 
plain that anti-trust laws are too 
“complex,” he counters: “The 
temptation to get rich quickly by 
dishonest means abounds in private 
life. Some succumb, but we do not 


Mr. Loevinger believes the danger 
of triple damage actions serves as 
an important “deterrent” to would- 
be offenders. But private cases are 
costly and hard to prove. Often the 
government has the evidence, but 
it accepts a consent settlement be- 
fore the evidence becomes part of 
the public record. 

Among his first moves since tak- 
ing office has been to propose new 
procedures for negotiating consent 
settlements-—now under considera- 
tion at the top level in the depart- 
ment—which will cut down the 
likelihood that the government 
will accept consent settlements that 
shut off the opportunity for in- 
jured parties to file legitimate 
damage claims. 


s Meanwhile, at FTC, Paul Rand 
Dixon is preparing a real house- 
cleaning. When the dust settles, he 
hopes to throw out the red tape 
that has checked the commission’s 
efforts to keep its work moving. 


One-man supervision: His plans 
call for a single individual to be in 
charge of each case, from its in- 
ception until the end. That’s a job 
roughly akin to the account execu- 
tive in an advertising agency, but 
it is a concept previously unknown 
at FTC. 

Mr. Dixon found that cases pre- 
viously were investigated by one 
set of functionaries, prosecuted by 
a second, completely independent 
| set. He says, “I don’t want any FTC 
| attorney explaining delay in a case 
| by pointing to three other attor- 


listen sympathetically, to the plea| ®¢Ys and then have them point to 
that theft or embezzlement should | somebody in the middle who isn’t 
be legalized because it is so diffi-| there. It’s amazing how much fast- 
cult to acquire wealth by other) & things move if a person, not an 
means.” organization chart, is made respon- 

While many people think anti- sible for their forward progress.” 
trust law is a unique American) Central planning: Mr. Dixon 
idea dating from the 1890s, he ob-| feels FTC suffered from the same 
served the other day, it is actually lack of central planning that Mr. 
one of the oldest concepts in the|Loevinger sensed at the Justice De- 
law, predating the ancient codes of partment. Because FTC is an “ad- 
the Near East. Even in those an-/| ministrative agency,” he says, good 
cient days, he recalls, government central planning is needed, so that 
adopted decrees to protect the pub-| the right cases are selected and the 
lic from oppression by those who) right techniques used in each situ- 
had monopolistic economic power | ation. For this planning work, he’ll 
over the essentials of life. rely heavily on John Wheelock, an 

For the first offense, there might | FTC veteran, who has been pulled 
be a relatively mild penalty. But) out of the bureau of investigation, 
for the second offense, the penalty| and earmarked for appointment as 
could be extreme—cutting off a|executive director of the commis- 
hand, or exile, or both. we 

Since taking office, he has been 


thinking in terms of tougher pen- 
alties for wilful anti-trust offend- 
ers. He’s also been thinking up new 
ways to sharpen up the anti-trust 
staff. Among his current ideas: 
More staff—But not too much 
more. With only $5,000,000 and a 
staff of less than 300 lawyers, he 
thinks the anti-trust force will need 
expanding. But he’s not ready to 
say how much of an expansion. 
What happens to freedom, he asks, 
if there are too many policemen? 
More planning—Because the 
Justice Department is largely a 
“district attorney,” the anti-trust 
division’s load has consisted chiefly 
of the cases that came over the 
transom. Mr. Loevinger hopes to 
set up some kind of a planning 
unit, so that at least some portion 
of the division’s energy can be di- 
rected at target areas that it selects 
for itself. At present, his staff has 


|s Although the Kennedy adminis- 
tration is expected to put more 
money into anti-trust work at the 
Justice Department and the Feder- 
| al Trade Commission, that is only a 
'partial indication of the changes 
| that are ahead. With the new team- 
| work that is developing within the 
| government, it expects to get more 
|results per dollar invested. 
Consider, for example, the “new 
era of cooperation” which is de- 
veloping between the anti-trusters 
in the two governmental units. 
Both have separate as well as 
concurrent jurisdiction in the anti- 
trust field. But in the past, the Jus- 
tice Department anti-trusters have 
been somewhat contemptuous of 
the quality of FTC work, while the 
FTCers have wilted in the face of 
Justice Department arrogance. 
Now Attorney General Robert 
Kennedy has cracked the ice by 
shipping 56 of his department’s 


! 
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BUTTERFLY—Prince Gardner Co., St. 

Louis, introduces its new Butterfly 

accessories with color bleed pages 
in Holiday and Seventeen. 


Justice. Now that the significance 
of this move has begun to permeate 
FTC, FTC men are standing a bit 
straighter and taller. 

The potential of this new alliance 
was demonstrated impressively last 
Monday when representatives of 
the Justice Department sat side by 
side with Mr. Dixon, in a joint ef- 
fort to convince the Bureau of the 
Budget to approve an additional 
$1,500,000 emergency appropriation 
so that FTC can carry out the as- 
signment which the Attorney Gen- 
eral has made. 

There are other reasons to as- 

sume that the old antagonism be- 
tween the two agencies is really 
going to melt: 
e Philip Elman: Within a few 
days, he will be taking his place as 
a member of FTC. For many years 
he has been recognized as ‘one of 
the outstanding career men on the 
staff of the Department of Justice, 
and he should be an effective cata- 
lyst between the two agencies. 


e Mr. Loevinger’s respect for FTC’s 
law: Most Justice Department 
anti-trusters regard the Sherman 
Act, with its fight-to-the-finish 
concept of hard competition, as the 
only true anti-trust law. Many FTC 
laws, particularly the Robinson- 
Patman Act, look to them like 
“soft competition” which endan- 
gers the goals of the Sherman Act. 


s But Mr. Loevinger has publicly 
declared that there is no inherent 
inconsistency between the Sherman 
Act, which demands competition, 
and the FTC’s R-P, which pre- 
scribes rules under which competi- 
tion can be conducted. 

“There is no sport or contest con- 
ducted in civilized society without 
its rules,” he explains. “These rules 
invariably permit certain forms of 
rivalry and prohibit certain other 
types of action. 

“Of course there are always 
those who decry any limitation on 
the mayhem or bloodshed that is 
permitted by the prevailing rules 
of organized sport. There will al- 
ways be those who proclaim that 
any new rule takes all the fun and 
most of the competition out of the 
game. 

“It is not necessary to hit below 
thé belt in order to fight as hard as 
you Can. The rules that prescribe 
the mode and weapons of competi- 
tion are not anti-competitive, but 
on the.contrary, are quite consist- 
ent with free and vigorous compe- 
tition in a civilized society.” + 


"World-Herald’ Names Bentley 
Richard T. Bentley, formerly 


Britain Levies 
10% Tax on All 
tv Advertising 


(Continued from Page 1) 
planning their market selling and 
| advertising campaigns,” he said. 

“We believe that this tax should 
properly be borne by the program 
companies themselves and not be 
passed on to industry.” 

The tv program companies, 
which have been waxing fat on 
profits from commercial television, 
however, take the view that the 
tax should be passed on to adver- 
tisers. Excise authorities have 
served notice on program com- 
panies that they will be responsi- 
ble for collecting duty, and the 
notice makes it quite clear that 
that new tax is called “an adver- 
tisement duty.” 

The Chancellor himself, in a 
television interview Monday night, 
was asked ifthe duty on adver- 
tisers is likely to be passed on to 
consumers. He said he had as- 
sumed that this would happen. 

In Britain, the program com- 
panies produce the programs for 
tv and sell time to advertisers. 


= George Cooper, advertising sales 
manager of ABC Television, said: 
“What this means is that, for the 
first time ever, we are going to 
have a government tax on adver- 
tising.” 

The television advertising tax 
has aroused some strong criticism 
here among Conservatives, but it 
has been generally welcomed by 
Laborites who have long been ad- 
vocating an advertising tax. Har- 
|old Wilson, Laborite spokesman on 
government finance, said in a 
television interview Tuesday, that 
jhe has been in favor of taxing 
television advertising for some 
| time. His only criticism of the new 
|tax, he said, is that it doesn’t go 
|far enough. He said he’d like to 
see it applied over a wider field of 
advertising. 

The Conservative Daily Mail 
editorialized: “We do not like the 
tax on tv advertising. It enshrines 
a bad principle. It used to be ap- 
| plied to newspaper advertisements 
jand was one of the ‘taxes on 
| knowledge’ abolished by the Vic- 
|torians. That was in 1853.” 


® The Incorporated Society of 
British Advertisers, representing 
|more than 500 advertisers respon- 
|sible for some 70% of British ad- 
vertising, described the tax as de- 
plorable. 

It stated: “Bad as such a tax is, 
it cannot even be defended on 
grounds of reducing the large prof- 
its of television companies, for 
| these will be protected if they are 
| allowed to pass on the tax to in- 
dustry, as they are encouraged to 
|\do by the commissioners of customs 
|and excise... 
| “The fact that the tax is dis- 
| criminatory against one advertising 
|medium only is objectionable, but 
‘is of secondary importance; the 
| important issue is that any tax on 
| advertising is a deterrent to free- 
dom and initiative of British enter- 
| prise and will inhibit expansion of 
the economy as a whole.” 


= A hassle is building up over 
whether tv program companies 
|should pass the tax on to the ad- 


general manager of Donrey Me- | vertisers. In announcing the tax, 


no economists equipped to provide | ¥,5<¢ important anti-trust cases to 


a broad view of economic prob-| rc These cases had already been 
lems, although it has a number of | -cttied, but the Justice Department 
economists who specialize in pre-| ,amits it does not know whether it 
paring evidence for trial lawyers. | aocomplished anything. 
He’s been “around town” talking | 
with heads of other departments,|s By asking FTC to make compli- 
hopeful that some sources of broad | ance investigations into these cases, 
economic information can be the Attorney General frankly ac- 
opened up. knowledged that in some respects 
More private litigation—As an| FTC is more versatile and power- 
expert on private anti-trust cases, ful than even the Department of 


dia Group, Fort Smith, Ark., has 
been named business manager of 
the Omaha World-Herald. He takes 
over the post vacated in January, 
1960, by Lyle Johnson, who subse- 
quently became assistant business 
|manager of the San Francisco 
| Chronicle (AA, April 11, 60). Don- 
jald W. Reynolds, president of the 
|Donrey Group, will assume the 
|general manager post in addition 
|to his other duties. 


the Chancellor said, “I am sure that 
those concerned with the payment 


of the duty will not mind too much | 


being bitten by the hand which 
originally fed them”—a reference 
to his part in the work of the Bev- 
eridge committee, which was large- 
ly responsible for introduction of 
commercial television here. 

But the official notice served on 
|program companies, making them 
responsible for collection of tax, 


141 


said the expected finance bill will 
make provision for them to recover 
the duty from advertisers. 


® Associated Rediffusion, a lead- 
ing program company, referred to 
“this new tax on advertisers” and 
went on to say that the company 
had been considering increasing 
rates but would “now have to 
think again.” 

Advertiser’s Weekly editorial- 
ized: “The fact that the tax dis- 
criminates against one medium 
presents the advertising industry 
with an added problem. The ques- 
tion of who pays the television tax 
will be a severe test of client-me- 
dia owner relations.” Editor Bill 
Cathles, in a signed column, called 
it “a crazy impost, brake on mar- 
keting, a clumsy bludgeon aimed 
at suspected burglar but hitting 
innocent householder.” # 


‘Country Beautiful,’ 
Non-Profit Magazine, 
to Begin Publishing 


Cuicaco, April 18—Country 
Beautiful, a non-profit consumer 
magazine, bowed here yesterday 
at a press conference. 

The first issue, carrying a Sep- 
tember issue date, will hit the 
newsstands this week. It will be 
published ten times yearly 
(monthly except July and August) 
by Country Beautiful Foundation, 
Brookfield, Wis., a non-profit or- 
ganization set up especially to 
publish the magazine. 

The publisher and editorial di- 
rector is the Rev. Michael P. Dine- 
en, a Catholic priest, who told re- 
porters that the magazine is 
non-sectarian and “not an arm of 
the Catholic Church.” He said it 
“will spell out man’s relation to 
the land and the need for strong 
communities.” 


es Country Beautiful is 12 x 9” 
and will sell for 50¢ a copy at 
newsstands. Yearly subscription in 
the U.S. and Canada is $5. The 
initial issue has 64 pages. 

The first issue carries 11 ad 
pages. Advertisers are Sears, Roe- 
buck & Co., Allstate Insurance, 
Whirlpool Corp., Globe-Union Inc., 
Hardware Mutuals-Sentry Life 
insurance companies, A. O. Smith 
Corp., Kohler Co., Milwaukee 
Road, Briggs & Stratton Corp. and 
Heil Co. 

One time b&w page rate is $1,- 
950. The magazine anticipates a 
circulation of 100,000 before the 
end of the year. A total circulation 
goal of 1,000,000 has been set. 


s Advertising in the magazine in- 
itially will be sold only by Vincent 
F. Deppisch, advertising director, 
and Roger Thorsen, assistant ad- 
vertising director. 

Any profits from ad revenues 
will be used to improve the pub- 
lication and to provide college 
scholarships, Mr. Deppisch said. 

Some 350 persons contributed 
about $500,000 to establish the 
foundation, Rev. Dineen said. # 


Coyle Named President of 
ABC International Television 
Donald W. Coyle, previously vp 
in charge of the international divi- 
sion of Ameri- 
can Broadcast- 
ing Co, New 
York, has been 
named presi- 
dent of the 
newly formed 
' subsidiary, ABC 
International 
Television. 
Before joining 
ABC’s interna- 
tional division 
| Donald W. Coyle when it was 
formed in 1959, 
| Mr. Coyle had been vp and gen- 
|eral sales manager of ABC-TV. 
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SMALL CARS | SPORTS CARS - 
TRUCKS ~ BUSES 


BIG CARS - COMPACT CARS 


IMPORTS 
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5 NEW SKIL PROMOTIONS... 


GIGANTIC FALL CHRISTMAS PROGRAM TD MAKE 
‘ 2 


4% 


UP TO 25% EXTRA PROFIT! 


1960 BIGGEST PROFIT YEAR FOR SKK DEALERS 


Qn. | 
6 | 


ABP MERCHANDISING AWARDS—Awards, made an- 
nually by Associated Business Publications for the most 
effective advertising in merchandising papers, 


presented next week to advertisers 


New York. Shown here are the first award winners in 


the seven divisions.: 


1. Advertising to introduce new products or new pack- 
aging to dealers and distributors—John Bean automotive 
division of Food Machinery & Chemical Corp., Lansing, 


Mich. (Jaqua Co., Grand Rapids). 


2. Advertising to promote product features and give 
, Long Island City (Al 


product information—Swingline Inc. 
Paul Lefton Co., New York). 


Polaroid, Du Pont 
Win ABP Awards 


for Second Year | 
(Continued from Page 2) 


products or new packaging to dealers and 
distributors. First Award: John Bean auto- 
motive division of Food Machinery & | 


Chemical Corp., Lansing, Mich. (Jaqua 
Co., Grand Rapids). 
Objectives: 


To capitalize on the need 
for new service equipment to profitably 
handle the growing influx of compacts, 
sports, imports and unitized construction 
cars; to convince jobbers and users that 
John Bean equipment best meets this 
need; to serve as the basis of self-mailers | 
for jobber-to-customer mailings. 

Results: Sales up 25%, best year for the | 
division. Inquiries doubled over any pre- | 
vious year. The company attributes a 
share of increased national account busi- | 
ness with major auto manufacturers, tire | 
and oil companies to the advertising cam- 
paign. The jobbers made 175% more direct 
mailings. | 

Awards of merit: Crown Zellerbach | 
Corp., San Francisco (Lennen & Newell, 


San Francisco); Georgia-Pacific Corp., | 
Portland, Ore. (McCann-Erickson, Port- 
land). 


Division 2—Advertising to promote prod- 
uct features and give product information. 
First Award: Swingline Inc., Long Island | 
City (Al Paul Lefton Co., New York). 

Objectives: To establish leadership in 
the hardware field, a distribution pattern 
relatively new to Swingline; to broaden 
distribution of Swingline products for 
hardware outlets; to impress the dealer 
with the rapid and uncontested growth 
achieved in the industry in a short three- 
year period. 

Results: Sales of the Swingline staple | 
guns in 1960 exceeded sales of the pre- 
vious year by more than 30%. Eight ma- 
jor jobbers previously carrying competi- 
tive merchandise now carry Swingline 


TO SINGLE 1 WIN MAO 


a ene 


sowmey © GEMERAL TELEPHONE 


Sylvania color coding follows through for profits 


SYL), ANL' \. 


will be 
and their agencies in 


Bernbach 


& Osborn, 


| staple guns and staples. Competition ob- 
| jected to the line: ‘“‘More Swingline $4.95 
| staple guns sold than all others combined” 
| but they were unable to refute the state- 
ment, according to the agency. 


= 3—Advertising to merchandise | 


umer advertising to the trade. First | 
—- Polaroid Corp., Cambridge, Mass. | 


(Doyle Dane Bernbach Inc., 
Objectives: 
the content, 


New York). 
To impress the trade with 
weight and the quality of 


Polaroid’s national advertising as an in-| 


| ducement for them to stock and promote 
Polaroid equipment with confidence in re- 
sulting sales. 

Results: 1960 was a record sales year for 
Polaroid Corp. with more tie-in advertis- 


ing and promotion at the dealer level than | 


| ever before. 

Awards of merit: Sponge products divi- 
sion of B. F. Goodrich Co., Akron (Foote, | 
Cone & Belding, New York), Prince Gard- 


ner Co., St. Louis (Grey Advertising, New 
York). 


Division 4—Advertising to sell services, 
| equipment and products not for resale. 
First Award: Packaging materials division 
of Armstrong Cork Co., Lancaster, Pa. 
| (Batten, Barton, Durstine & Osborn, New 


| York). 


Objectives: To impress upon pharmacists | 
the unique advantages offered by Arm- 
strong prescription containers. 

Results: An unusual amount of comment | 


|has been received from pharmacists re- 
| garding the advertising. The 


increase in 
business during 1960 was several times 
that enjoyed by the industry as a whole. 

Awards of merit: Film division of 
American Viscose Corp., Philadelphia 
(Arndt, Preston, Chapin, Lamb & Keen, 
Philadelphia); Crown Zellerbach Corp. 
(Lennen & Newell). 


Division 5—Advertising to link rifierchan- 
dise with seasonal promotion to describe 
—and encourage the dealer to use—sales 
promotion aids, such as window displays, 
counter displays, advertising mats, enve- 
lope stuffers, ete. First Award: Skil Corp., 


Chicago (Fuller & Smith & Ross, Chi- 
cago). 
Objectives: Detailed announcements to 


retailers of new promotional merchandise 
for the fall-winter of 1960 and related 
sales promotion materials. Fall announce- 
ment to dealers of new lawn and garden 


Inc., New York). 


New York). 


models for the spring of 1961, 
with announcement of an offer on a new 
| permanent display for this line. 

Results: Even though over-all industry 
| sales of power tools were down in 1960, 
| Skil sales for the year reached an alltime 
high, partly as a result of the sales suc- 
cess of the products and programs pro- 
moted in these ads. A large number of 
| enthusiastic reports were received from 
both wholesalers and Skil salesmen to the 
effect that most of their retailers knew 
about and had been “pre-sold’’ on both 
Skil’s fall-winter promotion and lawn and 
| garden program, by the trade ads even 
before they made their sales calls. The 
| fall 1960 level of new orders on Skil’s 
lawn and garden line was 51.8% over 1959, 
| despite generally lower levels of business 
in the hardware industry. 


Awards of merit: Campbell Soup Co., 
| Pittsburgh (BBDO, Pittsburgh); 
|Co., Farmington, Mo. 
sociates, St. Louis). 


(Frank Block As- 


| aaneenay trade association campaigns, in- 


stitutional advertising, advertising by con- 
sumer media to influence dealers, sales 
| training, endorsements, policy announce- 


3. Advertising to merchandise consumer advertising to 
the trade—Polaroid Corp., Cambridge, Mass. (Doyle Dane 


4. Advertising to sell services; equipment and products 
not for resale—Packaging materials division of Arm- 
strong Cork Co., Lancaster, Pa. (Batten, Barton, Durstine 


5. Advertising to link merchandise with seasonal pro- 
motion and to describe—and encourage the dealer to use 
—sales promotion aids such as window displays, counter 
displays, advertising mats, envelope stuffers, 
Corp., Chicago (Fuller & Smith & Ross, Chicago). 


6. Public relations, advertising, including trade associ- 


together | 


York). 


ete.—Skil 


Agency, New York). 


and many were highly favorable. One 
store executive, for example, said that 
the very fact that the animal ads are 
“different” and that they are well re- 
membered is proof of the fact that they 
are doing the job they are designed to do 
—that is, gain the attention of store peo- 
ple for Du Pont fibers. Another store 
manager said he believed he was more 
conscious of and remembered more about 
the current Du Pont nylon, Orlon and 
Dacron series (the animal ads) than any 
other ads that are appearing in the mag- 
azine he mentioned. 

Awards of merit: Preston Shirt Co., 
New York (Zlowe Co., New York), Youngs 
Rubber Corp., New York (deGarmo Inc., 
New York). 


Division 7—Use of dominant space—mul- 
tiple page advertising which makes the 


| most effective use of three or more con- 


Trimfoot | 


secutive pages in one issue. The themes of 


this advertising could embrace any one, | 


|@ combination of two or more, or all of 


| ments, ete., and all other advertising not | 


|eovered by preceding divisions. First 
| Award: E. I. du Pont de Nemours & Co., 
| Wilmington, Del. (BBDO, New York). 

| Objectives: To remind the textile pro- 
ducing and distribution chain (mill to re- 
tailer) of the unique selling advantage 
they have when using Du Pont fibers, due 
to consumer knowledge and acceptance of 


Du Pont nylon, Orlon acrylic fiber and | 


Dacron polyester fiber. 


Results: A research study conducted by 
Seymour Smith & Associates for Du Pont 
showed that the audience was reading and 
reacting favorably to these ads. T-meter 
interviews were held with 200 trade and 
retail executives. Of the respondents, 20% 
have read one or more of the ads. All ad 
readers knew Du Pont was the advertiser. 
Two-thirds of them got at least part of 
the message Du Pont wished to convey 
Readers considered these ads as serving 
them and less self-serving than similar 
competitive ads included 
In an informal survey, held in the fall of 
1960, 38 of 40 retail executives recalled 
the ads. No negative comments were noted 


in the study. | 


the preceding divisions. First Award: Syl- 


} isi f General Telephone & | 
Division 6—Public relations, advertising, | SS ™ 


| Electronics Corp., 


New York 
Agency, New York). 

Objectives: To announce the first major 
improvement in light bulb merchandising 
in 47 years; to show dealers and distrib- 
utors the shelf appeal of the package, and 
the other ways it helps them increase 
their profits; to strengthen the Sylvania 
brand name as a major factor in home 
lighting. 

Results: Salesmen reported that within 
30 days awareness of this new program 
had reached all levels of their customer 
organizations. A satisfactory number of 
important new accounts were added to 
Sylvania’s distribution pattern. Within a 
few months of this announcement, both 
major competitors announced new pack- 
age programs of their own, incorporating 
many features of the Sylvania package. 
In addition, 133,000 reprints of the ad 
were requested by Sylvania salesmen who 
were highly enthusiastic about the entire 
announcement program spearheaded by 
this ad. Art work of the ad was prepared 
in such a manner that it could be used 
for slide films and sales presentations. 

Awards of merit: Motorola Inc., Chi- 
cago (Leo Burnett Co., Chicago); True 
Temper Corp., Cleveland (F&S&R, Cleve- 
land). = 


(Kudner 


ation campaigns, institutional advertising, advertising by 
consumer media to influence dealers, sales training, en- 
dorsements, policy announcements, etc. and all other ad- 
vertising not covered by preceding divisions—E. I. du 
Pont de Nemours & Co., Wilmington, Del. (BBDO, New 


7. Use of dominant space—multiple page advertising 
which makes the most effective use of three or more con- 
secutive pages in one issue. The themes of this advertising 
could embrace any one, a combination of two or more, or 
all of the preceding divisions—Sylvania division of Gen- 
eral Telephone & Electronics Corp., New York (Kudner 


‘Post-Gazette’ Appoints 
DiBernardo Ad Director 

The Pittsburgh Post-Gazette has 
appointed Angelo DiBernardo retail 
advertising di- 
rector, succeed- 
ing George A. 
Somarindyck, 
vp, who is re- 
tiring. The ap- 
pointment will 
become effec- 
tive May 1. 

Mr. DiBer- 
nardo, who 
joined the 
newspaper in 
1947, is current- 
ly retail adver- 


Angelo DiBernardo 


| tising manager, a post he has held 
|since 1959. Lee Austin will con- 


tinue as assistant advertising di- 
rector. 


|\Cobb Joins McCann-Marschalk 


James H. Cobb, veteran airline 


| executive, has left Fletcher Rich- 


ards, Calkins & Holden, New York, 
where he worked on Eastern Air 
Lines, to become a vp and manager 
of the Miami office of McCann- 
Marschalk Co., agency for National 
Airlines. Mr. Cobb is a former ad 
manager of American Airlines and 
Delta Air Lines. He succeeds 
George Bremser Jr., who has re- 
signed. 


The Name Is Ebco, Not Emco 

In a caption in the April 17 is- 
sue, reference is made to the Emco 
Mfg. Co. The correct name is Ebco 
Mfg. Co. Ebco, which is located in 
Dayton, O., makes water coolers. 
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From thousands of pictures —twenty- 


five were picked to bring the drama of one week’s 
news to LIFE’s readers. @ From Moscow, with the speed-of- 
LIFE, exclusive photographs of crowds greeting Spaceman 
Yuri Gagarin on Friday reached LIFE the next morning. 
q@ From Washington and Cape Canaveral came pictures of our 
own Astronauts and officials as they learned of the Russian 
orbit. @ From news centers the world over, LIFE Editors re- 
ceived thousands of photographs of world reaction to the 
Soviet space leap and put together an 11-page picture report— 
on sale only four days later. @ Such speed, unmatched by any 
other mass magazine, was pioneered by LIFE to bring readers 
news and world response to the news while it is still news. 


And this same speed-of-LIFE makes it possible for adver- 
tisers to move fast, too. @ Two-color and black & white ad- 
vertising plates can be in print just seven days later. In this 
same week’s issue alone, American Motors and Gibson Re- 
frigerator Sales Corp. ran ads that closed only seven days be- 
fore the on sale date. RCA Victor ran a 
four-color page that closed just 22 days 
before—twice as fast as it could in the 
only other general weekly—almost three 
times as fast as it could in the fortnightly. 
« Week after week, the drama of history 
is LIFE’s business and LIFE’s purpose 
—the speed-of-LIFE is one of LIFE’s 
great differences. 
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